Feasibility Assessment Tool

PURPOSE

Evaluate a potential private sector partner for feasibility on the administrative, fiscal, technical, legal, political, and social/ethical levels.  

Description

A feasibility assessment shows the likelihood that engaging with a specific private sector partner will adequately support the program goals.  It also looks at what challenges may arise and what steps can be taken to minimize or mitigate these challenges.  The Feasibility Assessment Tool is not intended to gauge the likelihood of success of the overall program/intervention; that should be completed as part of the program design.  

The feasibility assessment is complementary to, yet different than the due diligence process.   Due diligence determines whether we would want to partner with a particular private sector firm based on the risk that partnership might present.  The feasibility assessment explores whether that partner has the expertise, standing, and orientation to be a successful.  It is much more oriented to whether they can meet the strategic program goals.  (See the Due Diligence Assessment Tool for more information about the due diligence process.)

Similar to due diligence, feasibility is not “black and white.”  Assessing it is qualitative and there may be a range of answers to our questions.    Feasibility is also not static.  Changes to the program goals and activities, the external environment, or the focus or structure of a private partner, may change the feasibility of a particular partner and engagement.  Therefore, assessing feasibility is an ongoing activity whenever the context changes, not only completed for Partner Assessment (stage 3). 

Feasibility assessment is not necessarily a one-step process.  There may be circumstances when an abbreviated feasibility assessment is used as a way to narrow potential partners into a short list of promising candidates, who then can be assessed in more detail.  For example, we might start with a feasibility survey to a number of firms focused on how a firm is managed (administrative feasibility) and how their products are regarded (market feasibility).  With those results, we might select the best candidates and do a more in-depth survey focused on their manufacturing process (technical feasibility), and evaluate their finances (financial feasibility).  
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Stage 3:  Partner Assessment; Completes a comprehensive appraisal of potential program partners
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Feasibility Assessment Report that documents the assessment findings and indicates areas of concern requiring additional action.  (See appendix A for a sample Feasibility Assessment Report.)

Key Activities

1.  Analyze the need and define the feasibility assessment objective 

2.  Develop feasibility criteria and indicators

3.  Create feasibility survey

4.  Conduct research

5.  Analyze findings

6.  Report results

1. Analyze the need and define the feasibility assessment objective

Identify the need for the feasibility assessment and articulate a clear objective.  The “need” briefly summarizes why we need to complete a feasibility assessment.   The “objective” outlines what we hope to accomplish with the assessment.  In some circumstances (such as when the assessment is being used to compare different private firms) it may be appropriate to make the assessment comprehensive and structured.  In other instances (such as when our partnership options are limited to a single firm) it may better to make it more targeted and informal.  The assessment objective should always be based on the need. 

2. Develop feasibility criteria and indicators

Develop a list of feasibility criteria and indicators to understand the overall viability and probability of success of the engagement.  The specific criteria should be based upon the context and the issues being explored.  Since we have a program concept articulated at this stage, we should consider important program elements such as objectives, activities, past experience with this partner, and engagement goals. 

There are seven categories of feasibility.  The list of criteria may emphasize some of these categories and entirely bypass others depending upon the context.  For example, if our program goal is to connect smallholder farmers to a large grocery store chain, we would assess the feasibility of the grocery store chain. That assessment might be more focused on administrative and financial feasibility and less so on their technical and political feasibility.

The criteria - and indicators - may address elements of multiple feasibility categories (see sample 1).  Regardless, aspects of all seven feasibility categories should be considered.  Table 1 defines the categories including relevant types of data.  
Table 1:

	Feasibility Category
	Goal
	Types of Data Gathered

	1. Administrative Feasibility
	To evaluate whether the private sector partner has the internal organizational and managerial capacity to meet the program goals. 


	Internal management structure of the firm ; organizational structuring; ownership structure; Board configuration and their role; governance issues such as, how decisions are made, what kind and how often strategic planning is done, and others.   This may also include the firms’ experience with similar programs as our engagement. 

	2. Financial 

Feasibility
	To understand financial or fiscal strengths and/or challenges associated with our private sector partner.
	Is the firm profitable, are they financially sound, what level of debt do they have, do they have sound financial management and reports, can they afford the investments our partnerships might require. 

	3. Technical

Feasibility
	To evaluate whether our potential partner has the technical competency to meet our program requirements.
	Does the firm demonstrate expertise in their business sector; are their products and service well regarded; do they innovate as necessary; are their equipment and facilities adequate; do they have adequate staff both in numbers and training to support our program.

	4. Market Feasibility
	To assess whether the firm has an appropriately strong position in the market, and their relationship to other market actors.
	Is there demand for the firm’s product and services;  are they successful, do they have a good reputation and get good references, do they have adequate linkages to other small enterprises, are they considered a “lead firm”. 



	5. Legal

Feasibility
	To understand the legal or regulatory issues our partner has faced in the past, and any legal or regulatory issues related to our potential engagement.
	Does the firm have past legal issues;  will our relationship create new legal or regulatory issues; can they handle the legal infrastructure required for the partnership;  how are they registered  and are there any problems with their registration that might create risks for the program?



	6. Political

Feasibility
	To assess how the potential private partner functions in the political environment, and to understand the impact of their political standing on our program goals.  


	How is the firm regarded by the government; do they have political enemies; do they have government contracts; are they affiliated with a particular political party;  will our engagement with this firm be seen positively or negatively by the government and/ or the local community.



	7. Ethical/Social

Feasibility
	To assess whether our potential private partners’ values, both demonstrated and expressed, align appropriately with our values and mission.


	What is the firm’s commitment in serving the poor; their interest and incentives in the partnership; their experience working with other local and international NGO’s.




For each proposed criteria, feasibility indicators need to be created.  Below are a sample criterion and the associated indicators from a feasibility study to identify a private firm that could function successfully as a lead firm.  These indicators span multiple feasibility categories including market feasibility, administrative feasibility, and financial feasibility.

Sample 1

[image: image1.emf]  Criterion 3:  Wil lingness to invest resources in improved products/relationships that will yield  benefits over medium term   The lead firm should demonstrate willingness to spend time, effort and capital sourcing  alternative improved products recommended by Mercy Corps, and  to build productive and  sustainable relationships with downstream MSEs. Indicators for this criterion will include:    3.1.   Previous examples of lead firm investment to expand market reach   3.2.   Lead firm pronouncements about willingness to invest to achieve medium - ter m goals   3.3.   Lead firm credit lines to downstream clients    


3. Create Feasibility Survey

The Feasibility Survey is the primary tool that will be used to gather data for this assessment.  The survey should be developed after the criteria and indicators are finalized, and each indicator and criteria will be answered by one or more survey questions such that: 


Survey Question(s) 
Indicator
Criteria 

See appendix B for a sample survey.  

Below are suggested topics to include in a Feasibility Survey.  Not all of these topics will be relevant for all feasibility assessments and the specific topics and questions should be determined based upon the criteria and indicators developed for the assessment.  It is possible not all this data will be available, especially for small or local firms.  Therefore it is important to develop questions that are answerable given the context.   Even if a question seems answerable, it may be that the data we get is vague or incomplete.  In all these situations, it is important to remember that feasibility is cumulative and will be assessed looking at all the criteria.  So unless a specific criterion is crucial for our decision, we should avoid getting delayed due to missing or incomplete data.  

1. Background Information

a. Interviewer information:  name, date of interview
b. Firm information:  firm name, address, contact information, respondents name and position

2. Interviewee Information: 

a. Ownership structure: who are the owners, legal ownership structure

b. Other businesses they own:  linkages to this business

c. Other business investments

3. Basic Business Information: 

a. Type of business: general business sector

b. Years in business:

c. Products and Services:  products/services produced or provided

d. Mission and Differentiation:  what makes them unique and/or successful 

e. Innovation:  new products created, business expansion to new products or sectors

f. Competitive environment:  how tough and with who do they compete

4. Operations Information: 

a. Workplace:   rent vs. own, single or multiple locations 

b. Management Structure: how is the firm organized

c. Infrastructure:  office equipment, vehicles

d. Technology:  Use of computers, other relevant machinery and technology

5. Staff Information: 

a. # of staff:

b. Full-time or Part-time:

c. Gender:  employees or ownership, percentages

d. Training of staff:  hiring requirements, ongoing training

e. Language:  adequate fluency in the required language 

6. Sales Information: 

a. Customers:  who do they sell to

b. Geographic reach: where do they sell

c. Marketing:  types of marketing

d. Credit:  offered to customers, discounts, rebates

e. Customer support:  type of support, warranties, repairs   

7. Supplier Information: 

a. Who do they buy from:  X key vendors

b. What do they buy:  are the products for resale, for manufacturing, internal use

c. Imports or domestic purchases:  how local is their procurement , do they import

8. Financial Information

a. Accounting System:  computerized or manual.

b. Financial Reporting:  breadth and frequency 

c. Loans/Debt: bank, MFI, or personal loans

d. Bank Accounts:  with what bank and for what purpose

e. Insurance:  what kind do they have

9. Other Business Practices

a. Registration:  if not registered, why? 

b. Trade Association Membership:  is there a group relevant to them and are they members.

c. Government contracts: when and for what services.  

d. Past or current legal issues:  with who and the resolution 

e. Reputation:  how are they regarded in the community

f. BEE:  obstacles to doing business they have encountered

g. Commitment to our mission:  examples of how this is demonstrated

h. NGO partnership experience:  including contact information if possible

i. Interest in a MC partnership:  response to our program concept
4. Conduct Research:

· Interviews with the private firm will be most helpful because the assessment is focused specifically at the firm level (completed at the Partnership Assessment stage).  Ideally those interviews should take place with the owner or senior leadership.  

· Other Key Sources:  This includes customers, suppliers and business partners of the private sector actor.  It also includes government sources and other development actors, direct experience, market observation, web research

5. Analyze Results:  

After the research is completed, the results should be analyzed.  If the assessment involved discussion with multiple firms, results can be compiled to simplify comparisons among firms.  (See appendix A for a sample Feasibility Assessment Report.)
6. Reporting:  
A Feasibility Assessment Report should be created which at a minimum should include the following: 

· Background Information

· Person completing the report, 

· Date completed

· Private sector firm name and address.

· Contact information for primary contact

· Description of the firms operations

· Description of the need and goal of the feasibility objective.  This could include a short overview of the program concept.  (from step #1)

· Research methodology describing who we talked to and how we did our research

· Description of the feasibility criteria and indicators.  (from step #2)

· Research Results.  The exact format of this will be dependent upon the scope of the research and the context.  (from step #4)

· Summary Assessment. (from step #5)

If a feasibility survey was developed (step 3), a sample of that should be included as an annex.  
Appendixes

A. Sample Feasibility Assessment Report:  This is a sample feasibility survey based upon an East Timor lead firm assessment completed in support of an energy poverty project that includes solar product distribution. (Note:  the firm names have been changed to preserve confidentiality)  

 
[image: image2.emf]Feasibility report  sample


B. Sample Feasibility Survey:  This is a sample feasibility survey for the program identified above.  (Note:  the firm names have been changed to preserve confidentiality) 

 
[image: image3.emf]Sample Survey


C. Business Capacity Index:  This is a survey created to help understand business capacity for the purpose of assessing business development needs and BDS programming.  It has a number of potentially useful questions that support assessing feasibility.  

https://mcdl.mercycorps.org/gsdl/docs/mcsrilankabusinesscapacityindexassumptions2008.doc
rev: 5/31/2012 7:32 AM
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1. [bookmark: _Ref313370367]Background and Methodology



E4A programme summary

Mercy Corps’ Energy for All (E4A) programme is a 36-month initiative funded by the European Commission. The programme began in May 2011, and will be implemented in three districts of Timor-Leste: in rural Manufahi and Ainaro districts and in peri-urban areas of Dili district. 

E4A aims to address the chronic problem of energy poverty that is prevalent throughout Timor-Leste. Energy poverty is a major driver of the country’s overall poverty cycle. Impacting a number of cross-cutting issues, energy poverty generates ill-health and environmental degradation, and limits economic growth where it is needed most. In addition, it contributes to poor education and gender inequities. 

Only 36% of Timor-Leste’s one million people have access to electricity, with most of these concentrated in the capital Dili. Instead, the majority of households currently depend on kerosene and candles to meet their lighting needs, the price of which is a huge burden on families’ limited income, and for the very poorest families is prohibitively expensive meaning many have no light source after dark. This situation also has significant opportunity costs, as limited and poor quality lighting limits opportunities for income-generating activities in the evenings such as textile weaving, and means school children are unable to study. 

In recognition of these chronic and pervasive problems associated with energy, the overall objective of the E4A programme is to ‘alleviate energy poverty in rural and peri-urban Timor-Leste’ through the specific objective of ‘facilitating access to alternative sources of energy and renewable sources of fuel in three rural and peri-urban districts of Timor-Leste through sustainable market-driven approaches’. The programme is being implemented in partnership with local NGO Naroman Timor Foun (NTF). 



Background to the ‘Selection of Lead Firms’ report

Through the E4A programme Mercy Corps will be supporting the development of effective supply chains for solar products. Key actors in this supply chain will be businesses in the capital Dili, which will import solar products and sell them on to small retailers in rural areas. Mercy Corps will be working closely with selected Dili businesses (or ‘lead firms’) to build their capacity and facilitate the necessary linkages with other actors. In August 2011, therefore, Mercy Corps began the process of identifying and selecting these ‘lead firms’. This report describes the various stages of the selection process and the results. 



Methodology

The selection process for lead firms involved the following steps: 

1. [bookmark: _Ref313370395]Establish selection criteria

2. Identify  market environment considerations

3. Identification of potential lead firms

4. Business survey of potential lead firms

5. Technical assessment of short-listed businesses

6. Preliminary selection of Dili businesses






2. [bookmark: _Ref313370478]Selection criteria

Six selection criteria were identified by Mercy Corps for the selection of solar technology businesses in Dili, Timor-Leste. The criteria were established in consultation with Mercy Corps’ ‘Economic Development’ technical support unit, and drawing on Action for Enterprise resources on effective facilitation of enterprise and market development[footnoteRef:1].  [1:  “Cycle 2: Methods for Identifying and Selecting Lead Firms”, Field Facilitation Working Group Working Paper, 2008] 




Criterion 1. Existing commercial linkages with micro- and small-enterprises (MSEs)

Businesses with existing experience of selling solar products to micro- or small-enterprises are preferred. Lead firms with existing business relationships in the E4A target areas will be particularly advantageous. Key indicators will include: 

1.1. Number of MSEs to which the lead firm sells solar products

1.2. Number of MSEs to which the lead firm sells other products



Criterion 2. Capacity and commitment to solar technology

The lead firm should demonstrate appropriate technical expertise in working with solar products. This should also be reflected in the products being sold, in terms of both quality and pricing. It is preferable that solar technology is a substantial component of the lead firm’s business, to help ensure owner/management commitment to that part of their business. Key indicators will include: 

2.1. Years of experience in selling solar products

2.2. Share of total solar technology market[footnoteRef:2] [2:  With no information available on the size of the overall solar market in Timor-Leste, it is very unlikely we will be able to get estimates for this indicator. Instead, questions about sales volumes should give an indication of relative size of different firms] 


2.3. Number of staff demonstrating appropriate technical expertise

2.4. Range of solar products sold

2.5. Technical specifications and quality of solar products being sold (including information such as guarantees)

2.6. Share of lead firm revenue generated by sales of solar products



Criterion 3. Willingness to invest resources in improved products/relationships that will yield benefits over medium term

The lead firm should demonstrate willingness to spend time, effort and capital sourcing alternative improved products recommended by Mercy Corps, and to build productive and sustainable relationships with downstream MSEs. Indicators for this criterion will include: 

3.1. Previous examples of lead firm investment to expand market reach

3.2. Lead firm pronouncements about willingness to invest to achieve medium-term goals

3.3. Lead firm credit lines to downstream clients



Criterion 4. Sufficient financial strength to invest in improved products and relationships with MSEs

Related to criteria 3 above, the lead firm should also have sufficient financial strength to enable it to achieve objectives in terms of investing in improved products and relationships with MSEs. Financial strength is also a key indicator of business stability, and therefore sustainability of the programme impacts. Indicators include: 

4.1. Profitability of the lead firm

4.2. Revenue / cash-flow



Criterion 5. Track-record and reputation as a business

The lead firm should have a demonstrated business track record, and be reasonably transparent about providing details of this. It should have a reputation for reliability, including for honouring guarantees and providing after-sale care. Indicators include: 

5.1. Availability of financial statements (demonstrating transparency)

5.2. Good references from business clients and customers

5.3. Track-record of servicing guarantees



Criterion 6. Language capacity

Finally, the lead firm should be able to communicate effectively in one of the working languages of Timor-Leste. This is crucial for developing an open and productive relationship with Mercy Corps, with MSEs and with other customers, and building trust throughout the market chain. The indicator for this criterion is: 

6.1. Ability to communicate effectively in either Tetum or Bahasa Indonesia







3. [bookmark: _Ref313370466]Market environment considerations

While assessing potential lead firms, there are several features of the market environment for solar products in Timor-Leste that need to be kept in mind. These include: 



4.1. Market size (and number of lead firms)

Timor-Leste is a small country with a total population of just over 1 million people (or approximately 200,000 households). Although the reach of grid electricity is very limited, this small overall population means that the market potential of solar products will always be somewhat constrained. In addition, Mercy Corps is implementing E4A in just 3 of the 13 districts of Timor-Leste, so initially at least the market potential will be further constrained. This needs to be taken into account when selecting lead firms, as appropriate economies of scale are needed to encourage them to invest in new products and in establishing relationships with MSEs. 



4.2. Sector development (and market relationships)

The solar technology sector in Timor-Leste is extremely under-developed, with almost no penetration of solar products to rural areas other than those distributed free-of-charge by government. This is reflected in (and in part caused by) the absence of small businesses selling solar products in almost all parts of the country outside the capital Dili. In the assessment of lead firms against the criteria above, this state of development needs to be considered, in particular when assessing lead firm connections with MSEs. 



4.3. Openness and transparency

The solar technology sector in Timor-Leste is dominated by sales of products either directly to government, or to contractors working for government. These types of supplier-relationship with government are notorious in Timor-Leste for lacking transparency, which may impact the willingness of lead firms to be transparent about financial statements and customers. The preponderance of supplier-type business relationships in the solar technology sector will also likely require Mercy Corps to put additional effort into explaining requirements and responsibilities for lead firms to be included in the programme, as businesses find it difficult to break out of the mind-set of seeing NGOs as simply customers purchasing orders of solar equipment. 

4. [bookmark: _Ref313370491]Identification of potential lead firms

Mercy Corps began by conducting a comprehensive market analysis of businesses currently engaged in selling solar technology products in Dili, the capital of Timor-Leste. 

The following ten firms were identified that have some kind of solar business in Timor-Leste:  

Note:  The names of these firms have been altered to ensure confidentiality.

1. Energy Resources

2. Electric Products

3. Asian Products Ltd

4. Loja Dili West

5. Loja Electronic

6. E-Tech

7. Sollite

8. Energy Enterprises

9. Big Tech

10. Top Products



Mercy Corps met with the owners of these potential lead firms to explain the E4A programme and discuss their interest in being included in the selection and participating in the business survey. Of these, the following four did not proceed to the survey stage: 

1. Loja Dili West

2. Loja Electronic

3. Asian Products Ltd

4. Electric Products



For the first three businesses (Loja Dili West, Loja Electronic and Asian Products Ltd.) the reason was the inability of the business owner to communicate in either Tetum, Bahasa Indonesia or English. This made it impossible to explain the purpose of the programme and survey, let alone conduct the survey itself. These three businesses therefore failed to meet Criterion 6, one of the necessary conditions for involvement in the programme.

The last business (Electric Products) had previous experience of importing and distributing solar products in Timor-Leste, but this was purely as a contractor for government. They did not have a ‘shop’ are is currently stocking and selling solar products, and therefore were also ruled out for inclusion as they do not satisfactorily meet Criterion 2.  






5. [bookmark: _Ref313370516]Business survey of potential lead firms

Mercy Corps conducted business surveys with the following six potential lead firms, in October 2011: 

1. Energy Resources

2. E-Tech

3. Sollite

4. Energy Enterprises

5. Big Tech

6. Top Products

Moris Rasik, one of the local microfinance institutions (MFI) that Mercy Corps is working with to initiate loans for alternative energy products, also participated in the interviews. The survey template is included in Annex I of this report. 

The summary outcomes of this survey in relation to each business are presented below.



6.1 Energy Resources

Summary: Energy Resources is not appropriate for participation as a lead firm in E4A. The key factor relates to criterion 2, the firm’s capacity and commitment to solar technology. The business has not yet begun selling solar products, and this lack of experience and proven track record in managing a solar business is a major risk for inclusion as a lead firm. As a result, it is also not possible to assess the business in terms of criteria 4 or 5). The key indicators related to this outcome are as follows:

Criterion 2: Capacity and Commitment to solar technology

2.1 The business was established in July 2011, but sales of solar products have not yet started. 

2.4 Very limited range of solar products and sizes



6.2 E-Tech

Summary: E-Tech is a good candidate for inclusion as a lead firm in the E4A programme. Of all the potential lead firms it has the strongest linkages with MSEs (criterion 1), and shows good capacity and commitment to solar technology as part of its business (criterion 2). In both its willingness and financial capacity to invest in products and relationships, E-Tech is one of the strongest performers (criteria 3 and 4), and has a good track-record and business reputation (criterion 5). The key indicators related to this outcome are as follows: 

Criterion 1: Existing commercial linkages with MSEs

1.1 E-Tech sells solar products to small businesses in one other town in Timor-Leste, and

1.2 E-Tech sells other non-solar products to small businesses throughout the country, demonstrating strong linkages with MSEs

Criterion 2: Capacity and Commitment to solar technology

2.1 E-Tech has been operating since 1983, and selling solar products since 2007

2.2 E-Tech is one of the largest retail stores in Dili, and is estimated to be one of the three largest solar retailers (based on sales information). The business employs 25 people on a full-time basis. 

2.3 Staff technical expertise in relation to solar technology is limited. Only 2 staff members were reported to ‘know about’ solar, but have not received any formal training

2.4 E-Tech has a good range of solar system components, including more than one brand of panel and regulator, and multiple brands of battery and lamps

2.5 An assessment of E-Tech’s solar products is included as part of the technical assessment (section 6). E-Tech offers guarantees on certain solar products, ranging from one year for panels to three months for other components

2.6 Data was not available on the share of E-Tech’s total revenue generated by solar technology. The business sells multiple non-solar products, and Mercy Corps approximates that solar represents less than 20% of total business revenue

Criterion 3: Willingness to invest resources in improved products/relationships

3.2 E-Tech stated their willingness to invest in sourcing alternative solar technologies, if recommended by Mercy Corps

3.3 E-Tech does not currently provide credit to downstream retailers

Criterion 4: Sufficient financial strength

4.1 Detailed financial information will be obtained in more in-depth second-round interviews before final selection, once a certain level of trust has been established between Mercy Corps and the business. Nevertheless, E-Tech is one of the more successful businesses in Dili, and also one of the oldest, a good indication that they have the necessary financial strength to act as an effective lead firm. The large number of employees (25) is also an indication of their size and turn-over

Criterion 5: Track record and reputation

4.1 Financial statements will be obtained in second-round interviews, once trust has been established

4.2 Client references were included as part of the technical assessment (section 6)

4.3 Track record of servicing guarantees was included as part of the technical assessment (section 6)

Criterion 6: Language capacity

6.1 The owner (the key individual that would spearhead involvement) is Indonesian and speaks fluent Bahasa Indonesia



6.3 Sollite

Summary: Sollite is not an appropriate business to play a lead role in promoting solar technology market development in Timor-Leste. The business’ capacity and commitment to solar technology is very limited (criterion 2). The owners’ language capacity was also not sufficient (criterion 6), and the business would have to be excluded for this reason alone. 

Criterion 2: Capacity and Commitment to solar technology

2.1 Sollite has only been operating since May 2010, and has been selling solar products for less than one year

2.4 Sollite has a very limited range of solar products, with no clear product branding

2.5 Sollite offers only a three day guarantee on solar products

2.6 The business was not able to provide information on the share of revenue generated by solar-related sales, but Mercy Corps estimates it to be very low, probably less than 10%

Criterion 6: Language capacity

6.1 The owners were not able to speak Tetum or English, and were not able to communicate effectively in Bahasa Indonesia, which effectively rules them out as this would make building relationships with Timorese MSEs impossible



6.4 Energy Enterprises

Summary: Energy Enterprises is a potential candidate for participation as a lead firm in E4A. They showed good commitment and capacity with respect to solar technology (criterion 2), and also existing linkages with MSEs (criterion 1). On the other hand, they have only been operational for 18 months and are still a relatively small business, so more information is needed on their financial strength (criterion 5) before selection. In addition, language constraints may be an additional obstacle (criterion 6). The key indicators related to this outcome are as follows: 

Criterion 1: Existing commercial linkages with MSEs

1.1 Energy Enterprises has several business relationships with MSEs, mainly related to solar technology products. This includes sales to businesses in Dili, and also small businesses in other districts

Criterion 2: Capacity and Commitment to solar technology

2.1 Energy Enterprises has been operational since mid-2010 (approximately 18 months)

2.2 The solar business appears to be of medium-size. While they do not have the same volume of sales in terms of contracts, they appear to have relatively large numbers of sales to other businesses and to customers. 

2.3 Technical capacity of Energy Enterprises staff is extremely limited. Only the owner demonstrated any knowledge of solar technology

2.4 Energy Enterprises has a wide range of solar system components on sale. These include non-brand cheap products, but also branded products of better quality

2.5 An assessment of Energy Enterprises solar products is included as part of the technical assessment (section 6). Energy Enterprises offers guarantees of only 3 months on the better quality solar panels, and just a month on other components

2.6 Information was not available on the share of total business revenue provided by solar. However, based on conversations, Mercy Corps estimates that solar is a significant component of the overall business, perhaps around 50%

Criterion 3: Willingness to invest resources in improved products/relationships

3.2 Energy Enterprises was enthusiastic about being involved. Given the time-frame of the interview, and also some language constraints, it was not clear that they fully understood what involvement in the programme will entail in terms of responsibilities. Energy Enterprises confirmed they would be willing to source alternative solar technologies if recommended by Mercy Corps

3.3 Energy Enterprises provides credit to downstream businesses that they trust. Credit is up to 40% of the total cost.

Criterion 4: Sufficient financial strength

4.1 Detailed financial information will be obtained in more in-depth second-round interviews, once a certain level of trust has been established between Mercy Corps and the business. As a new business, financial statements and revenue/cash-flow information is inevitably going to be limited for Energy Enterprises. The number of staff is a proxy for firm-size and revenue, and with only 5 staff Energy Enterprises is significantly smaller than several other firms being interviewed

Criterion 5: Track record and reputation

5.1 Financial statements will be obtained in second-round interviews, once trust has been established

5.2 Client references were included as part of the technical assessment (section 6)

5.3 Track record of servicing guarantees was included as part of the technical assessment (section 6)

Criterion 6: Language capacity

6.1 The owner speaks passable Bahasa Indonesia, but communication was not always easy



6.5 [bookmark: _Ref313370599]Big Tech Enterprises /  

Summary: Big Tech is a very strong candidate for participation as a lead firm in E4A. It is the longest-operating and probably largest solar technology business in Timor-Leste and has substantial technical capacity (criterion 2). They have demonstrated their willingness to invest resources in expanding solar markets through previous initiatives (criterion 3), and have existing linkages with MSEs (criterion 1). The key indicators related to this outcome are as follows: 

Criterion 1: Existing commercial linkages with MSEs

1.1 Big Tech sells solar products to other smaller businesses, though only in Dili

1.2 Big Tech sells other products to businesses outside Dili

Criterion 2: Capacity and Commitment to solar technology

2.1 Big Tech has been operational since 2001 and selling solar technology since 2003. As such, it is the longest-standing business involved in solar products in Timor-Leste

2.2 Detailed information is not available on the size of the solar technology sector in Timor-Leste. However Big Tech is clearly one of biggest actors and is estimated to have the largest share of the solar market, with large government and NGO contracts, and also customer sales. Big Tech has 16 full time employees

2.3 Staff at Big Tech have considerably higher technical skills than the other businesses surveyed. 10 staff were reported to ‘know about’ solar, of which six are able to do installation and repairs. Four of these staff members graduated from one of the technical training colleges in Dili that provides courses in solar technology

2.4 Big Tech has a wide range of solar system components on sale, with different brands and sizes. They also stock some smaller solar lantern-type products

2.5 An assessment of Big Tech’s solar products is included as part of the technical assessment (section 6). Big Tech provides guarantees of 12 months for solar panels, and between 3 and 6 months for other components

2.6 Solar product sales constitute 50% of Big Tech’s total revenue

Criterion 3: Willingness to invest resources in improved products/relationships

3.1 Big Tech has been involved in previous initiatives to expand access to solar technology in Timor-Leste. With support from the Enterprise Challenge Fund, they partnered with the MFI Moris Rasik to sell solar lanterns to clients

3.2 Big Tech are very interested in playing a role in the development of solar technology supply chains in Timor-Leste. They have expressed their willingness to source alternative solar products as appropriate, and develop business relationships with business in rural areas

3.3 Big Tech does not offer credit to downstream businesses at present

Criterion 4: Sufficient financial strength

4.1 Detailed financial information will be obtained in more in-depth second-round interviews, once a certain level of trust has been established between Mercy Corps and the business. Given the size of the business and its longevity, Big Tech almost certainly has the financial strength needed to act as an effective lead-firm

Criterion 5: Track record and reputation

5.1 Financial statements will be obtained in second-round interviews, once trust has been established

5.2 Client references were included as part of the technical assessment (section 6)

5.3 Track record of servicing guarantees was included as part of the technical assessment (section 6)

Criterion 6: Language capacity

6.1 The owner speaks fluent Tetum and English



6.6 Top Products

Summary: Top Products is a private sector business with offices in Jakarta, Bali and Cook Islands, which is interested in establishing new operations in Timor-Leste. They have exclusive distribution rights for Sundaya products in Timor-Leste. Top Products are not considered viable candidates for lead firms in the E4A programme, predominantly because they have no existing business in the country. They do not have existing linkages with MSEs (criterion 1) and do not have a demonstrated track-record and commitment to the solar sector in Timor-Leste (criterion 2 and criterion 4). The key indicators related to this outcome are as follows: 

Criterion 1: Existing commercial linkages with MSEs

1.1 With no existing business in the country (except for some supplies to an NGO), Top Products does not have existing linkages with MSEs for solar products

1.2 Top Products does not have existing linkages with MSEs for non-solar products

Criterion 2: Capacity and Commitment to solar technology

2.1 Top Products has been operating since 1995. In Timor-Leste they have sold some products to an NGO, but are not currently operating in the country

Criterion 5: Track record and reputation

5.2 With only small sales to an NGO in Timor-Leste, Top Products does not have a track-record of operating a business and selling solar products to businesses in Timor-Leste





6.7 [bookmark: _Ref313370622]Summary outcomes of business surveys

On the basis of the business survey of the six potential lead firms, Mercy Corps concluded that the following three businesses are not appropriate for inclusion in the programme, for the reasons described above: 

1. Energy Resources

2. Sollite

3. Top Products



The other three businesses were viewed as potential candidates, and were ‘short-listed’ for the next round of the selection process, which was the technical analysis of businesses and products. 



6. [bookmark: _Ref313370638]Technical assessment of short-listed businesses

In October 2011, Mercy Corps conducted a technical assessment of the following three ‘short-listed’ businesses: 

1. E-Tech

2. Energy Enterprises

3. Big Tech Enterprises



The assessment was led by a consultant from the Alternative Technology Association (ATA), one of Mercy Corps’ partners in the E4A programme. The methodology included the following: 

· Interviews relating to products, business service quality and warranties

· Visual examination of components and basic testing (solar panel, battery, regulator, lamps)

· Analysis of product technical datasheets and publicly available information on product quality and manufacture reputation

· Analysis of price quotations for standardised systems

· Interviews with existing clients of the businesses



A detailed technical assessment report has been produced based on those findings, and will not be reproduced here. The primary findings in relation to the criterion and indicators established in section 3 are as follows: 



7.1 E-Tech

Indicator 2.5: Technical specifications and quality of solar products being sold

The technical assessment defined the products sold by E-Tech as ‘poor-good’. Certain brands of solar panels and regulators were identified as being of appropriate quality to include in E4A supply chains, whereas it was recommended that for batteries and lamps alternative products of better quality should be sourced. In terms of pricing, E-Tech products are priced at a level that is broadly affordable to communities. 

Indicator 5.2: Good references from business clients and customers

Three references were obtained for E-Tech from past clients, and all provided a positive response in relation to E-Tech business services and quality of products. 

Indicator 5.3: Track record of servicing guarantees

E-Tech does not keep records of the guarantee history for its products. 



7.2 Energy Enterprises

Indicator 2.5: Technical specifications and quality of solar products being sold

The technical assessment defined the products sold by Energy Enterprises as ‘poor-medium’. Only the best quality solar panels sold by Energy Enterprises are of appropriate quality for inclusion in the programme. The technical assessment reports that alternative products for lamps, batteries and regulators would need to be sourced. 

Indicator 5.2: Good references from business clients and customers

The consultant sought three references for Energy Enterprises clients, but was not able to get a response from any of these. 

Indicator 5.3: Track record of servicing guarantees

Energy Enterprises does not keep records of the guarantee history for its products. 



7.3 Big Tech Enterprises 

Indicator 2.5: Technical specifications and quality of solar products being sold

The technical assessment defined the products sold by Big Tech as ‘medium-good’. The report identified all components (solar panel, battery, regulator, lamps) that were of appropriate quality for inclusion, though also recommended alternative lamps that would also be effective. The price of these products remains a concern.

Indicator 5.2: Good references from business clients and customers

The consultant sought three references for Big Tech clients, of which two provided responses. Both gave positive feedback on the quality of Big Tech’s business services and products. 

Indicator 5.3: Track record of servicing guarantees

Big Tech does not keep records of the guarantee history for its products.



7. [bookmark: _Ref313370651]Preliminary selection of lead firms

Based on the findings of the business survey and technical assessment, described above, Mercy Corps has preliminarily selected the following two businesses as lead firms to be supported through the E4A programme: 

1. E-Tech

2. Big Tech Enterprises 



The decision was not a difficult one to reach. In terms of the criteria established for selection, these two firms significantly out-performed all other candidate businesses, including Energy Enterprises (the third short-listed business). The results of the technical assessment further supported the selection of these two businesses, in terms of quality of products currently being sold and track-record of solar technology sales. 

As discussed in section 4.1 above, given the size of the market and the need to ensure lead firm interest and economies of scale, it is not recommended to work with more than two lead firms, at least for the first phase of the programme. 

The selection is ‘preliminary’ because several further steps are needed before an MOU is signed with these two lead firms and the selection becomes formal. Firstly, a due diligence procedure is needed. Secondly, Mercy Corps will conduct at least two further rounds of discussion with each business to discuss roles and responsibilities. Thirdly, other stakeholders will be consulted in the decision, including government (SEPE) and the MFIs that Mercy Corps is working with through the programme (Moris Rasik and Tuba Rai Metin). 

Annex 1. [bookmark: _Ref313370889]
Business Survey Template



Survey of Dili Businesses (August 2011)







		

		Interviewer



		Name

		



		Signature

		



		Date of Interview

		Day

		Month

		Year



		

		

		

		























		Name of business / shop

		



		Name of respondent

		



		Position of respondent in business

		



		Mobile number of respondent

		



		District

		



		Sub-District 

		



		Suco

		













Section 1 BUSINESS INFORMATION – GENERAL



We will begin by asking questions about your broader businesses activities: 



		No.

		Question

		Response and coding

		Skip to…



		101

		Are you the owner of ‘this’ business?

(circle ONE)

		YES…… 1                         NO…… 2

		If NO, skip to 104









If YES (you are the owner), complete the table below about OTHER businesses (i.e. not including ‘this’ one): 



		

		In Dili

		In other locations 



		102. How many OTHER businesses do you have?

		

		



		103. List the OTHER types of businesses here (and their locations):

E.g. Construction; Services, Retail etc.  

		









If NO (you are not the owner), complete the table below about OTHER businesses (i.e. not including ‘this’ one): 



		

		In Dili

		Outside Dili (write location)



		104. Where is the owner based (mark with an X)

		

		



		105. How many other businesses does the owner have?

		

		



		106. List the OTHER types of businesses here (and their locations):

		









Section 2 BASIC BUSINESS INFORMATION – ‘this’ business



		No.

		Question

		Response and coding

		Skip to…



		201

		What year was this business established? 

		Year established: ________________________

		



		202

		Of all your business activities, approximately what proportion of total revenue does ‘this’ business provide?

		0% - 20%...... 1

20% - 40%...... 2

40% - 60%...... 3

60% - 80%...... 4

80% - 100%...... 5

		









203	Products sold

Which of the following products does your business sell?

		

		

		Mark X



		1

		Food and drink

		



		2

		Furniture, kitchen equipment and other household goods

		



		3

		Clothes

		



		4

		Electronic products (Television, DVD player, Radio etc)

		



		5

		Generators

		



		6

		Construction tools and materials

		



		7

		Solar panels and solar equipment

		



		8

		Other (please specify) _____________________________________

_______________________________________________________

		









204	How many vehicles are used for ‘this’ business? 

		

		Number owned by business



		Motorbikes

		



		Car / 4x4 vehicle

		



		Van/Truck

		









Section 3 STAFF INFORMATION (about this business specifically)



		No.

		Question

		Response and coding

		Skip to…



		301

		In total, how many individuals work for this business?

		Total employees: ________________________

		



		302

		How many of these are family members?

		No. of family members: _________________

		



		303

		Of your total employees, how many work FULL-TIME?

(Full-time defined as working 6 hours or more per day, for four or more days per week)

		Number of FULL-TIME employees: ___________

		



		304

		Of your total employees, how many work PART-TIME?

(PART-TIME means working less than 6 hours per day, for 4 or less days per week)

		Number of PART-TIME employees: ___________

		



		305

		Have you or any of your employees received formal training in electrical engineering or electronics?

		YES…… 1                 NO…… 2

		



		306

		If YES, how many? 

		Number of employees: ___________________

		



		307

		If YES for 305, please list the training provider, location, duration etc:

		

		



		308

		Have you or any of your employees received formal training in solar technology?

		YES…… 1                 NO…… 2

		



		309

		If YES, how many? 

		Number of employees: ___________________

		



		310

		If YES for 308, please list the training provider, location, duration etc: 

		

		







Section 4 SOLAR BUSINESS



		No.

		Question

		Response and coding

		Skip to…



		401

		In what year did your business start selling solar technology products?

		Year: ________________________

		



		402

		Approximately what proportion of this business’ revenue is provided by sale of SOLAR PRODUCTS? 

		0% - 20%...... 1

20% - 40%...... 2

40% - 60%...... 3

60% - 80%...... 4

80% - 100%...... 5

		



		403

		Approximately how many solar technology items do you sell in an average week? 

		Items sold per week: 

		



		404

		Storage: Where do you store your solar products and what is your storage / warehouse capacity (give details)

		

		



		405

		Replacement parts: Do you stock replacement parts for your solar products, and how long does it take for you to order replacement parts? 

		

		



		406

		Do you offer a warranty/guarantee on solar products? 

		YES…… 1                 NO……

		



		407

		If Yes, how long is period of warranty?

		

		



		408

		If Yes, does the warranty cover all components of the solar product? (Give details)

		

		



		409

		Does your business provide installation services for solar products? (if YES, describe how this works in practice)

		

		



		410

		Does your business provide on-going maintenance for customers? (if Yes, give details)

		

		



		411

		Does your business provide training for customers in installation / maintenance at point-of-sale? (If Yes, give details)

		

		



		412

		Product range: What solar products do you currently sell  and stock. 

		Provide in a separate list. 

		










Section 5 SALES AND CUSTOMERS



		No.

		Question

		Response and coding

		Skip to…



		501

		Do you sell SOLAR products to shops/retailers outside Dili?

		YES…… 1                 

NO…… 2

DON’T KNOW…… 3

		If the answer is NO, skip to 504



		502

		If YES, list the Districts to which products are sold: 

		

		



		503

		If YES, do you ever DELIVER solar products to other shops outside Dili?

		YES…… 1                  NO…… 2

		



		504

		Do you sell OTHER products to shops/retailers outside Dili?

		YES…… 1                 

NO…… 2

DON’T KNOW…… 3

		If the answer is NO, skip to 507



		505

		If YES, list the Districts to which ‘other products’ are sold: 

		

		



		506

		If YES, do you ever DELIVER ‘other products’ to shops outside Dili?

		YES…… 1                  NO…… 2

		



		507

		Do you offer credit to any of these downstream retailers? 

		YES…… 1                  NO…… 2

		



		508

		If YES, give details here: 

		

		



		509

		Do you have any other agents / contacts in locations outside Dili? (if Yes, give details)

		

		









Section 6 PURCHASES OF SOLAR PRODUCTS



PURCHASES

		No.

		Question

		Response and coding

		Skip to…



		601

		Where are your solar products manufactured? (list countries)

		

		



		602

		Which countries do you buy your solar products from? (same as above or different?)

		

		



		603

		How many different suppliers do you purchase solar products from? 

		

		



		604

		On average, approximately how many solar items do you import in one instalment? 

		

		



		605

		Do you have exclusive distribution rights for any of your products? (give details)

		

		









Section 7 OTHER BUSINESS PRACTICES



		No.

		Question

		Response and coding

		Skip to…



		701

		Is your business officially registered? 

		YES…… 1                     NO…… 2

		



		702

		If YES, with who are you registered?

		Who: _________________________________

		



		703

		Has your business ever borrowed money / received a loan?

		YES…… 1              NO…… 2

		If NO, skip to 706



		704

		If YES, which of the following have you received loans from?

(circle all that apply)

		Bank…… 1

MFI…… 2

Informal loan from other business person…… 3

Other (specify)…… 4

__________________________________

		



		705

		How much do you usually borrow per year?  

(circle ONE)

		Less than $200…… 1

Between $200 and $500…… 2

Between $500 and $1,000…… 3

Between $1,000 and $5,000…… 4

Between $5,000 and $10,000…… 6

Over $10,000…… 7

		



		706

		Is your business insured? 

		YES…… 1                    NO…… 2

		



		707

		Do you own or rent the building in which your business is located? 

		

		



		708

		Do you have a separate bank account for your business?

(circle ONE)

		YES…… 1                    NO…… 2

		



		709

		Do you keep accounts for your business (cash book AND keeping receipts)?

(circle ONE)

		YES…… 1                    NO…… 2

		



		710

		Is your business a member of any business or trade association?

(circle ONE)

		YES…… 1                    NO…… 2

		If the answer is NO, skip to 712



		711

		If YES, which?

		1. _________________________________

2. _________________________________

3. _________________________________

		



		712

		Have you or any of your employees completed formal training in business and financial management? 

		YES…… 1                   NO…… 2

		If the answer is NO, skip to 714



		713

		If YES, where did you / they receive the training and for how long? 

		Training provider and duration: 

		



		714

		Has your business ever previously participated in an initiative with an NGO (in any area sector) – give details

		

		









Section 8 INTEREST IN PARTICIPATING IN PROGRAMME



		801

		Are you interested in this opportunity to sell solar products to businesses in the districts? (give explanation)

		

		



		802

		Would you be willing to source and sell products identified by Mercy Corps and Moris Rasik that will be optimal for sale in rural businesses?

		YES…… 1                            NO…… 2
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[bookmark: _Ref313370889]Business Survey Template



Survey of Dili Businesses (August 2011)







		

		Interviewer



		Name

		



		Signature

		



		Date of Interview

		Day

		Month

		Year



		

		

		

		























		Name of business / shop

		



		Name of respondent

		



		Position of respondent in business

		



		Mobile number of respondent

		



		District

		



		Sub-District 

		



		Suco

		













Section 1 BUSINESS INFORMATION – GENERAL



We will begin by asking questions about your broader businesses activities: 



		No.

		Question

		Response and coding

		Skip to…



		101

		Are you the owner of ‘this’ business?

(circle ONE)

		YES…… 1                         NO…… 2

		If NO, skip to 104









If YES (you are the owner), complete the table below about OTHER businesses (i.e. not including ‘this’ one): 



		

		In Dili

		In other locations 



		102. How many OTHER businesses do you have?

		

		



		103. List the OTHER types of businesses here (and their locations):

E.g. Construction; Services, Retail etc.  

		









If NO (you are not the owner), complete the table below about OTHER businesses (i.e. not including ‘this’ one): 



		

		In Dili

		Outside Dili (write location)



		104. Where is the owner based (mark with an X)

		

		



		105. How many other businesses does the owner have?

		

		



		106. List the OTHER types of businesses here (and their locations):

		









Section 2 BASIC BUSINESS INFORMATION – ‘this’ business



		No.

		Question

		Response and coding

		Skip to…



		201

		What year was this business established? 

		Year established: ________________________

		



		202

		Of all your business activities, approximately what proportion of total revenue does ‘this’ business provide?

		0% - 20%...... 1

20% - 40%...... 2

40% - 60%...... 3

60% - 80%...... 4

80% - 100%...... 5

		









203	Products sold

Which of the following products does your business sell?

		

		

		Mark X



		1

		Food and drink

		



		2

		Furniture, kitchen equipment and other household goods

		



		3

		Clothes

		



		4

		Electronic products (Television, DVD player, Radio etc)

		



		5

		Generators

		



		6

		Construction tools and materials

		



		7

		Solar panels and solar equipment

		



		8

		Other (please specify) _____________________________________

_______________________________________________________

		









204	How many vehicles are used for ‘this’ business? 

		

		Number owned by business



		Motorbikes

		



		Car / 4x4 vehicle

		



		Van/Truck

		










Section 3 STAFF INFORMATION (about this business specifically)



		No.

		Question

		Response and coding

		Skip to…



		301

		In total, how many individuals work for this business?

		Total employees: ________________________

		



		302

		How many of these are family members?

		No. of family members: _________________

		



		303

		Of your total employees, how many work FULL-TIME?

(Full-time defined as working 6 hours or more per day, for four or more days per week)

		Number of FULL-TIME employees: ___________

		



		304

		Of your total employees, how many work PART-TIME?

(PART-TIME means working less than 6 hours per day, for 4 or less days per week)

		Number of PART-TIME employees: ___________

		



		305

		Have you or any of your employees received formal training in electrical engineering or electronics?

		YES…… 1                 NO…… 2

		



		306

		If YES, how many? 

		Number of employees: ___________________

		



		307

		If YES for 305, please list the training provider, location, duration etc:

		

		



		308

		Have you or any of your employees received formal training in solar technology?

		YES…… 1                 NO…… 2

		



		309

		If YES, how many? 

		Number of employees: ___________________

		



		310

		If YES for 308, please list the training provider, location, duration etc: 

		

		







Section 4 SOLAR BUSINESS



		No.

		Question

		Response and coding

		Skip to…



		401

		In what year did your business start selling solar technology products?

		Year: ________________________

		



		402

		Approximately what proportion of this business’ revenue is provided by sale of SOLAR PRODUCTS? 

		0% - 20%...... 1

20% - 40%...... 2

40% - 60%...... 3

60% - 80%...... 4

80% - 100%...... 5

		



		403

		Approximately how many solar technology items do you sell in an average week? 

		Items sold per week: 

		



		404

		Storage: Where do you store your solar products and what is your storage / warehouse capacity (give details)

		

		



		405

		Replacement parts: Do you stock replacement parts for your solar products, and how long does it take for you to order replacement parts? 

		

		



		406

		Do you offer a warranty/guarantee on solar products? 

		YES…… 1                 NO……

		



		407

		If Yes, how long is period of warranty?

		

		



		408

		If Yes, does the warranty cover all components of the solar product? (Give details)

		

		



		409

		Does your business provide installation services for solar products? (if YES, describe how this works in practice)

		

		



		410

		Does your business provide on-going maintenance for customers? (if Yes, give details)

		

		



		411

		Does your business provide training for customers in installation / maintenance at point-of-sale? (If Yes, give details)

		

		



		412

		Product range: What solar products do you currently sell  and stock. 

		Provide in a separate list. 

		










Section 5 SALES AND CUSTOMERS



		No.

		Question

		Response and coding

		Skip to…



		501

		Do you sell SOLAR products to shops/retailers outside Dili?

		YES…… 1                 

NO…… 2

DON’T KNOW…… 3

		If the answer is NO, skip to 504



		502

		If YES, list the Districts to which products are sold: 

		

		



		503

		If YES, do you ever DELIVER solar products to other shops outside Dili?

		YES…… 1                  NO…… 2

		



		504

		Do you sell OTHER products to shops/retailers outside Dili?

		YES…… 1                 

NO…… 2

DON’T KNOW…… 3

		If the answer is NO, skip to 507



		505

		If YES, list the Districts to which ‘other products’ are sold: 

		

		



		506

		If YES, do you ever DELIVER ‘other products’ to shops outside Dili?

		YES…… 1                  NO…… 2

		



		507

		Do you offer credit to any of these downstream retailers? 

		YES…… 1                  NO…… 2

		



		508

		If YES, give details here: 

		

		



		509

		Do you have any other agents / contacts in locations outside Dili? (if Yes, give details)

		

		









Section 6 PURCHASES OF SOLAR PRODUCTS



PURCHASES

		No.

		Question

		Response and coding

		Skip to…



		601

		Where are your solar products manufactured? (list countries)

		

		



		602

		Which countries do you buy your solar products from? (same as above or different?)

		

		



		603

		How many different suppliers do you purchase solar products from? 

		

		



		604

		On average, approximately how many solar items do you import in one instalment? 

		

		



		605

		Do you have exclusive distribution rights for any of your products? (give details)

		

		









Section 7 OTHER BUSINESS PRACTICES



		No.

		Question

		Response and coding

		Skip to…



		701

		Is your business officially registered? 

		YES…… 1                     NO…… 2

		



		702

		If YES, with who are you registered?

		Who: _________________________________

		



		703

		Has your business ever borrowed money / received a loan?

		YES…… 1              NO…… 2

		If NO, skip to 706



		704

		If YES, which of the following have you received loans from?

(circle all that apply)

		Bank…… 1

MFI…… 2

Informal loan from other business person…… 3

Other (specify)…… 4

__________________________________

		



		705

		How much do you usually borrow per year?  

(circle ONE)

		Less than $200…… 1

Between $200 and $500…… 2

Between $500 and $1,000…… 3

Between $1,000 and $5,000…… 4

Between $5,000 and $10,000…… 6

Over $10,000…… 7

		



		706

		Is your business insured? 

		YES…… 1                    NO…… 2

		



		707

		Do you own or rent the building in which your business is located? 

		

		



		708

		Do you have a separate bank account for your business?

(circle ONE)

		YES…… 1                    NO…… 2

		



		709

		Do you keep accounts for your business (cash book AND keeping receipts)?

(circle ONE)

		YES…… 1                    NO…… 2

		



		710

		Is your business a member of any business or trade association?

(circle ONE)

		YES…… 1                    NO…… 2

		If the answer is NO, skip to 712



		711

		If YES, which?

		1. _________________________________

2. _________________________________

3. _________________________________

		



		712

		Have you or any of your employees completed formal training in business and financial management? 

		YES…… 1                   NO…… 2

		If the answer is NO, skip to 714



		713

		If YES, where did you / they receive the training and for how long? 

		Training provider and duration: 

		



		714

		Has your business ever previously participated in an initiative with an NGO (in any area sector) – give details

		

		









Section 8 INTEREST IN PARTICIPATING IN PROGRAMME



		801

		Are you interested in this opportunity to sell solar products to businesses in the districts? (give explanation)

		

		



		802

		Would you be willing to source and sell products identified by Mercy Corps and Moris Rasik that will be optimal for sale in rural businesses?

		YES…… 1                            NO…… 2
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