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LOCATION:
Wakiso, Uganda

THE CHALLENGE:
Post-harvest loss prevalence, rising acute food insecurity 
and high youth unemployment.

THE SOLUTION:
Our solution focuses on the smallholder farmers 
upcountry, for them to earn from what they harvest. With 
our 150kg/week processing capacity, we’re able to create a 
reliable market for those farmers. With now 20 households 
covered, we’re able to improve availability and accessibility 
to tomatoes; creating a ripple effect leading to employment 
of four (4) youths in our operations.  

THE TECHNOLOGY:
Our technology is very simple and rudimentary. The 
tomatoes are sourced and purchased from smallholder 
farmers, sorted (to pick the best ripe ones) and then 
washed. The washed tomatoes are then chopped/sliced 
and pulped; pasteurized and the contents subjected to a 
condition of concentration.  Contents are then packaged, 
labeled and batched for storage, ready for sale. Our process 
however, needs to be faster and more efficient.

THE VALUE PROPOSITION:
Most importantly our packaging is unique and of high 
quality. It is more thick (more microns), long lasting 
with more preservation properties.  The product is 
also produced with no additives – just pure pasteurized 
tomatoes with a longer shelf-life.

THE MARKET OPPORTUNITY:
Our target users are mostly households that consume 
fruits and vegetables daily, those using and those likely 
to use our processed tomato products; plus institutional 
consumers like restaurants, hotels and small eateries.  The 
available market is an estimated 4.38 million households. 
Of this, about 219,000 are serviceable. Our target is 10% 
of serviceable market to acquire a market share of about 
3,031 households. Our customer growth rate over the 
last 2 months has been about 90%, sales growth at 58%. 
Customer retention at 85% and 65% conversion rate over 
the last 6 months for both.

THE COMPETITION:
We are aware of other players of imported products like; 
Safa Tomato Paste, Delmonte Tomato Paste and Heinz. 

Local competitors are Homemade Tomato Puree, Peanut 
Paste, Pounded Groundnuts and Simsim Paste. 

THE COMPANY DETAILS:
Founder/Employee 1: MD/Product Developer/Supervisor, 
male, 28, 3 years in agro-production & business 
development, YALI & GSBI Acceleration alumni, BSc 
Agriculture.
Employee 2: Administrative Director, female, 26, 3 years 
in administration, HR, customer relations, BSc Software 
Engineering. 
Employee 3: Quality Controller, male, 28, 2 years food 
production experience, BSc Food Science & Technology.
Employee 4: Administrator, female, 26, 2 years community 
work experience, Diploma in Clearing & Forwarding.
Employee 5: Production Staff, male, 29, 2 years’ experience 
in hands-on work, U.A.C.E.

THE PROGRESS SO FAR:

Stage Startup
Previous Capital Invested $12,973
Capital Seeking $13,514

BUSINESS MODEL:
We earn approximately 26% profit on each pack of Farmers’ 
Tomato Puree. Basically, one pack costs UGX7,365; sold at 
UGX10,000 making a profit of UGX2,635.

DEVELOPMENT PLANT OVER THE NEXT 24 
MONTHS:
♦ Expanding our processing capacity to 
300kilograms of tomatoes per week and reach out to 500 
new customers. 
♦ Acquire High Quality Packaging Material worth 
UGX14m, a Juice Concentrator worth UGX22m and 
undertaking Marketing at a tune of UGX14m. Generally, 
starting up.
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Farmers’ Tomato Puree.
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LOCATION:
Kampala, Uganda

THE CHALLENGE:
Last-mile delivery services in Uganda and throughout 
many parts of Africa are hindered by underdeveloped road 
networks, poor addressing systems, heavy traffic jams, and 
the threat of theft and insecurity for both packages and 
delivery agents. 

THE SOLUTION:
A cashless boda-based delivery platform allows users to 
pick-up their packages from the nearest kiosk. 

THE TECHNOLOGY:
Through our mobile platform, a user is able to place a 
delivery order and select from our network of kiosks the 
most convenient point of pick-up for them. Once the 
delivery is on-route on one of our boda bodas, the user 
can track the progress of their delivery. Upon delivery, the 
user presents a unique bar code at the kiosk and retrieves 
their package. The kiosks are outfitted with special locked 
courier boxes to protect goods from theft and damage. 

THE VALUE PROPOSITION:
The company is 50 – 70% cheaper than current last-mile 
delivery services on the market. Delivery is also easier for 
drivers as each kiosk is GPS-configured, eliminating the 
need for unclear directions to the final destination due to 
poor addressing systems and road networks. 

THE MARKET OPPORTUNITY:
We project the delivery market in Uganda to be $250M 
by 2030, with 19 million Ugandans requiring last-mile 
delivery services. 

THE COMPETITION:
Our competition consists of formal couriers such as FedEx 
and DHL, and informal modes of delivery such as bodas, 
matatus, and buses. Across these, CourieosK is comparable 
in price only to bodas. However, these informal means 
of delivery lack the security and trustworthiness of the 
CourieosK system, which employs the locked boxes and 

compensates customers for any damage or loss up to the 
value of the merchandise. We also offer full transparency 
of our process through an open tariff and the convenience 
of placing your delivery order from our mobile application 
with zero wait time.   

THE COMPANY DETAILS:
Founder/Employee 1: Founder/CEO/, male, 31, over 10 
years of experience in Business Consulting at Accenture 
and as a social entrepreneur with SVP (Social Ventures 
Partner, Tokyo). Launched CourieMate in 2016. 
Employee 2: Operation Manager, male, previous 
experience in Risk Management at UAP Insurance and a 
Credit Control Manager at Soloh Worldwide Enterprises 
in Nairobi. 
Employee 3: Software & Electrical Engineer overseeing 
application development and construction of locked 
courier boxes, female, previous experience in robotics 
at a hardware incubation lab, Bachelors in Electrical 
Engineering.

THE PROGRESS SO FAR:
We conducted a pilot in October 2018 in which we made 
15 successful deliveries to 3 different kiosks. Customers in 
the trial saved 50% of the average delivery fee, and with 
cashless payment options available, the cash handling risk 
was minimized. 

Stage Growth
Previous Capital Invested -
Capital Seeking (Equity) $150,000

BUSINESS MODEL:
We charge a fee for delivery to a kiosk of their choice based 
on factors such as distance and weight. Customers have the 
option to pay through the app or at the point of pick-up. 

DEVELOPMENT PLANS OVER THE NEXT 24 
MONTHS:
Next steps include expansion of kiosk network within 
Kampala and beginning roll out to upcountry location. We 
also want to expand our delivery mode to trucks and vans 
in order to handle large-volume delivery. Enhancement 
of application features such as shopping features and 
development of kiosks management apps are also a priority 
moving forward. 
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Last-mile delivery 
using a decentralized 
distribution model.
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LOCATION:
Kampala, Uganda

THE CHALLENGE:
Poor accessibility to affordable clean energy, accelerating 
environmental degradation and negative impacts of 
climate change.

THE SOLUTION:
We produce briquettes from honey combs, used in 
compatible constructed energy saving stoves. The 
stoves are installed for the client. It will also employ a 
build-lease-maintain model through a Public Private 
Partnership (PPP).

THE TECHNOLOGY:
Our technology is basic, an attempt to reduce production 
costs. Raw materials (honey combs, char, metals, etc.) 
are sourced from suppliers, sorted, carbonized and 
ground. Later, ratios are applied and the substances 
mixed/blended, then densified and dried. They’re then 
packaged and branded, for storage and later supplied or 
distribution to outlets for selling. 

THE VALUE PREPOSITION:
The time one honey comb briquette takes to burn out and 
emit heat intensity is equivalent to 8-10kgs of charcoal; 
are high quality and affordable, energy efficient/saving 
and durable. They’re non-smoke emitting, long burning 
fuels with compatible energy saving stoves. 

THE MARKET OPPORTUNITY:
There’s need for usage of efficient briquettes using non-
hazardous raw material other than  charcoal dust/residue, 
saw dust, coffee pulp, cow dung, etc. as an accessible/
affordable clean energy solution while decelerate 
environmental degradation and curb climate change 
effects. 

THE COMPETITION:
Kampala Jellitone Suppliers with 4% of the renewable 
energy market share supplying briquettes made from saw 
dust, coffee pulp, etc.; Green Bio Energy (2%), based in 
Mukono and producing stick briquettes and household 
stoves. Mandulis Energy with their biochar briquettes; 
charcoal vendors (38%) and firewood sellers (56%). 

THE COMPANY DETAILS:
Founder/Employee 1: Managing Director, male, 34, 11 
years’ experience, PGD Management.
Employee 2: Marketing & Sales Executive, male 32, 4 
years’ experience, Bachelor of Arts.
Employee 3: Production Manager, male, 34, 7 years’ 
experience, Dip Project Planning & Management.
Employee 4: Finance Officer, male, 26, 2 years’ 
experience, BBA (Accounting). 
Employee 5: Marketing & Sales Executive, male 24, 3 
years’ experience, BSc Food Industry & Business.

THE PROGRESS SO FAR:
We have been able to increase our briquette production 
from 4.5Tons/month (2017) to 13.2Tons/month (to date). 
Stove production went up from 56/month to 320/month. 
With that, we raised demand of 14.3Tons/month leaving 
us with a market deficit of 1.1Tons.

Stage Growth 
Previous Capital Invested $4,054
Capital Seeking $16,216

THE BUSINESS MODEL:
One household on average spends UGX45,000 monthly 
(3pieces), considering that 1 piece of honey comb 
briquette is used daily  to their burning behavior. This 
household thus spends UGX540,000 annually compared 
to UGX110,000 monthly (1.5bgas of charcoal). This 
calibration is basis on an average Ugandan family/
household of 6-8 people. Giving a total of about 
UGX1,320,000 monthly; providing a saving of 
UGX780,000 annually to the user with other associated 
benefits. Institutional clients pay 25% of the stove 
construction cost per installment scheduled on a termly 
basis within 4 terms and no interest or additional charges 
added on the construction cost. 

DEVELOPMENT PLAN OVER THE NEXT 24 
MONTHS:
Install/construct more efficient production (drying) 
systems to increase briquettes and stoves production 
- $7,027; establish 5 branded outlets - $4,865; product 
testing to acquire UNBS, Q-Mark; product packaging and 
branding - $2,433; staff recruitment - $1,892.

Clean Energy:
Honey Comb Briquettes & Stoves.
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