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In recent years, the German Federal Ministry for Eco-
nomic Cooperation and Development (BMZ) has in-
creased its efforts to support the development and
reach of inclusive business models in our partner
countries. Inclusive business models have the poten-
tial to create win-win solutions for profit-driven and
social interests alike. They provide access to products
or services, increase the purchasing power of the poor,
and generate employment and income opportunities
by integrating the poor into the value chain as distrib-
utors, suppliers or employees. This is what makes in-
clusive business models such a compelling approach
in development cooperation.

We have seen many great examples of such business
models being implemented in very different markets.
Through instruments such as the BoP Sector Dia-
logues, agents of German development cooperation
have helped identify market potentials and business
models that serve the poor. To achieve financial sus-
tainability, most of these businesses have to broaden
their consumer base and realise economies of scale.
Yet many of these examples, as shown in this report,
face great challenges when it comes to scaling up their
business or replicating their model in other markets.
Specific challenges include a lack of market informa-
tion, insufficient access to finance and problems as-
sociated with finding appropriate business partners.
This is why we, as well as many other development
partners, are exploring ways to improve our support
for the replication of successful inclusive business
models. With this report, we hope to promote the
discussion on successful support mechanisms while
drawing on the many good ideas already being put
into action

Most recently, we established a number of Responsi-
ble Inclusive Business Hubs in several regions around
the world. These hubs serve as a central contact point
in driving forward regional solutions that promote in-
clusive business models. Most importantly, they serve
as a learning platform and broker of ideas. They do so
by facilitating the collaboration between companies
and organisations tasked with international develop-
ment cooperation. They also provide practical advice
for companies in a variety of sectors planning to rep-
licate their particular inclusive business model. At the
global level, we have initiated the Inclusive Business
Action Network, which aims to promote inclusive
growth by economically integrating those at the bot-
tom of the pyramid (BOP), and scaling and replicating
inclusive business models. The network also builds on
the relationships developed with participants of the
global G20 Challenge on Inclusive Business Innova-
tion. Through these initiatives, we hope to contribute
to the reach of inclusive business models and thereby
generate opportunities for those individuals at the
base of the pyramid.

Susanne Dorasil

Head of Division, Economic Policy; Financial Sector

German Federal Ministry for
Economic Cooperation and Development



MULTIPLYING IMPACT SUPPORTING THE REPLICATION OF INCLUSIVE BUSINESS MODELS

The scope, reach and impact of inclusive business
models have grown considerably in the last 10 years.
During this time, we’ve seen a multitude of pilots
being developed in a variety of sectors on all conti-
nents. Some of these projects have failed but none-
theless generated important lessons from which
others can learn. Other projects have overcome their
challenges and stand today as models of success.
However, the majority of inclusive business models
are still “island solutions,” that is, they are scattered
and of a small scale.

Now is the time to learn from past mistakes and suc-
cesses by consolidating the lessons learned so that
we can effectively replicate and grow what works.
We need to stop wasting effort by trying to re-invent
the wheel. Identifying and replicating success allows
us all to create significant change for the billions of
people living in poverty.

Providing 12 actionable recommendations, this report
shows how a variety of actors can support companies
in identifying, replicating and ultimately growing suc-
cessful inclusive business models. Regardless of size
or scope, each actor, from small think tanks to large
development organisations, can help nurture the rep-
lication ecosystem.

We hope this report marks the beginning of a journey
in which we learn from each other, triggering along
the way not only more dialogue on the whys and hows
of replication, but effective action.

Aline Kriamer
Clara Péron
Tendai Pasipanodya

Endeva, Berlin
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In recent years, companies both large and small have worked to develop inclusive
business models in a variety of sectors and countries. These activities demonstrate
that positive social and economic results can be achieved by integrating people
living in poverty into value chains, whether on the demand side as consumers or on
the supply side as producers, employees or entrepreneurs.

To date, however, only a handful of inclusive busi-
ness models have managed to reach significant scale.
One example of success is Greenlight Planet’s solar-
powered Sun King lamp, which has positively affect-
ed the lives of approximately 3.9 million low-income
consumers in 31 countries since 2008. Yet, there are 1.3
billion people worldwide who still lack access to elec-
tricity, and many more who would benefit from solar-
powered lighting alternatives despite having access
to electric power.

After at least 10 years of experimentation, we need
to recognise what works and replicate it. Replication
is the most effective and efficient way to reach the
people at the base of the pyramid, the 4 billion people
living on less than US$ 3,000 per year, with essential
goods and services while providing them with eco-
nomic opportunities. If we learn how to support rep-
lication, we can help multiply the impact of inclusive
business.

However, this requires support from a variety of ac-
tors throughout the inclusive-business ecosystem,
both within their home markets and in new target
markets. This report therefore addresses develop-
ment partners, multinational corporations based in
developing and developed markets, investors, local
banks, accelerators, think tanks, universities, cham-
bers of commerce, non-governmental organisations
(NGOs) and all the other actors in the inclusive-busi-
ness ecosystem. It seeks to provide guidance on how
best to support the replication of inclusive business
models. It therefore defines replication, explains the
paths that inclusive businesses follow in the replica-
tion process, and makes targeted recommendations
based on three primary challenges faced by inclusive
businesses: the lack of information on and knowledge
about replication; the difficulty in finding the right
people and partners to execute replication plans; and
the general absence of financing instruments tailored
to support replication.
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Forging new trails: Replication paths

Inclusive businesses can either replicate their own
business model themselves, and thus expand their
business. Alternatively, they can disseminate informa-
tion on their model as well as their experiences with
others, allowing them to follow a similar path. Neither
case is about blindly copying and pasting existing
models. Indeed, all models must be tailored to fit the
markets in which they are newly implemented. In-
deed, companies can follow previously created paths
only up to a certain point. At some point, companies
engaging in replication must forge their own trails.

Expansion
Once a company has created a successful
inclusive business model, it can seek to
replicate it. This can be done in several
ways, depending on how much control
the company wants or needs to maintain over the rep-
licated entity. Setting up branch offices or franchises,
for example, allows a company substantial control
over replicated entities by enabling it to keep a close
eye on its brand and the quality of its goods or ser-
vices. A company may also choose a looser affiliation
model and set up a partnership or joint venture, which
can allow for more flexibility in adapting the model to
meet local market needs.

Dissemination and reproduction
Inclusive businesses are often strongly
motivated by an underlying mission - to
provide clean energy, high-quality health
care, or mobile-banking services to low-
income populations, for example. When a company
wants to extend its reach, it may realise that the prob-
lem it is addressing is too big to be solved alone and
decide to disseminate its model so that others can

adopt it. Disseminating, or releasing a model into the
public sphere can take many different forms, depend-
ing on the company’s time and budget: Some compa-
nies create and distribute informational material on
their model, while others invite third parties to ob-
serve their successful projects.

In doing so, they encourage others to take up their
model in another market and adapt it to local needs. In
fact, reproduced models, which are often misleadingly
referred to as “copycats”, are very rarely identical with
the original - these second movers often adopt only the
principles of the original business model while adapt-
ing operations-level processes to local conditions.

Information and knowledge: Powering replication

Inclusive businesses wishing to replicate
successfully their model require access to
a significant amount of information. This
ranges from information on the specific
demographics and behaviours of low-income popula-
tions in new target markets, to information on poten-
tial partners in the replication process in these new
markets, to first-hand knowledge on how best to go
about implementing a specific replication strategy.
Actors in the inclusive-business ecosystem can help
companies engaging in replication overcome key in-
formation and knowledge gaps, thereby improving
the success of replication efforts. The following rec-
ommendations are key to providing this support.

1. Provide information on replication-relevant topics:
Research can provide inclusive businesses with more
and better information on making a model replica-
tion-ready, whether this is high-level or granular in-
formation. Research can also provide market intelli-
gence on low-income markets, but should be updated



continuously to ensure it remains relevant. Moreover,
additional research on potential replication partners
and specific replication strategies can be of value in
replicating inclusive businesses.

2. Match inclusive businesses with replication experts
to share knowledge: Brokering effective knowledge
exchange can be achieved by developing innovative
knowledge-exchange conduits that match inclusive
businesses with their peers or other experts with prac-
tical experience in the area. This does not necessarily
mean creating more conferences; rather, organisers
should ensure that existing forums offer opportuni-
ties for real exchange and concrete, solution-oriented
discussions. Online solutions are making such knowl-
edge-exchange efforts more cost effective and easier
to coordinate, even across widely dispersed geogra-
phies. However, care should be taken to avoid creat-
ing new platforms unnecessarily; developers should
instead expand existing ones so as to ensure informa-
tion remains consolidated.

3. Create service providers that offer information and
knowledge: To support the replication of inclusive
businesses, local business-service providers are need-
ed that can help provide expert advice on issues such
as tax or regulatory systems in expansion markets. In
addition, accelerators - also those offered virtually -
can focus specifically on helping inclusive businesses
along their path to replication.

4. Foster second movers by providing granular informa-
tion on vetted business models: Information on what
works and what does not is crucial to businesses. Dis-
semination can be supported by helping inclusive
businesses share their models with potential second
movers, in part by providing details on best and failed
practices. Alternatively, such second-generation busi-
nesses can be given assistance in identifying vetted
business models that merit replication.

People and partners: Joining forces to multiply impact
Finding and recruiting talent for op-
erations in new markets is often a
challenge for expanding inclusive busi-
nesses. This is partly because inclusive
businesses need employees with a special combina-
tion of skills - a mix of business skills coupled with
a strong knowledge of the social sector. Additionally,
finding suitable partners when setting up replica-
tion entities such as franchises or joint ventures is
a challenge. The following interventions can provide
assistance.

5. Help inclusive businesses pursuing replication find
talent: Career fairs, job searches, recruitment plat-
forms and headhunting services provide companies in
traditional markets opportunities to find good human
resources - particularly managers capable of running
operations in new markets. Providing these services
in low-income markets could greatly facilitate the
search for competent and skilled managers.

6. Build a talent pool: Beyond the managerial level,
inclusive businesses need a broad range of employ-
ees to help operate the expanding business. Howev-
er, recent graduates or workers with combined busi-
ness and social-sector knowledge and experience
are rare. Working with local business schools is one
way to help build pools of inclusive-business-savvy
talent in low-income markets. In addition, special-
ised executive-training programmes or replication-
focused coaching and mentoring schemes can help
inclusive-business entrepreneurs overcome difficult
obstacles as their organisations expand. However,
particularly when providing pro bono support, care
should be taken that coaching services actually help
establish capacities in-house rather than making the
business dependent on them.
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7. Connect inclusive businesses with potential replica-
tion partners and second movers: Matching companies
with suitable partners through innovative knowledge-
exchange conduits or industry events can foster repli-
cation, making it possible for others to copy successful
models. This can be done through creating forums such
as trade fairs and exhibitions. Only vetted models that
merit replication should be showcased at such events.
Development partners with a network of offices across
different countries can also establish focal points that
support the dissemination of proven models across ge-
ographies or match replication partners with each other.

8. Train second movers: Immersion programmes are a
powerful tool for building the capacity of second-gen-
eration businesses, as these give them the chance to
observe, first-hand, how successful inclusive business
models function. Supporting disseminators in estab-
lishing training programmes and centres for develop-
ing the skills of second movers is another effective
mechanism in easing the way for entrepreneurs who
wish to replicate an existing model.

Finance: Properly funding replication

Replicating inclusive businesses requires
considerable resources. While getting ac-
cess to financing is a common challenge
for many businesses, it is amplified during

€

the initial stages of the replication process. The follow-
ing are key ways to support the financing of inclusive-
business replication.

9. Use financial innovation to make the replication of
inclusive business models more attractive: Inclusive
businesses need different kinds of financial support
at different stages of their replication and growth
process. When setting out to replicate, grant fund-
ing or internal resources are required to prepare
the strategy, whereas in the subsequent replication
stages, the company needs access to a substantial

amount of investment capital with a high risk toler-
ance. Once the replication strategy has been imple-
mented and revenue streams stabilise, other forms
of external capital may be required. In general, inclu-
sive businesses require targeted and more flexible
financing arrangements than are often available to
support replication. For example, tailored products
to secure liquidity are needed. In addition, new fi-
nancing arrangements can be created that support
affiliates of inclusive businesses. Finally, reducing
the risk in providing inclusive businesses access to
finance can be achieved through instruments such as
co-investment funds, risk-sharing or first-loss guar-
antees.

10. Bring in new players to participate in inclusive-
business financing: Given the complexity of the mar-
kets in which inclusive businesses operate, these
enterprises often look for funders and investors that
become real partners and add other forms of value
in terms of mentoring, networking or technical sup-
port. Corporations, diaspora communities, impact
investors and philanthropic donors and foundations
have an important role to play when it comes to fi-
nancing the replication of inclusive businesses. Each
group holds vast and largely unexplored potential
to take inclusive-business entrepreneurs to the next
level.

11. Create market infrastructure and intermediary
bodies: While businesses often complain about not
being able to find an investor that can meet their
financing needs, investors frequently express frus-
tration that they have ample financial resources but
struggle to find investment-worthy businesses. In-
formation asymmetries and high transaction costs
are generally the culprits here. Both parties may
simply lack the time and resources needed to iden-
tify potential investment opportunities or the right
investor. Investors also shy away from investigating



relatively small investment opportunities because
of the high costs associated with the due-diligence
process. Intermediaries that encourage more coop-

12. Provide incentives for the dissemination and repro-
duction of inclusive business models: Entrepreneurs
that have developed a functioning inclusive busi-

eration between actors or create online solutions
to match investors and businesses can provide real

ness model are often very mission-driven. They aim to
reach the 1.2 billion people worldwide without access

value. to energy, for example, or the 783 million people who
lack access to clean water* However, many social in-
1 World Bank (2014). Energy - The Facts. http://web.worldbank.org/WBSITE/EXTER-
NAL/TOPICS/EXTENERGY2/0,,contentMDK:22855502~pagePK:210058~piPK:210062~
theSitePK:4114200,00.html (Accessed 4 April 2014).
UN (2013). UN Water Day 2013, Facts and Figures. www.unwater.org/water-cooper-
ation-2013/water-cooperation/facts-and-figures/en/ ( Accessed 4 April 2014).
EXPANIION
Lack of information and knowledge on key replication-relevant
topics (e.g, information on becoming replication-ready, specific
replication models and implementation of best practices)
Lack of local data and knowledge on potential markets for
iNFOKMA”"oN replication
AND Lack of opportunities to learn from real-world experts
KNOWLéDéZ Lack of knowledge on how to standardise and package an inclu-

sive business model for dissemination

Lack of information on vetted inclusive business models worth
reproducing

Lack of access to detailed, granular information and knowledge
on specific business models

Difficulty finding the right personnel with both business skills
and a good understanding of low-income populations
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Costly to train staff to fill knowledge gaps (business or social)

Difficulty finding expansion partners as well as businesses inter-
ested in reproducing established inclusive business models

Insufficient hands-on learning and immersion programmes to
train second movers in established inclusive business models

Financing products not tailored to the needs of
replicating inclusive businesses in terms of funding volumes
and investment horizons

High transaction costs of financing inclusive businesses, as well

INANCE
! as lack of intermediaries

High levels of risk in financing inclusive business, even in replica-
tion stage
Immature financial systems in expansion markets

Lack of financing focused on the active dissemination of inclu-
sive business models

Funding bias towards innovators and new inclusive-business
ideas, as opposed to funding second movers
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novators are grounded in local markets and thus have
little interest, capacity and network to expand region-
ally or globally. Instead, they would much rather share
their experience with those who can replicate their
model in other markets, particularly if the incentives
are in place and dissemination would be facilitated by
a suitable intermediary. Financially supporting dis-
semination can help incentivise those entrepreneurs
to share their experiences with potential replicators.
In addition, suitable targeted instruments can be cre-
ated that specifically support those second movers.

Taking action: Nurturing the replication ecosystem
The replication of inclusive business models is a dy-
namic process that requires support from an entire
ecosystem of actors. Companies, development part-
ners, investors, research institutions, civil society
organisations and others can contribute their own
unique capacities in transforming successful inclu-
sive business models from isolated solutions into
models with global reach. Providing targeted recom-
mendations to these different actors, this publication
aims to trigger more dialogue and action on how to
replicate inclusive businesses. Only through our joint
efforts can we build on what we have learned and mul-
tiply the impact of the models that work.

RECOMMENDATIONS

EXTPANIION

Recommendation 1: Provide information on replication-relevant
topics

Recommendation 2: Match inclusive businesses with replication
experts to share knowledge

Recommendation 3: Create service providers that offer informa-
tion and knowledge

Recommendation 5: Help inclusive businesses pursuing replica-

tion find talent

Recommendation 6: Build a talent pool
S,
ol
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Recommendation 9: Use financial innovation to make replication
more attractive

Recommendation 10: Bring in new players to participate in
inclusive-business financing

Recommendation 11: Create market infrastructure and interme-
diary bodies
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INFORMATION
AND

KNoWLE
Recommendation 4: Foster second movers by providing granular Do

information on vetted business models

FPEOPLE AND

Recommendation 7: Connect inclusive businesses with potential YAKTNékf
replication partners and second movers
Recommendation 8: Train second movers

FINANCE

Recommendation 12: Provide incentives for the dissemination
and reproduction of inclusive business models



A variety of solutions have been developed in recent years by visionary
entrepreneurs around the world that improve the quality of low-income people’s
lives. These innovations range from water filters, sanitation solutions and solar lamps
to low-cost medicines and crop insurance programmes.

However, relatively few inclusive business models
have to date managed to reach a significant number of
people. And even those that are already reaching mil-
lions could replicate their success on a broader scale.
In fact, targeting the low-income segment in develop-
ing and emerging countries means addressing a mar-
ket of 4 billion people.

Take the example of solar lamps. Since 2008, Green-
light Planet’s Sun King lamp has positively affected
the lives of approximately 3.9 million low-income
consumers in 31 countries. Dlight, another solar-
powered lantern company, reports that its products
have reached 28 million people living in poverty over
the past six years. Users of these companies’ prod-
ucts have better-quality light, save on energy-related
expenses, study or work longer hours, have the abil-
ity to increase their household income, and are less
worried about fires and burns. However, there are 1.3
billion people worldwide who still lack access to elec-
tricity, and many more who would benefit from solar-
powered lighting alternatives, despite having access
to electric power.

This anecdotal evidence reveals cases of inclusive
businesses that have successfully grown their custom-
er or producer base while creating a positive impact
on the lives of the world’s poor. But the numbers also
show that there is further room to grow. To provide
solar-powered lighting for this entire target market,
d.light’s success would need to be replicated 50 times
- or Greenlight Planet’s over 300 times - not factoring
in population growth.

Many more businesses have developed functioning
business models that positively affect the lives of the
poor, but which have not reached a scale comparable
to successful cases such as d.light, Aravind or M-Pesa.
In fact, many inclusive businesse models remain “is-
land solutions” whose impact is limited to a relatively
small number of people in a few geographic areas. If
these functioning models could be replicated, their
economic and social impacts could be multiplied. Yet
what prevents replication from happening? And, conse-
quently, how can the replication of inclusive business
models best be supported? These questions are ad-
dressed by the present publication.

Inclusive business at a glance: Who, what and where?

Inclusive businesses include the poor, that is, those people
living in rural areas and urban slums in developing countries,
into their value chain. In doing so, they aim to benefit both
the business and the local communities. For example, poor
people can be included on the demand side as clients and
customers, or on the supply side as employees, producers
and entrepreneurs. Inclusive businesses are focused on more
than making immediate profits. On the business side, addi-
tional goals include driving innovation, building markets and
strengthening supply chains. On the social side, they include
facilitating higher productivity, sustainable earnings and
greater empowerment for the poor.

Inclusive business models are driven by a variety of organisa-
tions. Many such models are developed by social entrepre-
neurs or local small or medium-sized enterprises (SMEs). In
addition, multinational corporations from developed and
developing countries are increasingly recognising markets at
the base of the economic pyramid (BoP markets) as a business
opportunity. At the same time, not-for-profit organisations and
civil society organisations (CSOs) see inclusive business as a
way to achieve their mission and develop a model that makes
them independent of outside funding. Clearly, these various
organisations not only have differing resources at hand, but
also face different hurdles when developing or replicating
their inclusive business models.

Source:
Endeva (2010). Inclusive Business Guide: How to Develop Business and Fight Poverty.
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Supporting replication to accelerate change

Inclusive business models are designed to achieve
development objectives. For example, they provide ac-
cess to clean water or clean energy, or give smallhold-
ers access to more profitable value chains. In addition,
inclusive business models promise to be both sustain-
able and scalable. Development partners, investors,
research institutions, civil society organisations and
others thus see the private sector as a partner in ad-
dressing global challenges.

In fact, supporting inclusive businesses creates value
for all parties involved. Whereas organisations wish-
ing to address global challenges can leverage the re-
sources and expertise of the private sector, the private
sector can tackle business opportunities that have a
social impact, and the poor benefit from better eco-
nomic opportunities and access to life-enhancing
goods and services.

Over the past decade, a wide variety of inclusive busi-
ness models has emerged in sectors ranging from
agriculture, energy or information and communica-
tions technology (ICT) to construction and housing.
However, even the very successful initiatives cannot
by themselves solve the massive development chal-
lenges affecting billions of people. But, if these prov-
en models can be replicated more widely, quickly and
systematically, their impact will be multiplied.

Companies, development partners, investors, research
institutions, civil society organisations, and others -
each in their unique capacity - can support the repli-
cation of inclusive business models. This support in-
cludes, but goes beyond, the support already available
for inclusive business initiatives at large. Replication

2 Quote from TED Talk
www.ted.com/talks/thulasiraj_ravilla_how_low_cost_eye_care_can_be_world_
class (Accessed 11 April 2014).

Govindappa Venkataswamy, Founder of Aravind Eye Care Hospitals?

requires specific types of support, because the process
of replication is very different from the process of
innovation that is usually the focus of assistance.
It starts from an existing model, and requires informa-
tion and knowledge about the model, new markets
and the process of replication itself, people and part-
ners who are willing and able to manage and adjust
a predefined model, as well as medium-sized invest-
ments and financing that reflect the different risk-
profile.

At the same time, inclusive businesses that are being
replicated still face the same issues all inclusive busi-
ness initiatives face. These challenges arise from the
context of poverty, the slums and villages where poor
people live, where enabling conditions for business
are often missing on the levels of information, infra-
structure, regulation and financial services. Therefore,
organisations wishing to support replication do not
necessarily have to set up new programmes. They
can also look at their existing activities with this new
lense, and adjust, specify or extend these activities to
appeal to replicators. For example, financial products
for inclusive-business start-ups may also be relevant
for franchises created by companies replicating pre-
viously successful models or new companies copying
a model. But the risk assessment of these companies
should take the experience and proven success behind
the approach into account. Matchmaking formats that
broker relationships between inclusive businesses
and suitable partners may also help entrepreneurs
find specific partners for the replication process, and
a special track or facilitation format could help iden-
tify this specific agenda. In short, organisations can re-
view their support portfolio to identify which activi-
ties could be better tailored to the needs of companies
engaged in replication.

This report aims to inspire both new initiatives and
efforts to adapt existing programmes.


www.ted.com/talks/thulasiraj_ravilla_how_low_cost_eye_care_can_be_world_class
www.ted.com/talks/thulasiraj_ravilla_how_low_cost_eye_care_can_be_world_class

Target group: The support ecosystem

This report targets actors in the inclusive-business eco-
system that have the potential to support inclusive
businesses on the path to replication. These range
from large organisations such as development part-
ners, international finance institutions, foundations,
multinational corporations from developed and de-
veloping countries, banks and investors to smaller or-
ganisations such as think tanks, not-for-profit organ-
isations, incubators and accelerators.

Methodology: Tapping different sources

In order to develop support activities tailored to the
needs of businesses pursuing replication, we first aim
to clarify what replication is and which paths to rep-
lication are most often taken by companies. The start-
ing point of the report was a thorough assessment of
the replication activities pursued by inclusive busi-
nesses, as well as the challenges these businesses face.
Subsequently, we set out to develop a set of recom-
mendations based on these companies’ needs.
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Three main sources informed the development
of this report:

Desk research: Existing business and development lit-
erature on scaling and replication was thoroughly re-
viewed. Desk research mainly helped to shed light on
terminology and the various approaches to replication.

Interviews: Sixteen inclusive businesses of different
sizes and at different stages of maturity were inter-
viewed to assess (a) the challenges associated with
replication and the means by which entrepreneurs
cope with them, and (b) what support from interme-
diaries has been or could be particularly useful. Addi-
tionally, 18 selected intermediaries were interviewed.
They provided their views on what has and has not
worked, and what could be done to further support
the replication of inclusive businesses.

Expert reviews: Reviews of the report were conduct-
ed by a panel of experts with experience in working
with inclusive businesses. This process was directed
at formulating recommendations directed at inter-
mediaries.

Scaling up and replicating - disentangling related concepts

“Replication” and “scale” have become popular buzzwords
within the inclusive-business community. Though each term
has a specific meaning, they are often used interchangeably.
This confusion is exacerbated by the fact that inclusive-
business activities are rooted in the development, social and
private sectors. Business actors - as well as those writing
about and researching business activities - commonly speak
of “growth”, whereas actors from the development and
not-for-profit fields tend to prefer the terms “scaling up” and
“replication”, which capture aspects of development that are
not exclusively economic. Each term has a specific meaning,
but they all express similar concepts.

Achieving or reaching scale means that the size of an entity
has been increased to a certain point, whereas replication
refers to the action of reproducing or copying something. A
business that creates various new branch offices, for example,
isincreasing in size, and is thus scaling up, but is also repro-
ducing its model, and is thus replicating. Hence, replication
can be seen as one way of achieving scale.

Below are the definitions of scale and replication used in this
report:

SCALING up refers to an increase in size of an inclusive busi-
ness model, in terms of people served, revenues generated, or
the expansion of key targets related to the model’s social and
environmental impact.

REPLICATION refers to the action of copying or reproducing
all or portions of an inclusive business model. Replication does
not mean creating an exact copy of the business. Rather, the
aim is to replicate the business model or key components of

it while adapting them to the new target market and environ-
ment. Replication can be driven by the original organisation,
alone or with partners, or can be managed by a completely
separate entity.
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The ecosystem does not exist - and so we are building the ecosystem
on ourown ... By this | mean developing training materials for
salespeople and manufacturers, trying to provide information to
banks to lend to the sector, looking at different kinds of distribution
systems... all of this is us learning at a very high cost.

Svati Bhogle, Founder and Managing Director, Sustaintech

Structure
This report is divided into five chapters:

Chapter 1 explains the paths businesses take in the
process of replication. For example, this may entail
expanding to new markets on their own, supporting
other entrepreneurs’ efforts to reproduce and adapt
their model, or doing both. In addition, the chapter
introduces the key needs that inclusive businesses
pursuing replication have as they follow these vari-
ous paths. Based on these needs, the chapter presents
three key action areas for organisations wishing to
support replication. These include information and
knowledge, people and partners, and finance.

Chapters 2 through 4 focus on each of these action ar-
eas in greater depth. Beginning with the challenges
businesses face in a specific area, each chapter also
provides concrete recommendations for entities that
could support inclusive-business replication.

Chapter 5 provides a summary of recommendations
by type of actor to enable a quick overview of the pri-
mary types of support that can be provided by each.

Table 2: Legend of symbols used in chapters 2-4

1. EXPANSION VS.
DISSEMINATION OR REPRODUCTION

Symbols have been placed in front of each
recommendation to clearly show which replication
pathitis associated with.

Recommendation is related to the
expansion of an inclusive business model

o

g Recommendation is related to the
. dissemination or reproduction of an
& e  inclusive business model

2. OPPORTUNITIES AND WARNINGS

The new opportunity symbol indicates ways that organ-
isations in the inclusive business ecosystem can support
replication. Some are best practice examples, others have
not been implemented but represent promising ideas.
The warning symbol signals approaches that have been
ineffective or even detrimental to the replication of inclu-
sive businesses in the past. It is important to be aware of
these issues and avoid them.

New opportunity to support the replication
of inclusive businesses

Warning! Ineffective activity




Chapter1

Understanding
and supporting

replication
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Inclusive business models already positively
affect the lives of thousands of low-income
people. They create income opportunities,
provide goods and services that fulfil people’s
basic needs or make people more productive,
and they empower the poor. Replicating these
models could multiply these results.

Yet how do inclusive businesses go about
replication? What challenges do they face?
And what should targeted replication support
look like?



In order to provide targeted support, organisations aiming to promote the replication
of inclusive business models need to develop a sound understanding of how
companies replicate and the challenges they face. Replication refers to reproducing
the structures and processes of an existing inclusive business. This can be done in
different ways, and can be led by different actors.

Most commonly, businesses first expand by replicat-
ing the model on their own, through a branch-office
strategy or with partners (i.e, through a franchise,
joint venture or partnership strategy). Some business-
es also actively disseminate their business model, en-
abling other entrepreneurs to adopt it. These adopters,
or second-generation businesses, can also reproduce
the model without the active involvement of its origi-
nator.

2
220
FINANCE W

INFORMATION
AND KNOWLEDGE

FPEOFPLE AND
PARTNERS

Ecosystem actors, that is, those actors aiming to sup-
port inclusive businesses, can invest in three areas to 1 {
help them grow. The production of information and EXFPANLION °5f°

knowledge helps drive replication, for instance, by

spreading successful practices. Finding skilled people  z/rreminasion

g =
and partners can be essential in establishing and op- AND @
erating replicated entities. Finally, access to finance = £ZFLOWCTION
is crucial in supporting the costs of replication. The % \ X
recommendations presented here fall into these three 7TER T
action areas (chapters 2-4). ceHA s 20 )
24 A(,f/ g Y b
7 A
1% yﬁ

Defining the key action areas fee Pace 1 on
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There are many ways that development partners, foundations, The recommendations presented in this report address the key
governments, think tanks and others can support the replica- callenges identified by entrepreneurs in a series of interviews
tion of inclusive business models. Many of these activities can held in 2013. These recommendations are designed to support

also supportinclusive and other business more generally. For
example, development partners can advocate the dismantling
of regulatory hurdles or create incentives for businesses that
contribute to the social good. Governments could create tax
privileges, or provide end-user subsidies for products that
have socially desirable effects. Instruments of this kind would
help provide incentives for entrepreneurs who are seeking to R N 1 EL
establish new enterprises or are looking for a suitable expan- INCLVSIVE BULINESS 70L/clifNé/}é‘i in
sion market. HOW GOVERNMENTS CAN "
MEETING DEV ELOPMENT GoALl

the replication of inclusve businesses in particular, but are
often also applicable to the broader context of inclusive busi-
ness as well.

(e "ENDEVA (20T
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INTERVIEW WITH: David Keogh, Program Director, Global Good

Replication: From principles to practice

Grameen Foundation's Village Phone
programme, launched in Bangladesh in
1997, is a micro-franchise model for tele-
communications. David is co-author of the
Village Phone Replication and Village
Phone Direct manual and pioneered the
model's replication from Bangladesh to
Cambodia, Cameroon, Cote d'lvoire, Haiti, Philippines,
Rwanda and Uganda. He is currently programme director
for Global Good, a collaborative initiative by Bill Gates and
Intellectual Ventures to identify innovative solutions to
development challenges.

Mr. Keogh, based on your experience with the Grameen
Village Phone project, how is replication possible even in
cases of an evidently “unique” business model?

The Village Phone programme in Bangladesh was considered
to be too unique to Bangladesh to replicate - we had Grameen
Bank, Grameen Telecom and Grameen Phone all working com-
pletely in concert towards a very mission-focused deliverable:
putting telecommunications in the hands of the poor. These
favourable circumstances cannot be replicated.

Nonetheless, we sat down and sought to understand what
fundamental principles of the model and what the locally
adapted practices were. An understanding of both is neces-
sary to be able to create a generalised replication model.

We then maintained the principles of success and adapted
the practices to suit the local environment in replication
markets. For example, in Uganda, there was no single large
microfinance organisation to partner with. For this reason,
we had to craft partnerships individually with 12 different
microfinance organisations to provide the finance side of
the model. We also worked with MTN as the major telecom
partner. The programme has been very successful there.

want to reinvent the wheel.

How should replication of inclusive business models be
supported?
First and foremost, there is not enough granular information
and knowledge on what actually works. There is a lot of talk
about micro-franchising, but not a lot of detailed understand-
ing of the fundamentals of the models that work. In replica-
tion, you do not want to reinvent the wheel. Take the example
of the energy sector. There is very little research on the “whys”
-why are there only two or three energy models that have
actually been replicated successfully in low-income markets?
Whether it’s energy, water or telecommunications, we need to
improve our ability to document and draw upon the vast array
of lessons learned.

To disseminate the Village Phone model, we created a manual
that would provide detailed information on why the model

works and how. However, there is a need to go beyond the fee
manual. Some organisations might be able to take the manual cAle
and run with it, but some need a lot more hand-holding. In vy
fact, learning from a static document is difficult. Thus, build- on

ing talent - that is, building the capacity of those doing the PAacs

replication - is crucial. We thus provided consulting support #z
for some of the replicating organisations - in Cameroon and
Indonesia, for example. Also, we encouraged the sharing of
lessons learned between replicators.

In addition, financing is very important. You need to let
business owners and leaders focus on building their busi-
nesses, not on figuring out where the next $100 is coming from.
Financing isimportant not only to replicate the model, but
also to keep it functioning where it already exists. How can we
build a macrolevel replication-financing vehicle that will give
replicating companies access to capital? This is a key question
that has yet to be answered.

There is a lot of talk about micro-franchising,
but not a lot of detailed understanding of the fundamentals
of the models that work. In replication, you do not



Most inclusive businesses that have developed a functioning model also drive
and implement its replication. This allows them to test and refine the mode],

and continuously improve and standardise its operational processes. But how do
businesses decide on a specific expansion strategy? Differing business approaches
and management preferences influence this decision.

In principle, inclusive-business entrepreneurs tend
to choose a replication strategy that fits the mission
and vision of their business. Entrepreneurs primarily
aiming to increase their own company profits tend to
favour a more closed approach to replication. The high
level of control retained by such approaches allows
the originator to protect its intellectual property and
brand. Through its micro-franchises system, for ex-
ample, One Family Health (OFH) can ensure the quality
of the medicines dispensed by its franchisees, thus es-
tablishing a trusted brand. A high level of control may
also be important when product quality lies at the
heart of the business. The branch strategy allows the
originator to retain the highest level of control over
its replication, since all replicated entities are owned
entirely by the original business.

fee Pace 2,

Waterlife India, for example, only replicates by estab-
lishing wholly owned branches, allowing the parent
company to ensure the quality of water distributed.
For some inclusive businesses, the speed of replica-
tion is also important in order to allow quick realisa-
tion of the social and economic benefits of their mar-
ket solutions. Less bureaucratic forms of affiliation,
such as partnerships, often allow fast replication. For
example, VisionSpring - a company that provides af-
fordable eye care to the poor - replicated quickly us-
ing a partnership model.
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Although different expansion strategies exist, businesses that replicate on their own
or with partners generally follow a similar set of steps. In the process, businesses face
a variety of challenges. This is where development partners, investors, companies
and others can play relevant roles, providing targeted support.

Information and knowledge: A primary
concern for expanding inclusive busi-
nesses is the lack of information about
new expansion markets. In addition,
granular information on various replication models
and strategies is rarely available. Advice from experts
or peers who already have developed a micro-fran-
chise or set up a joint venture, for example, could help
entrepreneurs avoid the most common pitfalls.

People and partners: Expanding inclusive
businesses face difficulties in attracting
people who can skilfully execute their
expansion plans. This is because support
infrastructure for recruiting and training talent is
largely lacking in low-income markets. Furthermore,
matchmaking support can be useful to inclusive busi-
nesses looking for suitable replication partners.

Finance: Expanding inclusive business-
es need access to patient, risk-tolerant
capital to cover the costs of expansion
and the establishment of affiliates, as

€

well as to cover their increased working-capital
needs.

@ When aiming to support the expansion of inclu-
sive businesses, care should be taken to avoid distort-
ing the market. Thus, instead of providing support to
one particular business, organisations should consid-
er options that could help multiple businesses repli-
cate their models. The recommendations provided in
this report should be viewed in that light



Expansion strategies range from the establishment of wholly owned branches
managed by the company itself, thus allowing a high level of control, to the creation
of affiliates such as franchises or joint ventures. Partnerships are the most flexible

form of the affiliation-based model.

The branch strategy involves setting up new points of
presence in a new market that are owned and oper-
ated by the parent company. This strategy is therefore
also referred to as the “wholly owned approach” to
replication. With a branch strategy, the original in-
clusive business retains control of all (or almost all)
business aspects in the replicated entity, including
business strategy, governance, systems, processes and
human resources.

Waterlife, for example, chose a branch strategy for its
water-treatment plants in various parts of India. This
ensured the company could retain a high degree of
control over the quality of the water treated by the
plants, a critical point given that the success of its
business relies on maintaining customer trust.

Franchising involves a contractual agreement in
which one party, the franchisor, licenses either its
whole business concept and operational system, or its
trademark (including products, name, logos) to a sec-
ond party, the franchisee. The franchising agreement
grants franchisees the exclusive right within that
market to use the business name and logo of the fran-
chisor, and to sell the franchisor’s products.

Typically, the franchisor compiles a manual that de-
scribes the business concept in detail and facilitates
replication by the franchisee. Within a franchising
framework, the franchisee acts as a highly autonomous
entrepreneur to whom the franchisor has to provide
certain services such as technical assistance, market-
ing, training, market information and agreements with
suppliers. In return, the franchisee has to adhere to
the specifications outlined in the franchising contract
(or manual); these may include elements such as qual-
ity standards and the payment of a franchise fee (some
models include a fixed franchise fee, others a percent-
age of profits). Micro-franchising and social franchising
are varieties of the franchising model. Social franchis-
ing has a focus on creating benefits for society rather
than creating profits, while micro-franchising more spe-
cifically describes franchising activities where micro-
enterprises are created to serve low-income markets.

One Family Health (OFH) chose micro-franchising as a
means of achieving its mission of improving access
to medicines and primary health care services in low-
income markets. It currently operates 70 health posts
in Kenya and 35 in Rwanda, each of which are run by
local nurses who act as micro-franchisees and receive
training in health- and business-related topics. In ad-
dition, OFH has strict franchise rules and treatment
standards in place. An ongoing monitoring process
based on an electronic tracking system and audits en-
sures that all clinics run according to OFH standards.
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Figure 3: Overview of replication strategies
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Partnership

As inclusive businesses move from pilot projects to
viable business models capable of replication, signifi-
cant investments are often needed, as well as specific
knowledge of local markets. At this point, businesses
may seek to enter into partnerships in order to com-
pensate for a lack of specific expertise or capital.
Partnership is a term used to describe an extremely
broad range of relationships between a company and
other actors, in which inclusive businesses and other
organisation(s) (e.g., non-governmental organisations,
local businesses, multinational corporations) agree to
cooperate and pool their money, knowledge or other
resources in order to advance their mutual interests.
Partners share profits and losses in accordance with
the terms laid out in their partnership agreement.

To reach its new markets, VisionSpring - a company
that provides affordable eye care to the poor - made
extensive use of partnerships. To date, the company
works with no fewer than 23 different partners. In
Bangladesh, the company partnered with BRAC, an
international development organisation, to provide
training to over 7,500 health workers. Similar partner-
ships were established with Community Enterprise
Solutions in Guatemala, Living Goods in Uganda, and
Fundacién Paraguaya in Paraguay.

Photo: Visionspring

*res PAGE 24

Joint venture

One of the main defining aspects of a joint venture is
that a separate entity is formed by two or more par-
ties to the agreement, with each of the original parties
acting as shareholders. A joint-venture arrangement is
designed to share risk and/or expertise, as each of the
participants is responsible for the profits, losses and
costs associated with it. A joint venture is the most
formalised variety of a partnership. Depending on the
terms of their agreement, partners are given various
levels of control and receive economic benefits ac-
cordingly.

Fosera is a German-based company that produces
solar-energy-powered products in Ethiopia, India,
Kenya, Mozambique, Portugal and Thailand. It chose
to set up the production of its products, which range
from portable lamps to home solar-power systems, as
joint ventures in its largest markets. This allows the
company to tailor products to local needs and enables
just-in-time assembly. Fosera provides the technology
and the local partner manages sales. The replication of
this joint-venture system has allowed Fosera to scale
and replicate its model in a way that lets the company
maintain a degree of control over its products and in-
tellectual property while pursuing its mission of rural
electrification.

Photo: Catherine Adelmann, Fosera



Some inclusive businesses realise early in their development that they can reach only
a fraction of the world’s poor through their own business activities. Highly mission-
driven entrepreneurs thus set out to disseminate their model.

Opening a business model to others’ replication can
be accomplished in different ways and with differing
degrees of involvement by the originator. For exam-
ple, businesses can simply document their model, best
practices and lessons learned, and make this informa-
tion available to others. Businesses that disseminate
their model can also provide hands-on learning oppor-
tunities, for example, by allowing interested organ-
isations to visit their business sites. Some companies
even develop specialised training programmes for
those aiming to adopt the model. Aravind Eye Hospi-
tals, for instance, offers on-site instruction for foreign
medical practitioners who want to learn how to pro-
vide cost-efficient cataract surgeries. These potential
replicators visit Aravind’s facilities and take partin a
one-week training programme, followed by on-loca-
tion implementation support by experienced Aravind
managers and two years of follow-up support. These
steps are all intended to secure an efficient transfer of
knowledge to the replicating hospital.

Dissemination can also be initiated by a request from
the business seeking to copy the model. For example,
the founders of Healthy Entrepreneurs, a franchise
that aims to improve access to essential medicines,
were still busy replicating their approach in DR Congo
and Rwanda when they were asked by an organisa-
tion in Sierra Leone to share their model. The found-
ers actively supported this organisation in adapting
the model to the new country context by sharing their
training material and providing on-site support.

As the examples above already indicate, expanding
and disseminating are not mutually exclusive paths
to replication. In fact, businesses can do both, either
simultaneously or sequentially. Inclusive businesses
often choose to expand within their own territories,
where they can best ensure the maintenance of qual-
ity and already understand the needs of consumers,
while opting to provide information on their model to
those that are experts in other markets. The business-
es trained by the originator can, in turn, become dis-
seminators themselves, as the case of Aravind shows.
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Note: While this is a typical roadmap for expansion, the sequence of steps may vary from case to case.
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CASE STUDY: Aravind Eye Care Hospitals, India

Expanding and disseminating to combat cataracts in over 30 countries

A patient is examined for cataracts.

Worldwide, 37 million people are affected by blindness; 80% of
these cases could be either prevented or treated. On the rise
globally, cataracts are one of the key causes of blindness. In
India alone, they result in 3.8 million cases of blindness. But
most cataract cases are operable, which means blindness can
be prevented if patients have access to surgery. This is where
Aravind Eye Care Hospitals’ mission comes in.

Visiting hospital staff from South Africa and Paraguay learn about
the Aravind model during a workshop.

In addition to establishing multiple wholly owned branches,
Aravind also engages in joint ventures and partnerships, for

example in Nigeria and Bangladesh. These models put strong
emphasis on local ownership.

The company also actively disseminates its approach so as to
facilitate effective adaptation of its model in other countries.
To this end, it created the Lions Aravind Institute of Commu-
nity Ophthalmology (LAICO)"' training institute, which has

Photos: M. Rajkumar

Founded in 1976 by Dr. G. Venkataswamy, the hospital aims to -
eliminate blindness by providing high-quality eye care to both ~ supported replication of the Aravind model in over 300 eye fee
the rich and the poor. From a modest beginning in Madurai hospitals in 30 countries. CALE
with only 11 beds and four medical staff members, Aravind VDY
Eye Hospitals have since expanded their operations across Interestingly, some of the hospitals trained by Aravind have on

the state of Tamilnadu in India, and are now operating in nine already become disseminators of the approach in their own Pace
locations. Aravind’s hospitals handle over 3.3 million outpa- region. For example, the Visualiza hospital in Guatemala has cC

tient visits and perform over 378,000 surgeries per year with
over 50% of the patients paying nothing or very little for the
services.

disseminated the model in Haiti and Peru. The Lumbini Eye In-
stitute in Nepal is mentoring hospitals in Nepal and Cambodia.

Source: Interview with Thulasiraj Ravilla, Aravind Eye Care System

There is considerable need for the provision more eye care in
Africa, so we will work with five hospitals to increase the number
of surgeries by about 20,000 per year. [...] We are not hung up on
ownership; we care about making eye care happen.

Thulasiraj Ravilla, Executive Director of LAICO; Aravind Eye Care System



When an inclusive business model demonstrates suc-
cess it is likely to inspire others to follow in its path and
reproduce it elsewhere - which can also be seen as a
form of replicating the model. Businesses that transfer
a model to a new context are often colloquially referred
to as “copycats”. This rather pejorative term is mislead-
ing; such businesses rarely outright copy a model and
therefore do not represent a threat to the original inclu-
sive business model. They adapt and apply the essence
of the original model to their own specific context and
circumstances. Furthermore, these businesses can be
crucial to the growth of society as they help reach large
numbers of consumers, producers and entrepreneurs
in low-income markets worldwide, as is demonstrated
by the examples of M-Pesa and bKash. In this report, we
therefore refer to them as “second movers” or “second-
generation businesses”.

Indeed, the reproduction of a model is rarely so simple
as one business being copied by others. Successful
models can only infrequently be said to have a single
originator. Rather, they begin with a group of early
movers that adapt and test a model. From this group
of early movers, one business may emerge with the
most widely known and successful form of a particu-
lar business model. Take the example of solar lamps,
which are provided today by a variety of companies.
Among the most well-known producers are d-light,
Greenlight Planet, ToughStuff and Fosera, all of whom
appear to learn and copy from each other constantly
when it comes to product features (such as radios,

mobile-phone chargers or battery quality), additional
services (such as warranties), or marketing and dis-
tribution strategies (such as selling through micro-
franchisees). This direct competition and constant
learning leads to improved business models and, ul-
timately, to improved social results. The emergence
of various offers also increases choice for low-income
consumers and helps to spread pro-poor solutions
widely: As of 2010, businesses that offer portable solar
lighting products had sold over 600,000 units in Africa
alone.: Since then, the market has grown an average
of 25% per year.* These numbers would not be possible
if multiple businesses had not adapted the model to
their own markets and purposes.

Another successful inclusive business model that has
been reproduced by several companies is the manu-
facture and sale of low-cost drip-irrigation technolo-
gy. Each new company in the market has contributed
its own improvements and variations based on the
unique demands of farmers and local growing condi-
tions in different markets. One such successful sec-
ond-generation company is Driptech Inc,, a California-
based company founded in 2008. The founders studied
the unique conditions faced by farmers in Ethiopia,
and subsequently created products that worked more
reliably than those previously existing on the market
at a fraction of the cost (two to five times less, accord-
ing to Driptech Inc.).

3 Lighting Africa (2010). Solar Lighting for the Base of the Pyramid - Overview of an
Emerging Market. Accra: Lighting Africa.

4 International Energy Agency (2013). World Energy Outlook 2013. Paris: Interna-
tional Energy Agency.



MULTIPLYING IMPACT SUPPORTING THE REPLICATION OF INCLUSIVE BUSINESS MODELS

CASE STUDY: bKash, Bangladesh

Increasing financial access in Bangladesh by reproducing

mobile money models

M-Pesa - “mobile cash” in Swabhili - originated in Kenya. Of-
fered by Safaricom, the service allows customers who lack
access to bank accounts to deposit, withdraw and transfer
money at a low cost using a mobile device. These “mobile
wallets” allow customers to load money onto their phone;

the money can then be sent via text message to the mobile
device of a third party, who can pick up the cash at the nearest
vendor. Integrating the poor into the financial system through
such aservice has a variety of positive effects. For example,
itincreases the productivity and physical security of those
collecting or sending money, such as remittances, or facilitates
making savings. The service has attracted 17 million active us-
ers, roughly one-third of Kenya’s population.s

The success of M-Pesa has inspired other companies to de-
velop modified versions of M-Pesa’s mobile-banking business
model in new markets. An estimated 60 second-generation
versions of the M-Pesa model exist worldwide, amplifying the
trailblazer’s social and economic impact.®

One example is bKash, in Bangladesh. While the company
copied the M-Pesa model’s basic mobile-wallet idea, bKash

also adapted it to local conditions. In Kenya, Safaricom holds a
67% share of Kenya’s total mobile-phone market, making it the
clear market leader and giving it the ability to offer a mobile
wallet that functions only on its own network.’ In Bangladesh,
in contrast, there are several prominent mobile carriers. bKash
thus offers mobile wallets that work on any wireless network,
overcoming the inconvenience of such services usually being
tied to a single network. In addition, bKash did not evolve like
M-Pesa as a single firm, but rather was created as a joint venture
between BRAC Bank and Money in Motion LLC. Working with
over 45,000 distribution points, mostly mom-and-pop shops that
serve as retail agents, bKash has managed to gain more than
eight million users with a growth rate of 16% per month.®

5  Safaricom (2014). Celebrating 7 years of changing lives: M-PESA Timeline. www.
safaricom.co.ke/mpesa_timeline/timeline.html (Accessed 11 April 2014).

6 African Business Magazine (January 2012). Can M-Pesa Template Travel?
http://africanbusinessmagazine.com/special-reports/sector-reports/mobile-
banking-in-africa/can-m-pesa-template-travel (Accessed 11 April 2014).

7 ErikOmbok (2014). Vodafone’s Safaricom May Withdraw Its Offer for Essar Ke-

nya. Bloomberg, 26 May 2014. www.bloomberg.com/news/2014-03-25/safaricom-

may-drop-bid-for-essar-kenya-unit-over-regulator-delay.html (Accessed 11 April
2014).

8 Wall Street Journal Live (2013). bKash Offers Mobile Banking for Bangladesh.
16 April 2013. http:/live.wsj.com/video/bkash-offers-mobile-banking-for-
bangladesh/oBC404BE-997A-4819-A6B7-AAABAD550020.htmI#!/0BC404BE-997A-
4819-A6B7-AAABAD550020 (Accessed 12 April 2014).

A bKash user applies mobile money technology to
save and transfer money.

bKash and other adaptations of the M-Pesa model such as
EcoCash in Zimbabwe, BEAM in India, and MTN Mobile Money
in Uganda have enabled a much wider reach and had a much
larger impact on previously unbanked populations than a
single company could have managed.



Inclusive businesses that aim to disseminate their model often find it challenging
to devote time and resources to this task. This is particularly the case since
dissemination supports the mission of the enterprise but is not associated with any

financial benefits.

Thus, outside organisations can add significant value
in supporting the dissemination process. In fact, de-
velopment partners, foundations, think tanks and oth-
ers can play a decisive role in encouraging dissemina-
tion, and in helping to implement it.

Information and knowledge: Organisa-

tions that aim to support dissemination

can provide information on the value of

opening a business model to the public,
and on how to go about disseminating it. They can also
help inclusive businesses identify those elements of
their model that merit replication. Second-generation
businesses can then be fostered through the spread of
existing models’ best practices.

People and partners: Inclusive businesses

motivated to disseminate their model

need staff members able to carry out this

work. They moreover need to find busi-
nesses and/or entrepreneurs interesting in adopting
and adapting their model. Facilitated information-
exchange forums, whether in person or online, could
enable such encounters between disseminators and
potential second-generation businesses. Furthermore,
second movers could be fostered at the university level
by making future entrepreneurs aware of the potential
of inclusive businesses and the models that already ex-
ist, and by building up entrepreneurial skill sets.

Finance: Dissemination is associated with
costs that cannot be recovered. Rather,
the decision to invest in opening a model
for use by other companies is an altruis-

€

tic one. Organisations that finance the development
of informational material or training programmes can
lower the barriers to moving inclusive business mod-
els into broader use.

Furthermore, financial support often focuses on sup-
porting new and innovative models. Providing target-
ed financial support for potential second-generation
inclusive businesses could be one way of spreading
the benefits created by inclusive businesses.

@ Supporting the dissemination of a model aims to
multiply its