


There are huge obstacles to overcome  

Lack of access 

Quality solar lights are not 

available in most remote rural 

communities which do not have 

electricity. 
 

Affordability 
People living below the poverty 

line have limited funds to buy a 

solar light, and no access to  

credit despite obvious savings.  
 

Even if they are available most 

people are not familiar with this 

new technology or worse have had 

experience of fake products. 
 

Lack of awareness & trust 



A beacon of light 
Bringing together the best of NGO 

& business based approaches 

 

 

 
 

Business 

Non-Profit 

Hybrid 

 

 

 
“SolarAid’s SunnyMoney 

model acts as a market 

primer for companies like 

ours.” Erica Mackey, 

COO, Off-Grid:Electric 





1.7 million solar lights shining in Africa 
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Uganda

Malawi

Zambia

Kenya

Tanzania

1.7 million solar lights sold 

10 million people reached 

890,000 kg CO2 averted* 

$230 million in savings* 

2 billion homework hours created* 

  *over three years 





Entry-level lights are just the 
first rung on the Energy Ladder.  

Entry-level customers 
are more likely to 
invest in mid-range 
products and solar 
home systems. 
 
Off-grid lighting 
customers are more 
likely to access finance 
and mobile. 



 



2012 :  3% of households in Lake Zone, of 

Tanzania had solar.  

2013 : SolarAid starts school campaigns.   

2014: Over 50% of households use solar 

lights 

We are helping to catalyse whole markets 

In Kenya and 

Tanzania the 

solar light 

market is 

taking off 

 

Where we have 
succeeded 

Over 10% 
 

Where we are working 

1 – 10% 
 
Rest of Sub – Saharan 
Africa 

Less than 3% 

 
 

Solar light ownership in areas we have operated : 

• tripled in Kenya over two years, from 20 to 60%  

• tripled in Tanzania over two years, from 5 to 17% 

• nearly doubled in Zambia over one year, from 4 to 

7% 

15% + 



  

Developed Markets (e.g. Kenya, Tanzania): 
❖ Huge influx of cheap, poor quality products => promote quality in the 

marketplace, support preferential VAT/tariffs for quality products 
❖ Intense Competition => go where others won’t go 
❖ Energy Ladder => focus on upselling and moving people up the ladder 
 
Potential Markets (e.g. Malawi): 
❖ Creating trust and demand is not enough 
❖ Affordability => cheapest quality products, entry-level PAYG + lobbying to 

reduce VAT/tariff 
 

 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 

 

Challenges & Opportunities 


