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experiences from different countries
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GTZ household Energy Programme HERA

Development of household energy (HE) concepts
Knowledge management
Networking between all 14 bilateral HE projects of GTZ 
Experience and information exchange 
Alliances with international partners
Lobbying at national, regional and international level

Supporting implementation of Dutch-German Partnership 
“Energising Development”
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Energising Development – Access to Household Energy

Bolivia
1,000 stoves
5,000 people

Nicaragua
550 stoves

4,125 people

Senegal
3,380 stoves

16,935 people

Mali
5,360 stoves

32,160 people

Burkina Faso
7,500 stoves

45,000 people

Benin
12,625 stoves
25,250 people

Honduras
2,500 stoves

12,750 people

Ethiopia
100,000 stoves
500,000 people

Kenya
36,800 stoves
184,000 people

Uganda
220,000 stoves
1,100,000 people

SADC
Malawi, Tanzania, Zambia, Mozambique
23,000 stoves
115,000 people
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Scaling up Household Energy 

enabling
fuel switch

increased and sustainable access to modern cooking energy

scaling up
of 

improved
cooking

technologies
(e.g. stoves) 

increasing
sustainable

cooking
fuel

supply

policy & strategy development
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increased use of improved biomass stoves

stove quality
control

stove promotion

technical and 
business training

stove technology 
development

more stoves
on the market

more knowledge
& awareness

integrating
household energy

public relations

awareness
raising campaigns

market- & 
customer survey

stove producers
& sales persons

customers & 
stove users

www.gtz.de/hera

focus
on

How to achieve 
scaling up of 

improved 
technologies 

on a commercial 
basis?

Scaling up Household Energy (cont.)
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Marketing – What is it about?

5 Ps
Product 
Price
Place
Promotion
However People are at the heart of stove marketing – users and producers

Marketing is getting 
- the right stove 
- to the target users 
- in the right quantity/quality/price 
- in the right place at the right time 
- and with each business person in the marketing chain making a 

fair profit (not the project)
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… the right stove …

acc. to experience: 

improved Stoves have to be: - efficient (min. 40% fuel saving) 
- clean burning
- adapted to local needs and habits
- convenient for the cook 
- attractive and modern
- affordable for target income group!!!
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15 USD

200 USD50 USD 80 USD 50-100 USD

... e.g. ProBEC stoves in Malawi ...

30 USD

300 USD

20 USD1 USD 8 USD
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… to the target users ...

Who is the target group? Are our customers the same as the users?
Ability and willingness to pay 

What are they demanding? Needs, requirements, habits, …

What are aspirational factors? Trends, fashion, modernity, …

Market- and customer analyse help to develop a clear picture about the target 
group and potential costumers.
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OPPORTUNITY     ABILITY MOTIVATION

POPULATION CHARACTERISTICS!

Availability

Brand 
Attributes

Willingness 
to pay

Outcome 
expectation

BeliefAttitudes

Intentions

Subjective 
norm

Self 
Efficacy

Social 
Support

Knowledge

Social 
Norm

Quality of 
Care

Brand 
Appeal

… to the target users – behavious change ...

is institutional or structural 
factors that influence an 

individual’s chance to perform 
a promoted behavior

is an individual’s skills or 
proficiencies needed to 

perform a promoted behavior

is an individual’s desire 
to perform a promoted 

behavior
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... in the right quantity, quality and price ...

To be considered
• production capacity
• quality factors of stoves, warranties, quality control, quality 

standards, logo/branding
• price – affordability 

To reflect:
• Acceptance tests 
• Efficiency and emission tests
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… e.g. Rocket Lorena in Uganda …

Quantity: 
200,000 stoves within 2 years
built by 290 producers

Quality: 
60% specific consumption reduced
emission cons. Reduced
adopted to peoples needs 

Price: 
1 – 5 EUR
price negotiated 
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… e.g. ProBEC stoves in Malawi …

quality control, certification and branding –
experience 
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... in the right place and at the right time ... 

Where? How?  Market place! Mobile sales structures!
e.g. Energy Advisory Project Uganda
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... in the right place and at the right time ... 
When?   Create display platform: Trade Fair etc

e.g. Energy Advisory Project Uganda
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... so that everybody involved gets a fair profit

Raw 
material 
supplier

Cement = 
27.55 (81%)

Sand  = 5..57 
(17%)

Water  =  0.80 
(2%)

Cost =  34.10

Producer Retailer Installer

Stove cost =  
53.48 (93%)

Transportation 
= 5.00  (8%)

Profit  = 4.28 
(7%)

Price = 62.75

User

Stove cost = 
67.75 (93%)

Transportation 
cost = 5.00 
(7%)

Price =  68.75

Wholesaler 
/Distributor
(the 
producer)

Raw material =   
34.10

Labour = 4.58 
(11%)

Tools & 
equipment = 
4.10 (10%)

Cost =  42.78

Stove cost = 
42.78 (80%)

Profit = 10.70 
(25%)

Price = 53.48

Stove cost = 
62.75 (93%)

Service fee = 
5.00 (7%)

Cost = 67.75

Price development in marketing chain – SUN Energy in Ethiopia (1 ETBirr = 0,1 EUR)
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Marketing tools

Experience tools – lessons learned to date from previous stove projects such as 
a range of stoves to meet different needs
documenting and learning from failure 
importance of facilitating training of stove producers in sales & marketing

(document and use experience made)

Information tools – provide the evidence for promotional tools such as 
market survey, purchasing power
innovation adoption curve
marketing an price chain

(collect and transfer data and information)

Promotional tools – such as 
demonstrations
brand names, logos
Public Relations (PR)

(use experiences and information for promotion)



05/03/2007     page 18

Public 
Awareness

radio commercials

calendar

news letters

demonstrations 

news paper 
adverts 
and articles

movie and 
documentaries

Promotional tools – e.g. Uganda

posters

exhibitions  
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Public stove demonstrations

Promotional tools – e.g. Ethiopia
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Promotional theatre tours, 
videos, dramas

Promotional tools – e.g. Ethiopia
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Radio, Television, Adverts, Dramas

Promotional tools – e.g. Ethiopia
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Transport advertising

Promotional tools – e.g. Ethiopia
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Sustainability Factors – Marketing 
Start planning the exit strategy from the beginning. 
Ask who at the end will do – and pay for – all actions that the project itself carries out  
Importance of ownership transferred to producers, NGOs or other organisations 
Enhance supply structures

capacity building with producers, government and NGOs 
develop supply (production capacity and marketing skills) to attract new producers 
training of new stove producers through vocational training colleges
product diversification
distribution (transport of stoves) must be included in the final stove price  
maintain quality control 

» use of liners to ensure the critical stove dimensions
» set up a warranty scheme, involve private or government standardising agencies
» costs of quality control scheme should be paid by producers in the long term, 

once it has been shown to this adds value to the stove and is recognised by users
Increase demand

having a product that potential users/customers want and will pay for 
buyers have to be aware of product and stoves need to be easily available to purchase 
raise awareness of potential users/customers about a quality stove during the project 
– enable them to become the quality “judges”

In kind payment or subsidised price can achieve mass stove usage during market introduction, 
but an exit strategy should has to be planned since beginning and clearly communicated,
so that a fully commercial system stands in the end
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Thank You very much for Your attention!

Verena.Brinkmann@gtz.de
www.gtz.de/hera
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Deutsche Gesellschaft für Technische 
Zusammenarbeit GmbH (GTZ)

Abteilung Umwelt und Infrastruktur

Division Environment and Infrastructure

Household Energy Programme HERA

hera@gtz.de

www.gtz.de/hera

mailto:hera@gtz.de
http://www.gtz.de/hera
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