Negosyo para sa iba, Negosyong
kakaiba, Negosyo ka nga ba?
Social Entrepreneurship
Conference

“What is Social Enterprise? Models and
Definition from the Philippine Social
Enterprise Network”

September 17-18, 2009

Leong Hall Auditorium, Ateneo de Manila University, Quezon
City



Social Entrepreneurship — Social
Enterprises

Entrepreneurial mindset and spirit to address
social iIssues

Innovative Solutions for sustained social benefits
Social purpose business ventures

New type of philanthropy supporting capital like
Investments

NGOs reinvented using business tools to
address poverty issues

Individuals/ Organizations with passion to
making a difference



Philippine Social Enterprise

Network — Triple Bottomlines

Doing Well
Profitability

Doing Good
Income for the poor household
Preference for the marginalized
Support community development
Doing Right
Appropriate technology and products,

Contributing and Supporting advocacies on
Environment, Social Equality, Sector Development

3 Ps (People, Profit, Planet)



Social Enterprises in the Business World, Is
this possible considering...
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Social Enterprises
Experiences

Center for Empowerment and Resource
Development (CERD),

Katlingbanong Pamanhandi Sa Mindanaw
Foundation Inc. (KPMFI)

Upland Marketing Foundation Inc. (UMFI)



Center for Empowerment and
Resource Development Inc.,



CERD

« NGO existing for 30 years

« VMG Improving “quality of life” of fishing
communities through:

* Technology enhancement and income
diversification

* Engaging in local governance

* Protection and management of the
coastal resources

* Empowering women and men fishers






Prawn Hatchery
(CERD as of 2007)

*  Doing Well
Annual Amount Sold
Production
CERD Hatchery 9 M pieces P0.22
Household Hatchery 1.5 M pieces P0.16to 0.18
Semi-commercial 3 M pieces P0.16to 0.18

— Major supplier of Prawn Fry in Mindanao

 Doing Good
— Grow-Out project provides Income to HH Growers
PhP7,500/Month

 Doing Right
— Practices and Advocates environment friendly technology
— Lesser fry density/sgm
— Practices the Return of Spawner to the sea
— Shows commercial players viability of environment friendly
technology



KATILINGBANONG PAMAHANDI SA
MINDANAW FOUNDATION INC.
KPMFI

The Social Enterprise Institution of Balay Mindanaw
Group



KPMFI

Helping Build Community Sustainable
Enterprises

Helping Build Opportunities for Wealth
Creation for Local Entrepreneurs

Helping Build Vibrant Local Economies

Helping Build Foundation of Sustainable
Peace....



KPMFI - Manok Mindanaw
Backyard Poultry Production Project



The Evolution of Poultry Industry in the Philippine
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The Evolution of Poultry Industry in the Philippines :
Commercial Contract Growing




The Revolutionizing Poultry Industry through BPPP
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KPMFI

« Doing Well

— Better HH level performance vs. Industry
* Lower mortality
» Higher feed conversion ratio

— Current Capacity = 10,600 heads / day (Php 16.5M monthly
turnover) Institutional tie up with Sr. Pedro Lechon Manok

 Doing Good

— HH Income = Additional PhP 2,000- 6,000 per cycle of 30-
35days (the work consume minimal time from the HH)

« Doing Right
— Environment friendly  better waste management

— Preference for small producers, working with major industry
players for partnership and use of model vs large
commercial growers ( 10,000 heads)



Upland Marketing Foundation
IncC.,




UMFI's Core Business

CBEs Bridging the Big Supermarkets
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UMFI Vision

« Community-Based Enterprises

— As mechanisms for local economic
development

— Generation of income and employment
opportunities

— Processing / value addition of local raw
materials

— Tap into local and mainstream markets



Engaging Mainstream Markets with CBE
Products

CBEs

CBEs

CBEs

Product Development

Common Brand = Shared Quality

Standards, Shared Costs

UMFI

Consolidation = Scale to cover volum

Requirement of Mainstream Markets

Champion
Products

Supermarkets,Groceries,Retail Shops, Industrial, Institutional
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Income and Cost Distribution

HH Net Income
34%

Farm Expenses
14%

Supermarket Gross
Revenue
12%

Coop Gross Income

9%

Consolidation

Marketing
Expenses
16%

UMFI Gross Inc
9%

Coop
Milling/Transport
Expenses
6%
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UMFI's Current Operations

« Doing Well
— PhP 132 Million worth of CBE products traded

— Distribute CBE products to 300 retall outlets nationwide (SM
Supermarkets, Robinson’s, 7-11, Ministops)

— Leading brand for organic rice in the market (2007 survey)
 Doing Good

— Established partnerships with 110 communities nationwide

— 89% Iincrease Iin Farmers gross income (rice)

— PhP 10,000 monthly income (per HH)
« Doing Right

— Supports Sustainable Agriculture,

— Promotes and Supports Fair Trade



Learning/ Insights from SE

« Select the enterprise

— Margins are good, business is growing, community
has an edge

— Balance between economic vs mandate priorities

— Understand the roles and functions in the chain and
start with the strategic yet doable roles and functions

 Be a good business player/chain actor first

— Learn about the industry, Benchmark against the
Industry Standards  be a viable and reliable player

— Enough with “inato” isolationist strategy  link up, get
Industry experts, bring in industry people, work with
the private sector

— Move along the chain as capacities increase vs total
“take over” integration

* |Innovate the process and the product
— Incubate then commercialize



Learning/ Insights

o Use of “Development’s/ NGOs Advantages/
Edge
— Access to technology turn for commercial value
* |nnate capacity to work on innovations

» Development Funds for pilots

» “backdoor” to technical assistance (schools, foreign partners,
designers)

— Network of partners for the supply base important to
attain scale

— Social Capital to access key resources , managing
the free “consultants”, working with “Fair” markets,
highly motivated community partners

— Access to “affordable” finance/ capital



PhilISEN’s Social Enterprise
Doing well,
Doing good and
Doing right

Creating Value beyond Wealth



Thank You



