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1. Introduction to the document 

The aim of this document is to illustrate five business models that could be 

replicated in rural and urban areas around Kampala. The five business models are built 

on the experience of small- or micro-entreprepreneurial initiative which emerged as best 

practices among Wekembe customers. Far from constituting a step by step guide to 

establish a successful business within the five sector areas selected, the business models 

hereby presented provide an overview of the main requirements – in terms of resources, 

activities, investments needed etc… - which should be taken into consideration by 

prospective entrepreneurs.  

The five business models are illustrated through the Business Model Canvas, a 

well-know and widely-diffused framework which is receiving large acceptance among 

academics and practitioners for its simplicity and – at the same time – 

comprehensiveness. 

The document proceeds as follow: first, the Business Model Canvas 

methodology is presented to make the reader familiar with the framework which will be 

used for the further business model description. Then, the five business models are 

presented in the following order: 

1. Children clothes business; 

2. Soap making business; 

3. Peanut butter and groundnut powder production business; 

4. Potato and sugar cane production business; 

5. Supermarket business. 
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2. Introduction to business modelling 

“The Business Model describes how rationally an organisation creates, delivers, 

and captures value”.
1
 It consists of a set of organisational and strategic solutions 

through which a firm acquires its competitive advantage on the market. 

The business model is one of the most adopted tools by the entrepreneurs to 

understand and organise the internal and external dynamics of firms. This effective 

instrument allows to break up an organisation to identify the configuration of its 

structure and the relation system and to analyse them in details. For this reason, the 

adoption of this approach is useful to reach the best alignment between all the elements 

getting the firm working. 

The business model adoption supports entrepreneurs in conceptually pattern 

their existing businesses and evaluate possible improvements and opportunities to 

exploit. The ability to figure out and combine most critical and successful factors in a 

coherent and synergic way promotes the solidity of the business and encourages the 

creation of maximum value for customers.  

                                                 
1
 Osterwalder A., Pigneur Y., 2010. 
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3. The Business Model Canvas 

 

As mentioned above, the success of an organisation largely depends on the 

ability to continuously analyse, define and improve businesses and their critical factors.  

In 2004, Alexander Osterwalder initially proposed an innovative and 

revolutionary approach to generate business models, in order to reach higher degree of 

improvement in business generation solutions. This new template, named the “Business 

Model Canvas”, is a strategic management and entrepreneurial tool, which represents a 

dynamic approach to develop new business models or document and strengthen the 

existing ones, to reach a competitive advantage which is sustainable in the long term. 

The incessant research for innovativeness has turned the Business Model Canvas into 

the most effective tool to promote business development. 

As anticipated, the Business Model Canvas allows describing, designing, 

challenging, inventing and pivoting business models and each of the multifaceted 

components, critical for the effective functioning of the whole organisation. 

The most revolutionary element of the Business Model Canvas is the adoption of 

a visual thinking approach to its realisation. This characteristic promotes a reduction in 

complexity during the analysis process and comprehension, in order to foster 

essentiality and immediacy in consultation. The implementation of this template 

encourages team working motivation and harmony in sharing resources, solving 

conflicts and generating new ideas.  

As represented below in Fig. 1, the Business Model Canvas consists in a visual 

chart containing nine basic building blocks, which shows how a company intends to 

make money. 

These nine blocks cover the four main areas of a business such as customers, 

offer, infrastructure and financial viability. They have to be analysed deeply, by 

identifying the key components for each of these building blocks. After that, the 

entrepreneur has to evaluate the coherence and synergy among all the elements, in order 

to recognise some weaknesses to overcome and some opportunities to exploit. 

Underneath, each of these blocks is described on the basis of their content and 

requirements, which are indispensable to develop a business model. 
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Fig: 1: The business model canvas 

 

Customer segments 

The customer segments building block defines the different groups of people or 

organisations an enterprise aims to reach. The identification of several segments of 

customers, grouped on the basis of common needs to satisfy and/or problems to solve, 

allows a better fulfilment of their requirements. An organisation has primarily to 

establish what kind of clients wants to serve, in order to develop a business model that 

is coherent in its parts.  

Value propositions 

The value propositions building block explains the bundle of products and 

services that create value for a specific customer segment. It consists in describing 

which needs or problems an organisation has to satisfy or solve, in order to create value 

for customers through a mix of quantitative or qualitative elements. 
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Channels 

The channels building block defines the way a company communicates with and 

reaches its consumer segments to deliver a value proposition. The challenge consists in 

finding the right combination of different channels to ensure the satisfaction of clients 

and the achievement of value propositions aims. 

Customer relationships 

The customer relationships building block describes the types of relationships a 

company establishes with specific customer segments. These relationships, 

characterized by different degrees of personal or automated involvement, support the 

organisation in reaching specific goals concerning customer behaviour. 

Revenue streams 

The revenue streams building block describes the way a company generates cash 

from each customer segments. As several ways exist, a firm has to identify one or more 

income flows generated by each segment of clients. 

Key resources 

The key resources building block identifies most relevant assets required to 

make a business model work. Resources allow a company to create and offer a value 

proposition, reach markets, keep relationships and generate revenues. Key resources, 

which differ on the basis of business typology, are essential for the whole functioning of 

the organisation. 

Key activities 

The key activities building block describes the most significant actions a 

company has to accomplish to make its business model work. These activities are 

necessary to gain a successful position on the market, by reaching customer segments 

through specific value propositions. 
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Key partnerships 

The key partnerships building block defines the network of suppliers and 

partners, which are critical for the functioning of the business model. Companies 

develop collaborations and alliances to reach successful market positions through the 

collaboration with third parties operating on the market. 

Cost structure 

The cost structure building block identifies all costs incurred to operate a 

business model. The implementation of all blocks mentioned above, generates costs that 

a company has to define in their amount and formality
2
.  

                                                 
2
 Osterwalder A., Pigneur Y., 2010. 
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4. The implementation of the model for a children clothes business 

The Business Model Canvas has been adopted to analyse and reproduce several 

business models operating in Uganda.  

4.1. Description of the business 

More precisely, the first case study considered in this report concerns the 

investigation of a children clothes business. The business model canvas reported in Fig. 

2 represents the definition of a business, which has been realised from the analysis of a 

successful business, managed by Cissy Nadamba. 

The aim of this business model canvas consists in defining and describing the 

successful factors characterising a children clothes business, undertaken by a person 

working 10 hours per day to fully satisfy the customer demand and reaching at least 

revenues for 400,000 Ugandan schillings and approximately profit for 250,000 Ugandan 

schillings in a profitable month. 
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Fig. 2: The business model canvas for children clothes business 

 

4.2. Building blocks description 

Customer segment 

The main customer segment, which is possible to identify is constituted by 

women of different ages, the majority of them are mums, who buy products for their 

children. For this reason, it is conceivable to set that they are the buyers of these goods, 

but not the users, due to the typology of needs satisfied by products. 

Value propositions 

The typology of products and services offered to customers consists in two main 

categories. The former, which is the most relevant and profitable business concerns the 

handmade production of clothes for babies aged between 0 and 3 and for children aged 

between 4 and 10. The production of clothes comprises basic clothes for children and 

school uniforms. The latter consists in realising specific sweaters with the emblem of 

the membership school or in just embroidering that symbol on previous owned 
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sweaters. The entrepreneur also offers hand-made accessories, such as special 

decorations for cribs. Since they need elevated investments in time and labour to be 

prepared, the market price of these products is high and few people have economic 

possibilities to buy them.  

The second service offered for this business is the mending of all kinds of 

clothes, not only for the ones for children. Even if the clothes production allows higher 

profit margins, this additional service could be offered by the entrepreneur to overcome 

a difficult period in term of clients demand and gains. Instead of not producing, she 

might take advantage of her ability in sewing by offering the mending of garments. 

The principal values indistinctly offered to clients through products are high 

quality, performance and reputation, due to the hand-made production process and the 

increased experience.  

On the basis of the different channels adopted for the distribution of products, 

the offered value changes. Low price and product customisation are accessible to local 

people, who have not high income to spend and that choose personally the 

characteristics of products by reaching personally the house of the entrepreneur. On the 

other side, selling products on local markets insures incremental margins of profit. In 

that marketplace, offered products are standard, due to the immediately availability of 

goods to be sold and clients are willing to pay higher prices. 

By considering the typologies of offered values, this business runs in the 

opposite side as it usually does. In this specific case, the lower price is paid for 

customised products, that clients can demand for, by consulting a catalogue at the 

entrepreneur’s workroom. Differently, higher prices are demanded for the same 

products, but not customised on the basis of clients’ requirements. Customisation has 

usually considered as an adding value, for which companies want to be paid more by 

petitioners. 

 Summarising, the value propositions identified for this business are two, due to 

the adoption of two different kinds of channels, which substantially reach the same 

customer segment, but composed by people who have different levels of income to 

spend for those products. 
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Channels 

The entrepreneur sells the products to clients mainly at her house, where she has 

the workroom to produce clothes. Due to the good reputation and the positive word of 

mouth of clients concerning this handmade business, the entrepreneur may benefit form 

several clients, who reach her at home to buy the products. This channel lacks of 

accessibility and visibility that she could compensate with a copious clients demand 

from local people. As mentioned above, the price paid by these customers is not 

elevated due to the poor conditions in which they live. The adoption of this channel is 

considered as a sub-optimal strategy because of the greater margins of profit she could 

collect by selling at the local market.  

The local market is considered a potential channel to be exploited as through it 

the entrepreneur might reach a large number of clients, set higher prices and increase 

the product awareness. In fact, by experimenting the adoption of this channel thanks to 

the support of a collaborator, it is possible to figure out that clients are willing to pay at 

least 7,000 Ugandan schillings for the same product at the local market, instead of 5,000 

Ugandan schillings at home. The most relevant weakness of this channel lies in the high 

cost that the entrepreneur has to support for transportation to reach the market and 

family problems.  

The suggestion consists in verifying whether the higher margins, which are 

possible to collect at the local market, cover the great costs incurred by adopting this 

channel.  

Some potential solutions to solve this weakness are the alternative 

implementation of a direct or indirect method. The former consists in searching for a 

partner to start collaboration with in order to incur in lower prices of transportation due 

to the possibility to share them. The latter always concerns an alliance through which 

the entrepreneur might sell her products, by entrusting the children clothes to a seller, 

who visits local markets frequently. 

Customer relationships 

The customer relationship consists of an entrepreneur’s personal assistance 

towards her clients, due to their consuetude to buy products personally at her house. 

This kind of relationship enforces the personal interaction and gives the possibility to 
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customers to co-create their products on the basis of their requirements and specific 

preferences. 

The high quality of handmade children clothes has promoted the diffusion of a 

positive word of mouth and the products awareness among clients. Therefore, this 

represents a solid basis to make and keep loyal consumers.  

In order to increase the awareness of her business and products, the entrepreneur 

might make business cards to distribute among clients and potential clients to increase 

the consciousness on her handmade activities. 

Revenue streams 

The typology of offered products influences the frequency of clients’ purchases. 

They occur in a repeated way, but not continuously. Mums buy clothes on the basis of 

children’s necessities, due to the scares economic resources they have. Considering the 

biological cycle, an incremental growth from 0 year old babies to 10 year old children 

forces mums to buy new garments until kids become teenagers. For this reason, it is 

reasonable to consider these clients not permanent.  

The flow of revenues is well balanced with the one of costs because of the 

instant payments characterising both statements. In fact, clients who buy children 

clothes instantly pay the entrepreneur for their purchase.  

As mentioned in the description of the business, in a profitable month the 

entrepreneur might collect revenues for 400,000 Ugandan schillings. As profit is 

considered to be about the 2/3 of revenues, it is possible to set that in that favourable 

condition, the rough income for the producer is about 250,000 Ugandan schillings. 

For what concerns the pricing of products, the entrepreneur implements a 

different method on the basis of the adopted channel. Considering sales in the local 

market, situated in urbanised areas, it is possible to identify a product unit price 

established on the basis of the market price. As reported above, in these zones, clients 

are willing to spend more even if the children clothes are standardised. On the contrary, 

considering the local area where the entrepreneur lives and works, the product unit price 

has been established starting from the amount of the product cost plus a mark-up.  
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Key resources 

There are some  relevant resources which let the business start and work 

continuously. This children clothes business requires the full-time presence of the 

producer that works for about 10 hours per day in order to face greatest orders. In this 

situation, the entrepreneur might employ other 2 collaborators, more precisely one for 

production and one for sale, to satisfy the clients’ demand. Most of the times, these 

partners are entrepreneur’s relatives and this lets her pay them a low salary or nothing.  

Raw materials are required to start the production and in this specific business 

the acquisition of fabrics, laces and sewing threads is fundamental. The entrepreneur 

personally buys these resources at the local market, by choosing them on the basis of 

client’s requirements and supplier’s availability.  

Another key resource is the disposal of a workroom, at least between 9 to 12 

square metres, in order to use it as a laboratory and allows the containment of the stock. 

The entrepreneur gets it inside her house, by allocating a room to produce her clothes, 

as shown in Fig. 3. 

Fig. 3: An entrepreneur working in the laboratory. 
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Due to the typology of the activity, the producer needs also at least 2 kinds of 

different machineries. One of these is a common sewing machine and the other one has 

to be more professional to allow the application of decorations. The entrepreneur might 

buy one of these machines and pay an affordable monthly rent for the other one – for 

example – thanks to a granted loan. 

All the key resources mentioned above constitute the initial investment, 

necessary to develop a new business. In this specific case, the amount of this first 

investment is approximately 1 million Ugandan schillings; it considers the workroom, 1 

or 2 machineries, the first stock of fabrics, evaluated about 150,000 Uganda schillings, 

and market costs.  

Key partners 

The network of actors that make the business model working is mainly 

constituted by raw materials and machinery suppliers, microcredit institutions and 

potential collaborators, in order to have a cheaper access to the local market.  

The entrepreneur might receive loans from Wekembe after having followed 

training courses and defined a savings program. These loans are valuable resources, 

especially for entrepreneurs who want to start a business in developing countries where 

financial resources are hard to find and the awareness about that is weak.  

The entrepreneur has to maintain the relation with her machineries suppliers and 

raw materials providers. The latter are selected on the basis of their different availability 

of goods and the entrepreneur almost once per month personally visits them. 

The most critical potential partner concerns the presence of a collaborator, who 

lets to decrease the enormous expense to support selling at the local market. In order to 

share these costs, a partnership with a local seller might be the best solution to adopt. 

This alliance may foster the entrepreneur by dividing the price for the transportation or 

by leaving her products to someone who usually goes to the market.  

Other suggested partners to develop collaborations for the provision of children 

clothes are schools. As the entrepreneur produces school uniforms, she might establish a 

co-operation, in order to ensure ongoing provision to schools. 
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Key activities 

As mentioned above, the entrepreneur chooses the fabric suppliers on the basis 

of her requirements and their availability of goods; then she acquires all the raw 

materials she has to store. 

The homemade production allows clients to customise their products by making 

orders on the basis of some offered prototypes. In fact, the entrepreneur proposes the 

consultation of a catalogue containing pictures of previously made products to show 

customers different productions and facilitate their choice. Therefore, the entrepreneur 

has to collect picture and make the book by updating it with the new productions.  

Afterward, the homemade production occurs in order to satisfy clients’ needs. 

Once the realisation has been ended, the sales process follows. 

Cost structure 

The cost structure of the business has to be minimised. Its amount has to be less 

than the amount of revenues, in order to keep the business sustainable in the long term.  

The cost of raw materials, more precisely fabrics, represents the highest cost 

item for this business. For that reason, 1/3 of revenues covers this expense. The 

occasional salary paid to irregular collaborators does not take part of this quantity, 

because it is informally deducted from the total revenues.  

The transportation costs and relevant costs might be fixed as soon as the local 

market is adopted as an additional channel for the distribution of products. Among fixed 

costs, the machinery fee is paid each month thanks to the granted loan.  

As mentioned for revenues streams, the payment to suppliers occurs instantly 

and it balances the flow of inflows and outflows by ensuring cash stability for the 

business. 
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5. The implementation of the model for a soap making business 

The Business Model Canvas has been adopted to analyse and reproduce several 

business models operating in Uganda.  

5.1. Description of the business 

More precisely, the case study considered in this report concerns the 

investigation of a business regarding a soap manufacturer. 

The business model canvas reported in Fig. 4 represents the definition of a 

business, which has been realised by starting from the analysis of data concerning this 

specific successful business, managed by Imelda Sebutemba.  

Fig. 4: The business model canvas of a soap manufacturing business 

 

The aim of this business model canvas consists in defining and describing the 

successful factors characterising a soap manufacturing business, undertaken by a person 

working 8 hours per day to fully satisfy clients demand and reaching at least monthly 
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revenues for 600,000 Ugandan schillings and profits for 160,000 Ugandan schillings in 

a normal month.  

The manufacturer learnt how to develop the craft in few days and she would be 

glad to teach it to interested people and promising entrepreneurs.  

5.2. Building blocks description 

Customer segments 

Women, who care especially about their own health and their children’s, 

compose the customer segment targeted for this business. In fact, they can be 

considered the buyers of the products, because they purchase soaps also for their kids, 

which on the contrary are considered only users and not buyers. Women purchasing this 

specific natural soap are particularly interested in using genuine and natural products, 

different from soaps sold in supermarkets, which are made of chemical elements not 

suitable for the care of children hygiene.  

This business records about 20 clients each month, who purchase these hand-

made soaps.  

Value propositions 

The main relevant offered product consists in a genuine soap, hand-made 

produced by adopting a natural process and the exploitation of 5 different wild herbs, as 

displayed in Fig.5. Women look for this specific product to benefit from the offered 

value delivered by this soap. Especially, it has gained credibility for its high quality and 

the adoption of just natural elements such as wild herbs, water, oil and Vaseline.  

The manufacturer, who sells her products in local markets, uses simple 

cellophane wrappers to protect soaps. This modest protection is adequate for clients, 

who just visit the market and bring soaps to their own houses, without experiencing the 

necessity to protect more their purchases. On the contrary, if products were sold at 

supermarkets, they would require a more durable and attractive packaging. In fact, the 

manufacturer, who is evaluating the idea to also adopt this distribution channel, is 

projecting a specific wrapper to protect soaps. The adoption of different channels 
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imposes the implementation of specific devices, in order to face with the different 

characteristics concerning these networks. 

The entrepreneur might consider the opportunity to offer some complementary 

products to sell due to the time required to produce the soap. In fact, it takes about one 

week to complete the process and during this period she might employ her time to 

produce manually other goods or resell matching goods.  

Fig. 5: Natural herb soaps 

 

Channels 

The entrepreneur visits local markets each week in order to sell her products and 

this is considered the main channel used to deliver products. Due to frequent local 

market displacements, consumers have difficulties to know selling dates and buy 

homemade soaps. In fact, she would open a shop to allow people to visit her whenever 

they need although it is an excessive investment for her.  

Therefore, another potential channel she might exploit to sell products is her 

house, more precisely the same building where she produces. In fact, she might start 

selling at her workroom, in order to increase the opportunities of purchase for clients.  
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Another channel the manufacturer adopts is the retailer channel, whose demand 

is at least more than 10 units each order; for the producer is better to receive a call to 

order these quantities in advance, due to the not instantaneous production process. 

The entrepreneur might evaluate the opportunity to enter the supermarkets with 

her products, in order to increase clients’ awareness about them and improve profits. As 

shown in Fig. 6, this choice requires the adoption of a specific packaging to protect 

soaps and the acquisition of a new machine to automate the production and realise 

greater quantities of goods. This chance allows her to take advantage of profitable 

opportunities, but previously she has to develop the packaging prototype and find 

resources to dispose a machinery to make further soaps with different shapes.  

Fig. 6: Soap packaging for supermarket 

 

Customer relationships 

The adoptions of the local market as the main channel to sell products lets the 

entrepreneur keep a personal relationship with clients. This typology of assistance 

allows customers to benefit from a more informal and careful delivered service. This 
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relationship strengths the loyalty of clients and promotes a good product awareness, 

which stimulates a positive word of mouth.  

In order to foster the business among clients and potential consumers, the 

manufacturer distributes business cards at local markets and in areas close to her house. 

In Fig. 7, a business card concerning the business is shown.  

Fig. 7: A business card 

 

These cards allow increase the visibility of the business, in order to overcome 

the trouble people has to find her. Despite this weakness, this business benefits from a 

good number of clients. They personally look for these high quality products, which are 

the only ones offered and resold in the area. The lack of competitors presupposes the 

presence of a high potential market in terms of purchases and this needs to be exploited 

by increasing the presence in the area and the distribution through supermarkets.  

Revenue streams 

The typology of offered products characterises a repeated purchase from clients, 

even if they are not so frequent due to the big shape of soap and its low level of wear.  

Considering the local market as the main distribution channel, the unit price for 

soap is 2,000 Ugandan schillings. The unit price of soap is established on the basis of 

product costs necessary to support during the production. Each week, the sold soaps in 

average are 75, which in the whole month result to be about 300 sold pieces and with a 

daily average purchase of 3 pieces. Due to these data, the total monthly revenues she 
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collects are about 600,000 Ugandan schillings. By deducting total monthly costs, the 

rough monthly profit resulting from this business is 200,000 Uganda schillings. 

On the other side, by considering the possibility to sell through supermarkets, 

the unit price for soap might be higher and ensure incremental profits each month.  

Key resources 

Key resources are necessary to let the business work. The presence of the 

manufacturer is essential to start the business, because the continuity of the activity is 

mainly ensured by the full presence of the entrepreneur. Moreover, the collaboration of 

another part-time employee is required to collect wild herbs and ensure their availability 

for the monthly production.  

Raw materials are the essential elements to produce natural soaps. Among these 

elements it is possible to identify 5 different local wild herbs with healing properties, 

water, oil and Vaseline. The manufacturer employs one part-time collaborator to collect 

these herbs, because of their lack of availability in the neighbourhood and the specific 

required typology. No chemical elements are added during the production process, in 

order to ensure the genuineness of offered goods.   

Facilities are also necessary to support the production process. The manufacturer 

needs a workroom, also obtainable inside the house, with the provision of a mortar to 

press herbs, a bucket to mix all the elements and moulds above which it is necessary to 

deposit soap until its drying. The producer may invest approximately 2,5 million 

Ugandan schillings to buy a new machinery to increase the production and make soaps 

with different shapes, in order to be more attractive on the market. This amount of 

investment is too high and instead investing money for that, she could also open a shop 

in a busier area. 

The initial investment required to dispose of all the instruments to start the 

business consists of about 5 million Ugandan schillings.  

Key partners 

This soap manufacturing business does not require the presence of specific 

partners, but the most relevant one consists in microcredit institutions, which supports 

the manufacturer with granted loans.  
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Key activities 

The first most relevant activity to let the business work consists in the herbs 

collection, as displayed in Fig. 8.  

Fig. 8: An entrepreneur places herbs 

 

 

This provision is possible to be done at local markets and in forests, where 

collaborators go and visit to find out the specific 5 required herbs, once or twice per 

month. As mentioned before, in order to make soaps with healing properties, it is 

required to use specific herbs, which are not very common to find in the area close to 

the manufacturer’s house. 

After this collection, the manufactures disposes herbs under the sun for the 

whole day, in order to make them dried. This process has to last no more than one day 

otherwise the herb properties will be lost. Subsequently, the producer puts the dried 

herbs inside her house, sheltered from light, and later she starts to break them by hand 

and reduce them in powder with the adoption of the mortar. After the mixture is ready, 
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she adds water and oil, and works the mixture in order to make it dense enough to be 

disposed in the mould.  

The amalgam needs to lie in this mould for at least one week before the soap is 

ready to be cut and prepared for selling. 

Cost structure 

To let the business be sustainable in the long term, it has to be well balanced 

with revenues streams.  

The cost structure of this business is characterised by variable and fixed costs, 

for a total amount of about 400,000 Ugandan schillings per month. Total fixed expenses 

comprise the workroom cost, which is low because it is owned by the manufacturer, and 

the salary of the collaborator, who helps her to collect herbs. This salary is about 40,000 

Uganda schillings per person, each month.  

Considering variable costs, the most relevant items are raw materials. In fact, 

these fundamental elements are collected on the basis of their natural availability in 

forests and on the basis also of clients’ orders. The cost approximation for one month is 

about 200,000 Ugandan schillings.  

The last cost item, not less relevant than the other costs, is transportation. The 

entrepreneur supports costs to reach local markets to buy raw materials and sell finished 

products. This variable amount of item is about 160,000 Ugandan schillings per month.  

In order to evaluate the sustainability of the business and by considering the 

employment of one collaborators to fully satisfy the clients’ demand and collect 

required herbs, it is possible to set that the soap manufacturing business has good 

opportunities to survive and improve with a profit of about 200,000 Uganda schillings, 

per month.  
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6. The implementation of the model for a groundnut products 

business 

The Business Model Canvas has been adopted to analyse and reproduce several 

business models operating in Uganda. 

6.1. Description of the business 

More precisely, the case study considered in this report concerns the 

investigation of a business regarding a groundnuts product manufacturer. 

The business model canvas reported in Fig. 9 represents the definition of a 

business, which has been realised by starting from the analysis of data concerning this 

specific successful business, managed by a peanut products producer. 

The aim of this business model canvas consists in defining and describing the 

successful factors characterising a peanut products business, undertaken principally by a 

person, supported by her relatives and reaching at least annual revenues for 24 millions 

Ugandan schillings and profits for 6,5 millions Ugandan schillings in a normal year. 
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Fig. 9: The business model canvas of a peanut product business 

 

In 2012, the producer started this business thanks to an initial investment. 

Subsequently, Wekembe microcredit institution gave her loans for about 500,000 

Ugandan schillings to enlarge the activity and promote her business. 

6.2. Building blocks description 

Customer segments 

The customer segment, which is possible to identify is composed by different 

kinds of people, with dissimilar ages and gender. In fact, the mass market is the 

reference group to which this business delivers products. Clients are also the users of 

these products, but it is necessary to consider also all people for whom others buy. In 

fact, some people purchase products for all the components of the family, especially for 

children, who are considered users and not buyers in this business.  

In order to be more accurate, customers can be separated in loyal and new 

clients. The former are people who frequently buy peanut products, because they know 

these products and their properties. In fact, loyal clients prefer to eat more genuine 
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product by purchasing natural handmade products, instead of buying commercial 

products at the supermarket. The latter represents a great potential for this business 

because peanut products are widely consumed among common people, due to their 

nutritional properties and the intense flavour. In fact, the potential for enlarging the 

business is great due to the difficulty to satisfy all the monthly clients demand. 

Value propositions 

This specific business offers two kinds of products, realised by using the same 

basic element, which is the peanut. In fact, the entrepreneur produces the groundnut 

powder and the peanut butter, as displayed in Fig. 10. These products are widely 

consumed by people in these areas and purchases are recurrent. The handmade 

production of these goods confers on them a special value in term of quality and 

genuineness. The adoption of few and natural ingredients allow to produce healthier 

products than the ones resold by supermarkets. These commercial goods, made by using 

chemical elements, do not produce the same intense favour because of the alteration of 

peanut naturalness. 

The entrepreneur adopts a traditional process to transform her raw materials in 

final products. This is considered a major value for customers, who prefer to pay a 

higher price for more genuine products, compared to commercial products sold by large 

retailers.  
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Fig. 10: Groundnut powder 

 

Channels 

The products mentioned above are delivered through several channels such as 

the entrepreneur’s house, restaurants, supermarkets and direct sales to hospitalised 

people.  

The entrepreneur’s house is the place where also the production occurs and this 

is mostly frequented by loyal clients and village people, who has good product 

awareness and who want also benefit from special discounts on the final price. More 

precisely, the selling price is standard for all the adopted channels. The price adopted 

for restaurants and supermarkets is the same applied to common customers. In this case, 

the entrepreneur might yield small discounts to local people, in order to promote their 

support, especially in feeding.  

Groundnut powder and peanut butter purchased by restaurants ensures a weekly 

demand of 36 kilograms for both products. 

The amount of products demanded by supermarkets is about 40 kilograms every 

2 weeks and 5 kilograms for hospitalised clients each week.  

Customer relationships 

Considering the house as the major adopted channel to deliver products and the 

direct contact with hospitalised people, the customer relationship that emerges is 

characterised by personal assistance. This confidential state allows the entrepreneur to 

keep and grow a sustainable relationship with her clients. In this way, the manufacturer 
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may better understand also clients’ requirements and preferences, in order to adapt the 

products to specific desires.  

On the other side, the adoption of restaurants and supermarkets does not allow 

the entrepreneur to keep a personal relationship with the final clients. This situation may 

incur in some difficulties, due to the lack of control that the entrepreneur exerts on the 

distribution channel. In this specific business, as the potential demand is high and the 

presence of competitors is almost absent, the risk to be overcome from other producers 

is low. In fact, restaurants and supermarkets may not have reasons to promote 

competitors’ products instead of the considered ones, also for the high quality 

characterising these peanut goods.  

Revenues streams 

As mentioned above, the purchases of groundnut powder and peanut butter are 

extremely frequent. These commodities have standard selling prices although several 

channels sell them. The pricing is mainly based on product costs, such as expenses for 

raw materials, the packaging, the transportation and labour. 

Each week, clients demand maximum about 100 kilograms of products and in 

average 70/80 kilograms.  

By considering weekly revenues for groundnut powder around 230,000 Ugandan 

schillings and its unit price at 5,000 Uganda schillings, it is possible to figure out 46 

kilograms as the total weekly requested amount. Moreover, as weekly profit for this 

product is 1,800 Ugandan schillings and considering 50 weeks in the whole year, the 

annual profit for groundnut powder is about 4 millions Ugandan schillings and annual 

revenues about 11,5 millions Ugandan schillings.  

On the other side, weekly revenues for peanut butter are nearby 250,000 

Ugandan schillings and its unit price at 10,000 Ugandan schillings. This leads to 

identify 25 kilograms of products sold each week. As the weekly profit for peanut butter 

is about 2,000 Ugandan schillings, it is possible to set an annual profit of 2,5 millions 

Ugandan schilling, by considering 50 weeks in the whole year; annual total revenues are 

round 12,5 millions Ugandan schillings.  

As it is possible to induce from data reported above, the peanut butter ensures 

smaller profit margins than groundnut powder because the former has higher realisation 
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costs to support. Due to the typology of the product, it requires a more expensive 

packaging, such as a glass jar with label and the implementation of more ingredients. 

Almost all clients pay instantaneously for their purchases and just few of them 

demand for delays in payment.  

Key resources 

The realisation and continuity of this business requires at least one person, who 

works in average 8 hours each day. In order to fully satisfy customer demand in most 

profitable months, the entrepreneur may employ some relatives to help her in 

developing some critical activities. By adopting this solution, she will save incremental 

labour costs by offering insignificant recognitions to these collaborators. 

Raw materials are essential to start the homemade production of peanuts 

products; among these components it is possible to identify peanuts, oil and sesame.  

The entrepreneur principally works at home, where she might use a room to 

realise her laboratory and save financial resources to invest. In this workroom, it is 

necessary to dispose of some working tools, such as 2 mortars, one sieve and a packing 

machine, as displayed in Fig. 11 and Fig. 12.  

The initial investment required is about of 20,000 Ugandan schillings, in order to 

buy some basic raw materials and fundamental tools to start the production. Microcredit 

institution can support the business by granting loans to promote a good activity and 

ensure its sustainability or growth.  
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Fig. 11: The mortars 

 

Fig. 12: The packing machine 
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Key partners 

As mentioned above, in order to fully satisfy clients demand, the entrepreneur 

might ask the help of her relatives to develop some activities. By doing that, she will 

save labour costs and deal with uncertainties, which occur without regularity.  

As peanuts are the fundamental elements to realise products, the entrepreneur 

keeps continuous relationships with peanuts suppliers, in order to ensure an incessantly 

availability to make the production sustainable in the long term. 

Microcredit institutions let the business start and benefit from granted loans, 

necessary to enlarge the activity and support the entrepreneur during periods of limited 

cash availability. This is important, also because loans are used not only to ensure 

continuity in the production, but entrepreneurs also support their family by buying basic 

commodities.  

Collaborators, who let the entrepreneur outsource some phases related to peanut 

butter production, represent the most relevant partners for this kind of business. In fact, 

the realisation of peanut butter requires a specific machine, which is considered too 

expensive for the entrepreneur to invest in. This specific tool is necessary to be adopted 

at the beginning of the production process. The outsourcing allows the manufacturer to 

press peanuts until it reaches the right consistency to start the production of butter, by 

adding oil and sesame. This collaboration results to be extremely important because the 

entire process of pressure lasts the whole day and the entrepreneur has to rely on the 

availability of these partners. 

Key activities 

The production process starts with the provision of peanuts from suppliers, to 

ensure the right amount of raw materials to satisfy the clients’ demand.  

Considering the two typologies of the products produced, the process of 

realisation is quite different. By considering the groundnut powder, the entrepreneur 

personally presses the peanuts in mortars until they become powder, as represented in 

Fig. 13. This process requires high physical energy because the beating of peanuts lasts 

for long and it is a manual activity. After having produced this grind, maximum 25 

kilograms per day, the entrepreneur sieves it with the specific tool, as displayed in Fig. 
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14. Subsequently, the sieved powder is packed in specific plastic bags and it is ready to 

be sold to the final client.  

Fig. 13: The manual pressure of peanuts 

 

 

 

 

 

 

 

 

 

 

Fig. 14: The powder sieving 

 

 

 

 

 

 

 

 

 

By considering peanut butter production, after the peanuts provision, the 

entrepreneur has to outsource the roasting and the machining of these nuts, in order to 

obtain the prepared to start the production of butter. Afterward, the entrepreneur 
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personally adds sesame and oil to this grind and manually works the mixture until it 

become creamy. The maximum daily butter production is about 20 kilograms. 

After the handmade production, the products need to be packed before starting 

the selling process. The packaging is different for both products, due to their 

consistency. The plastic bag is enough to protect groundnut power, but the adoption of a 

glass jar. 

Once the product is packed, it is ready to be sold to different distribution 

channels.  

Cost structure 

This business is characterised by instant payments by the entrepreneur to 

peanuts suppliers.  

By considering the unit selling price and profits for each kilogram for groundnut 

powder, it is possible to figure out the amount of cost necessary to support the 

realisation of the product, which is about 3,200 Ugandan schillings. This sum comprises 

costs for raw materials and packaging. By considering monthly costs, the total amount 

is about 150,000 Ugandan schillings. The price for plastic bags to pack almost 20 

kilograms of powder is 3,000 Ugandan schillings. 

The unit cost incurred to realise butter is higher than the one concerning the 

groundnut powder. In fact, by deducing the profit for kilogram from the unit-selling 

price it is possible to figure out a unit cost of 8,000 Ugandan schillings that results to be 

nearby 200,000 Ugandan schillings per week. As mentioned at the beginning, this 

greater amount occurs for the higher costs for packaging and additional outsourcing 

activities. The mincing at partners costs about 100 Ugandan schillings per kilogram.  

The other costs supported to realise the activity concern both mortars, each at 

3,000 Ugandan schillings, and the packing machine at 80,000 Ugandan schillings. 

These depreciations are not considered in the identification of cost items for each 

product. The same treatment occurs also for the entrepreneur labour salary, which is 

included in the amount of revenues.  
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7. The implementation of the model for an agribusiness 

The Business Model Canvas has been adopted to analyse and reproduce several 

business models operating in Uganda. 

7.1. Description of the business 

More precisely, the case study considered in this report concerns an agribusiness 

producing sweet potatoes, sugar cane, corn and peas. 

The business model canvas reported in Fig. 15 represents the definition of a 

business, which has been realised from the analysis of a successful business, managed 

by Cacoda Poe. 

The aim of this business model canvas consists in defining and describing the 

successful factors characterising an agribusiness, started in 2002 thanks to the granted 

loans of Wekembe of about 200,000 Ugandan schillings. Actually, the entrepreneur has 

received the fifth loan for 1 million Ugandan schillings. The business is undertaken 

principally by a person, supported by his relatives and reaching at least annual revenues 

for 8 millions Ugandan schillings and profits for 5 millions Ugandan schillings in a 

normal year. 

7.2. Building blocks description 

Customer segments 

The customer segment identified for this agribusiness is the mass market, 

because the clients of these crops are common village people, not discriminated by ages, 

gender and occupation. Buyers are considered also users, but it is necessary to consider 

also some users, as children, who do not personally buy these products but consume 

them.  

Among this mass-market segment, loyal and new clients are identified. In 

particular, loyal clients are consumers who personally buy products at farmer’s home 

because they have good product awareness and they usually purchase frequently.  
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This business has a good potential for growth, due to the typology of the 

products sold, which are bought for daily sustenance by common people. Moreover, 

some seasons, important clients purchase the whole crops.  

Fig. 15: The business model canvas of an agribusiness 

 

Value propositions 

The agribusiness concerns the production of sweet potatoes, sugar cane, corn 

and peas. The production of peas realise an insignificant amount compared to other 

cultures. All these crops occur twice per year, so every 2 seasons the farmers has to 

harvest them.  

The personal commitment in the cultivation of these products and the adoption 

of natural processes allow the farmer to be reached by village people for the high 

quality of his crops. In fact, the facility and land location of the farmer are not in an 

easy area to be reached, because of the disconnected roads and the low visibility.  

Clients buy these products thanks to their quite great availability and for the 

excellence of their production process.  
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Channels 

As mentioned before, most of the purchases occur at farmer’s house, due to the 

difficulty to reach local markets. Loyal clients, who have a good awareness of this 

business, reach him at his property and purchase products by paying instantaneously.  

The local market is a potential channel, which might be adopted by the 

entrepreneur to increase sales and establish a higher price. The most important 

weakness concerns the greater costs the farmer has to support in order to reach local 

markets. In fact, the farmer might evaluate if the higher profit margins ensured by 

purchases at local markets, thoroughly cover the high costs necessary to reach 

neighbouring areas. On the contrary, the entrepreneur may develop collaborations with 

one or more partners, who usually reach local market to share the expenses. The 

difficulty in roads access and the high costs in transportation constitute a limit for 

people who want to reach local markets to purchase products.  

Customer relationships 

Personal assistance to all clients is ensured during the purchase process. 

Customers directly interact with the farmer, who is also the seller of crops, and in this 

way they can keep an informal way of communication. People can ask information 

about products and they can also assist to the harvesting, in order to control the 

naturalness of the process. The direct contact strengths the continuity of the 

relationships among producer and clients and this ensures a better satisfaction of 

customer needs over the long term.  

The farmer might ensure this way of interaction also at local markets through a 

direct control of the selling process. Otherwise, if the farmer assigns the task to a 

collaborator, he will ensure about the carefulness and the interest this person express 

towards purchasers, in order to increase the number of relationships to keep and grow.  

Revenue streams 

As mentioned above, clients pay instantaneously for their purchases. In average, 

by considering crops realised at the single season, it is possible to identify a production 

of sweet potatoes and corn for 2,500 kilograms each and the production of sugar cane 
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for about 3,000 kilograms. These crops ensure annual revenues nearby 8 millions 

Ugandan schillings and profit about 5 millions Ugandan schillings. 

Approximately, the unit-selling price for each kilogram of product is around 500 

Ugandan schillings. As reported above, the unit-selling price established for local 

market might ensure higher profit margins because clients who purchase in those areas 

have a higher purchasing power and more financial resources to spend.  

Key resources 

The agribusiness needs the continuous commitment of at least 2 or 3 people who 

work full time on the land, due to the numerous activities to develop and physical 

efforts required to better run the business. The additional collaborators necessary to 

support the entrepreneur in his activities might be components of his family. By doing 

this, the farmer will save additional labour costs instead of paying salaries and give 

them the essential sustainment such as food and beverage.  

Seeds and a 4 hectares land are required to ensure the quantity of crops 

mentioned above. The farmer also needs a small facility to use to storage the products 

he harvests, before the selling to final clients. During some seasons, clients purchase the 

entire crops and in these situations the storehouse might not be useful. Most of the time, 

clients do not buy the whole crops and the warehouse is necessary to storage products 

between the harvesting and the selling.  

Microcredit institutions ensure granted loans to entrepreneurs to allow them to 

start their business and promote their enlargement. In this specific business, financial 

resources are required to ensure its sustainability because the inflows and outflows 

occur in different moments. More precisely, the payments for seeds and land occur at 

the beginning of the season, in order to allow the farmer to start the cultivation of 

products. During all the season, he has to survive thanks to personal savings or granted 

loans of microcredit institutions. The revenues occur at the end of the season, after the 

harvesting and the selling of products. This is the moment in which the entrepreneur 

receive inflow from his activity. For this reason, the availability of cash for the farmer is 

necessary to let him work and his family survive.  

Beyond the risk that the entrepreneur has to support between the disbursement 

for suppliers and the receiving of payments, there is the threat to lose the whole crops 
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due to disasters, such as violent storms or aggressive parasites. In order to face these 

ruinous losses, the farmers might secure the business by paying a micro-insurance, 

which could ensure him not to lose the entire revenues for that season.  

Key partners 

In order to overcome the problem concerning the different periods of time the 

entrepreneur makes and receives payments, the sustenance from microcredit institutions 

is essential. These partners help entrepreneurial people in developing countries to 

dispose of all necessities to keep their activities sustainable in the long term and support 

them in the promotion of their business.  

As mentioned above, every 2 seasons the farmer has to seed to let the crop grow. 

This necessary activity requires the provision of seeds from specific suppliers. To allow 

the continuity of the agricultural process, it is necessary to keep long and strong 

relationships with them, also to benefit from a trustworthy relation.  

Other important partners are collaborators useful to share high costs associated 

to local market selling activity. Due to the incapacity to support all the additional 

expenses to adopt another distribution channel, the entrepreneur has to find 

collaborators willing to share these kind of costs.  

Key activities 

Each season the new production process starts. The first activity consists in 

sowing seeds of sweet potatoes, sugar cane, corn and peas. After their growth, the 

farmer proceeds with the harvesting, as displayed for sweet potatoes in Fig. 16.  

Before the seeding and after the harvesting, the land needs maintenance. The 

farmer has to move, fertilise and irrigate the land in order to promote again the rise of 

mineral salts and fruitful crops. The business concerning land-working activities 

requires continuous commitment in property conservation in order to ensure unceasing 

harvests.  

Finally, the process ends with the sale of all products harvested by the farmer 

and his employees.  
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Fig. 16: The harvesting of sweet potatoes 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Cost structure 

The main cost item for this business is the one concerning the provision of 

seeds. This expense consists in 1,5 millions Ugandan schillings per season and 3 million 

Ugandan schillings for the annual provision. 

Each year, the entrepreneur pays about 10,000 Ugandan schillings for renting 

the 4 hectares land. This amount is considered insignificant compared to the whole 

amount of costs that incur in one normal year.  

Moreover, labour costs, as the entrepreneur salary, are not counted in the cost 

structure due to their variable amounts and difficulty in counting it for the farmer. For 

this reason, it is necessary to consider salaries as part of revenues.  

As mentioned before, the outflow for raw materials has to be compensated by 

liquidity in order to overcome not profitable months, between the beginning and the end 

of each season.  
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8. The implementation of the model for a supermarket 

The Business Model Canvas has been adopted to analyse and reproduce several 

business models operating in Uganda. 

8.1. Description of the business 

More precisely, the case study considered in this report concerns the 

investigation of a business regarding a service deliver as the supermarket.  

The business model canvas reported in Fig. 17 represents the definition of a 

business, which has been realised by starting from the analysis of data concerning this 

specific successful business, managed by Luteete Josephine. 

The aim of this business model canvas consists in defining and describing the 

successful factors characterising a supermarket, started in 2011 thanks to the first 

granted loan of Wekembe of about 1 million Ugandan schillings. Actually, the 

entrepreneur has received the second loan for 1 million Ugandan schillings. Principally 

the entrepreneur, supported by 5 part-time employees or 2 full-time collaborators, 

undertakes this business. She reaches at least monthly revenues for 15 millions 

Ugandan schillings and profits for 2,5 millions Ugandan schillings in a month. 

The entrepreneur started this business by adopting a small shop. Due to the good 

performance obtained during the first years, she enlarged her business by building a 

bigger shop, close to the capital city Kampala, thanks to the financial sustainability from 

microcredit institutions. The potential for this business is good, but it is necessary to be 

competitive due to the presence of other 5 supermarkets in the same area. 

8.2. Building blocks description 

Customer segments 

 Clients who purchase at the supermarket are considered composing the 

mass market. The typology of products sold by the supermarket is wide and very 

different and this leads several varieties of people to buy common goods there. Buyers 

are considered also users, but this is not assured, because of the wide-ranging purchases 

a person usually performs in supermarkets. In fact, some clients buy products only for 
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the sustainability of their children and others to satisfy the necessities of the whole 

family.  

The potential for this business is good, due to the presence of copious loyal 

clients who purchase regularly and new customers who change the supermarket where 

to buy at or experiment this way to shop for the first time.  

The good accessibility of the shop in the area of the capital city Kampala, 

ensures frequent visitors and regular purchases by people with good purchasing power. 

Fig. 17: The business model canvas of a supermarket 

 

Value propositions 

The supermarket sells a wide variety of commodities necessary for everybody in 

their daily lives.  Among these products it is possible to find primarily food and 

beverage in different assortments, detergents to clean house and clothes and products 

for the personal hygiene. Obviously, due to the greatness of the supermarket, it is 

possible also to find essential accessories for cooking and cleaning, such as kitchen 
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utensils, basins and mops. Some of these commodities are displayed below in Fig. 18, 

19 and 20. 

Fig. 18: Supermarket commodities 

   

 

 

 

 

 

Fig. 19: Supermarket commodities (2) 
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Fig. 20: Supermarket commodities (3) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The offered value to customers consists in the presence of high quality products 

at convenient prices. In fact, the supermarket has to keep prices equal or lower than 

competitors’ charges in order to retain loyal clients and attract new ones. The wide offer 

of commodities ensures good accessibility, especially to products that are not usual to 

find in small areas or villages. The huge size of the shop lets the entrepreneur sell some 

kinds of product in many varieties. As shown in the pictures above, the organisation of 

goods is accurate and coherent on the basis of complementary products, to stimulate the 

purchase and facilitate the finding of products for the final client. 

Channels 

The distribution of products occurs through a big shop, owned by the 

entrepreneur. She might begin the business by renting a small shop by using the loans 

received from microcredit institutions. If the business works well, the entrepreneur may 

think to buy the shop and enlarge her activity in the future. 
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The adoption of this channel is the most suitable for this business, due to the 

wide variety of products it is able to contain in a coherent order and the frequent flow of 

clients who visit the supermarket. Moreover, distributing products through a central 

shop ensures a good visibility and accessibility to all customers.  

Customer relationships 

The customer relationship developed with final clients is based on personal 

assistance through the service delivered by employees. In fact, the presence of 

collaborators inside the supermarkets allows consumers to ask for some information, 

receive suggestions about the adoption of goods and ask for restocking some missed 

commodities on the shelves. The ensured assistance from employees guarantees clients 

reassurance and promotes their visits to the supermarkets. It is important to keep 

personal relationships with clients, especially during the delivery of services. 

The entrepreneurs might adopt some advertisement devices in order to promote 

the awareness of the shop among clients. One of these strategies consists in wearing a 

uniform, i.e. a t-shirt, with the name of the shop and its address written on the back. 

Employees, who wear this uniform during their working time, promote also the 

consciousness of the shop. An example of this advertisement is displayed in Fig. 21. 

Fig. 21: The uniform with the supermarket generality 
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Revenue streams 

Due to the frequency in purchases and the abundance in offered goods, the 

supermarket records high monthly revenues. The pricing of products consists in adding 

a 20% mark-up on each unit product cost; this method is substantially based on goods 

expenses as the starting item to identify the unit-selling price.  

The entrepreneur’s account profits for nearby 2,5 millions Ugandan schillings 

each month. Considering fixed costs around 540,000 Ugandan schillings and the 20% of 

mark-up mentioned above, it is possible to approximately figure out monthly revenues 

for 15 millions Ugandan schillings.  

The monthly profit amount comprises also the entrepreneur’s salary and the 

monthly depreciation of the shop that is not considered in the monthly cost analysis.   

Key resources 

The business requires the presence of the entrepreneur to manage most 

important decisions about the direction of the shop and run the entire activity coherently 

and synergistically. Furthermore, the employment of 5 part-time collaborators or 

alternatively 2 full-time employees is necessary to develop all the activities concerning 

the storage, the disposal of products on the shelves and client assistance. 

A shop is required to have enough space to show all commodities. More 

precisely, the supermarket should have size between 40 to 60 square metres and more 

central is its location respect to the city centre and more the accessibility is ensured.  

The stock of commodities is necessary to start the business and ensure the 

continuous availability of products to clients. Due to the frequent purchases, the 

refurnish of products in the warehouse and on the shelves is a prerequisite for this 

business. 

The initial investment is necessary for the entrepreneur, especially to build the 

shop. For instance, to build a shop with the size mentioned above, it requires nearby 50 

millions Ugandan schillings. Beyond the venture for facility, a consistent investment 

has to be spent to buy the first stock of products to equip the shop. Microcredit 

institutions might provide this amount of financial resources in order to stimulate 

entrepreneurial activities in poor areas. 
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Key partners 

The main important partners to keep relationships with are commodities 

suppliers. The entrepreneur has to sustain relationships with almost 5 different suppliers 

in order to ensure wide variety of products that needs to be provided all the weeks. 

These suppliers might be present in the area close to the supermarket and this will 

facilitate the personal visit of the entrepreneur to make orders, at least twice a week.  

As mentioned above, microcredit institutions are fundamental partners who 

ensure the financial resources and strategic suggestions in the preparatory steps to let 

the business start. Moreover, these organisations continue to support the entrepreneurs 

during the first years, in order to allow them to collect savings to self-finance the 

business in the future.  

Key activities 

Several activities are necessary to let the supermarkets work efficiently and with 

effectiveness. The entrepreneur has to be incessantly updated about suppliers’ offers in 

order to satisfy all clients’ requests and stimulate their purchases. As the supermarket 

delivers products to mass markets and due to the extent of this segment, the 

entrepreneur should push some new products with higher prices or be more aggressive 

than competitors to understand customers’ behaviour in specific situations.  

The updating activity occurs also when the entrepreneur personally visit 

suppliers to order new stock. The continuous availability of stock inside the shop 

represents one of the most important offered values to clients, who preferably purchase 

all needed goods in one single moment.  

After the visit, the order and the procurement of products occur. The 

entrepreneur negotiates the price of the provision and pays instantaneously the total 

amount of the expenditure.  

Once the merchandise reaches the warehouse of the supermarket, employees 

dispose goods on the shelves with respectively tags with prices and promotions 

displayed on. They also manage delays in deliveries and collect post sales information 

to share with the entrepreneur, in order to keep them in consideration for next orders.  

The product selling ends the circle of activity characterising the realisation of 

this business. The commodities sale occurs inside the shop during opening hours; a high 
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service is always ensured to clients thanks to the unceasing assistance ensure by 

employees.  

Cost structure 

The cost structure of this business mainly considers fixed expenses, such as the 

employees’ salary and the costs incurred for transportation to visit suppliers 4 times 

each month. In fact, each employee receives a salary that might range between 60,000 

and 150,000 Ugandan schillings. In order to make an approximation about the monthly 

total amount of costs the supermarket has to support, it is possible to set an average 

salary of about 500,000 Ugandan schilling paid for all the employees.   

Furthermore, the entrepreneur, who visits the suppliers 4 times each month, has 

to pay nearby 40,000 Ugandan schillings for transportation.  

Considering the total monthly revenues figured out above in the report and the 

amounts of profit and costs incurred each month, it is possible to evaluate the total 

expenses the entrepreneur pays for the whole provision. In fact, she spends about 12 

millions Uganda schillings each month to ensure the availability of products on the 

shelves of her supermarket.  


