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DELIVERING ACCESS TO
RELIABLE COOLING FOR
WOMEN ENTREPRENEURS IN
KENYA AND NIGERIA

CASE STUDY: SURECHILL

IKEA Foundation e o SureChill.



ABOUT THIS CASE STUDY

Women experience energy-poverty differently to men, and
the roles they play in the agricultural and food-systems
value chains are unique. These differences drive how
individuals use Productive Use of Renewable Energy (PURE)
technologies, what they need and aspire to, and how the
technology can affect their life. Currently, there is limited
understanding of the distinct characteristics of women’s
roles in PURE value chains - yet companies who do so are
better placed to serve the needs of women, reach new
customers and grow their business. In 2024, GOGLA set
out to examine how PURE companies can improve their
performance by building gender-inclusive businesses that
meet women’s energy needs.

This case study demonstrates how detailed customer
insights can transform business models to better serve
women customers in the PURE sector. It describes

the business models deployed by SureChill and the
opportunities they create for women consumers in the cold-
chain ecosystem. With support and research carried out by
Distill Inclusion, data collected from SureChill’s customers
has informed the development of three customer persona
profiles that capture the diverse needs, challenges and
aspirations of their women customers.

SureChill’s customers can be farmers or micro-
entrepreneurs or agro-processors. By better understanding
the diversity of needs, the role their products play and how
impact differs in different value chains, SureChill have been
able to identify critical pain points for women and find
opportunities to improve their product offerings, financing
models, and support services. What was learned from

their women customers is now also being used to inform
strategic decisions and product development across all
customer segments.

The customer personas can be used as an inspiration for
other companies offering similar product ranges or serving
similar customer segment, to better understand and serve
their existing or prospecting customer base.

This case study includes:

+ Introduction (page 2)

« Customer persona: The Survivor (page 3)

« Customer persona: The Grower (page 6)

+ Customer persona: The Visionary (page 9)

« Conclusion (page 12)




INTRODUCTION

SureChill is revolutionizing access to reliable cooling in
regions with unavailable or inconsistent power, particularly
benefiting women entrepreneurs in Kenya and Nigeria.
Their innovative solar-powered refrigerators, which can
maintain cool temperatures for up to three days without
electricity, are transforming lives and businesses. With

43% of their customers being women, SureChill’s Cooling-
as-a-Service (CaaS) model is breaking down barriers to
affordable refrigeration.

The company’s unique approach only requires a small
deposit and proof of revenue generation, making

it accessible to women who often prioritize family
investments over business assets. This model enables
women to start or expand micro-enterprises, from
selling cold drinks and perishables to preserving fish and
dairy products. The impact extends beyond individual

businesses, fostering community development and even
supporting healthcare initiatives by enabling storage of
temperature-sensitive medicines.

SureChill’s technology, which uses water and ice as a
natural energy store, not only provides reliable cooling but
also operates more efficiently than conventional fridges.
This innovation is proving crucial for women entrepreneurs,
allowing them to reduce food waste, improve profit
margins, and diversify their product offerings. As SureChill
continues to expand its reach, it’s not just cooling products
- it’s empowering women and energizing local economies.
Beyond women entrepreneurs, the impact of SureChill’s
refrigerators extends to healthcare, allowing remote
pharmacies and clinics to store temperature-sensitive
medicines.

Getting to know your customers is critical to
creating products and services that meet their
needs and getting paid. With SureChill, we asked
who are they, how do they benefit, what are
their challenges and how can SureChill serve
them better.

SureChill’s solar fridges cater to three key female
customer personas: The survivor, the grower and the
visionary. Each of these personas is described in detail in
the following pages.



HOW SURECHILL’S SOLAR FRIDGE HELPS WOMEN

SURVIVE, AND THRIVE

B THE SURVIVOR

Sex Female

Age 35-50 years old

Location Village or small-town center
Family Large family; 5-8 members
Education Primary education or less

B BACKGROUND

Driven by the need to support her family, the Survivor
started selling small items from home. Poverty and lack of
job opportunities pushed her into entrepreneurship. The
solar fridge has reduced her daily stress of food spoilage
and increased her income slightly. She hopes to stabilize

her business and provide better education for her children.

BUSINESS JOURNEY AND IMPACT
OF SOLAR FRIDGE

The Survivor started her business out of necessity,
beginning with small-scale activities like selling from

a wheelbarrow before establishing a small shop. With
limited capital and business knowledge, her growth has
been minimal over the years. The SureChill solar fridge
has been a significant addition to her business, allowing
her to consistently sell cold drinks and reduce losses from
spoilage. This has led to a small but noticeable increase

in daily income and customer base. The fridge has also
improved her quality of life by enabling storage of food for
personal use.

While the impact of the fridge is positive, she still faces
challenges in balancing business and family responsibilities
and may struggle with consistent fridge payments. Overall,
the solar fridge represents a step towards greater stability
in her business and household income.




B KEY JOURNEY ELEMENTS

+ Awareness: Hears about SureChill from local vendors or savings groups

« Consideration: Evaluates impact on ability to sell cold drinks and reduce food
spoilage

+ Purchase Decision: Opts for CaaS, seeks support from savings group or family
+ Usage: Experiences small but noticeable increase in daily income

+ Challenges: Limited information, decision-making approval, understanding
terms and conditions

B CHALLENGES & PAIN POINTS

« Capital: Lacks capital for stock and business improvements as income is used
for household needs

« Balancing responsibilities: “Overburdened by household duties”; increased
business responsibilities with household duties

+ Business knowledge and skills: Given her limited education, she might
struggle with managing cash flows and record keeping

+ Financing: Has concerns about ability to make fridge payments consistently

+ Resilience: Vulnerable to economic shocks or unexpected expenses




Livelihoods / Income sources Details
Primary Income Main sources of income for the family/ sole breadwinner
Secondary Income Inconsistent

Assets | Resources Details
Technology Surechill Solar fridge; basic mobile phone
Other assets May have small piece of land for subsistence farming

Networks and Information Sources

Financial Services Use

Participates in informal savings groups and Participates in local savings groups or chamas
Chamas for financial information and support

Limited use of formal financial services other Primarily relies on word-of-mouth from family,
than m-Pesa friends, customers and other local vendors
Uses business income for household needs so Limited use of media for business information

limited reinvestment in business growth

POTENTIAL OPPORTUNITIES FOR SURECHILL TO
SUPPORT THE SURVIVOR

Accessible Financing: Partner with local savings groups to create awareness of
how the fridge is accessible with minimal upfront costs.

Basic Business Training: Provide simple, practical training on inventory
management and basic bookkeeping alongside fridge purchase. Be flexible
with training times to account for care responsibilities.

Community Support: Organize local user groups for peer support and
knowledge sharing and mutual support.

Simple Technology Education: Offer in-person demonstrations and pictorial
guides for fridge operation and maintenance.

Women-Centric Starter Kit: Bundle the fridge with a curated inventory
of high-margin cold products popular among women customers, helping
jumpstart their business
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THE GROWER

Sex Female

Age 30-45 years

Location Larger villages or small towns

Family Married with 4-6 members in the family

Education Secondary level or higher

BACKGROUND

The Grower, inspired by local successful businesswomen,
she saw an opportunity to improve her family’s life. Starting
small, she gradually expanded her shop. The solar fridge
has significantly boosted her sales and customer base. She
aspires to open a second location and diversify her product
range in the coming years.

-

BUSINESS JOURNEY AND IMPACT
OF SOLAR FRIDGE

The Grower has been in business for several years,
experiencing gradual but consistent expansion. She
typically runs an established retail shop with a variety of
goods and may have diversified into related services such
as chilling. The introduction of the SureChill solar fridge
has significantly boosted her business. It has enabled her
to increase sales of cold drinks and perishables, expand her
product range, and noticeably grow her customer base. The
fridge has also reduced her electricity costs and provided a

reliable solution during power outages. This has resulted in
a substantial increase in overall sales and profitability.

The solar fridge has become a key asset in her business
strategy, allowing her to compete more effectively in

the local market. As her business continues to grow,

she’s considering investing in larger capacity fridges or
additional units to meet increasing demand. She would

also be interested in additional features such as “freezer
compartment” which could allow her to expand her product
range further.

However, lack of access to suitable capital is hindering her
growth. At the moment her family members help her out
with her business and household responsibilities, and this
gives her the confidence to plan for growth.



KEY JOURNEY ELEMENTS

Awareness: Observes other businesses using SureChill fridges

Consideration: Evaluates potential for increasing sales and expanding product
range

Purchase Decision: Invests as part of business growth strategy
Usage: Significantly boosts sales of cold drinks and perishables

Challenges: Needs more storage capacity as business grows, struggles with
accessing capital for larger investments

CHALLENGES & PAIN POINTS

Fridge capacity: Needs more storage capacity as business grows so she can
balance stock level with demand

Fridge features: Would like to have a freezer compartment

Business growth: Struggles with managing cash flow and accessing capital for
larger technologies even though she has an existing loan with an MFI

Competition: Concerned about competition from other similar business and
therefore would like to differentiate herself through stock or services



Primary Income

Business is main source of income

Secondary Income

May have smaller income streams from other part time ventures

Technology

Smart phone, Surechill solar Fridge

Other assets

May have other assets such as a posho mill or small plot of land

Uses M-pesa regularly

Gets information from Radio and/or TV

Has a small loan from an MFI for business Consultants with other local business owner and
investment attends business association meetings

More likely to separate business and personal Regular interactions with suppliers for market
finances information

Uses phone for business communication and
internet research

POTENTIAL OPPORTUNITIES FOR SURECHILL TO
SUPPORT THE GROWER

Advanced Business Development: Offer workshops on business expansion
and employee management, addressing challenges specific to women-led
businesses.

Gender aware marketing support: Provide marketing materials and
strategies that resonate with women customers to help promote their
expanded product range.

Tailored Financial Products: Partner with MFls to offer larger loans
specifically for women entrepreneurs, using business growth potential as
collateral.

Work-Life Balance Tools: Introduce digital tools for sales and inventory
tracking that can be managed remotely, helping balance business and family
responsibilities




THE VISIONARY

Sex Female

Age 25-40 years

Location Peri-urban areas

Family Married or Single; Smaller families 3-5 people

Education  College degree or diploma
BACKGROUND

The Visionary, with a passion for business from her school
days, she always dreamed of being her own boss. Education
and exposure to various businesses motivated her
entrepreneurial journey. The solar fridge has been a game-
changer, enabling rapid expansion. She envisions building

a chain of stores and venturing into distribution within five
years.

BUSINESS JOURNEY AND IMPACT OF
SOLAR FRIDGE

The Visionary often manages multiple businesses or

has significant plans for expansion. She actively seeks
new opportunities and markets, using technology in her
operations. The SureChill solar fridge has been a catalyst
for growth in her business journey. It has enabled her to
expand into new product lines and services, significantly
increasing overall profitability. The fridge serves as a
competitive advantage, allowing her to supply cold drinks
to other vendors or explore new market segments. She

views the fridge as part of a larger business strategy and
is often interested in acquiring multiple units or exploring
other solar-powered equipment.

The reliable cold storage has supported her ambitious
growth plans, contributing to increased employment in her
businesses. For her, the solar fridge is not just a standalone
asset, but a steppingstone towards broader business
expansion and diversification.

However, despite having access to some formal financial
services and significant business network, she cites lack

of access to suitable capital as a key challenge for her
continued growth. She think she can employ more people
and grow much more but this comes at cost of giving up on
time with her family.




KEY JOURNEY ELEMENTS

Awareness: Actively researches innovative technologies, learns about
SureChill through business networks or trade shows

Consideration: Conducts thorough cost-benefit analysis, evaluates potential
for scaling across multiple locations

Purchase Decision: Decides to invest in multiple units as part of strategic
business plan

Usage: Integrates fridges into broader business processes, uses as competitive
advantage

Challenges: Needs larger capital at more affordable rates, balancing business
growth with family responsibilities

CHALLENGES & PAIN POINTS

Fridge capacity: Needs more storage capacity or multiple units as business
expands

Additional products: Is interested in other solar products that could
contribute to business growth

Business growth: Dealing with complex regulatory requirement as business
grows

Capital: Needs larger capital at more affordable rates than is currently
available.

Balancing responsibilities: Struggles with balancing business growth with
quality of life and family
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Primary Income Multiple businesses POTENTIAL OPPORTUNITIES FOR SURECHILLTO
Secondary Income Secondary businesses run by employees or family members SUPPORT THE VISIONARY

Technology Smart phone, Surechill solar fridge, computer, other business equipment + Women’s Leadership Package: Offer discounted rates for multiple fridge
Other assets Vehicle for business purchases, coupled with leadership training tailored for women managing

multiple business locations or planning to expand across multiple locations.

Financial Services Use Networks and Information Sources

Strategic Business Consulting: Provide high-level consulting on integrating

Uses a mix of formal financial Actively seeks business information from diverse sources refrigeration into broader business strategies addressing unique challenges of
services such as loans and savings including internet, TV, radio, newspapers women entrepreneurs.
More likely to keep detailed Participates in business training programs or workshops and
financial records often had connections with NGO’s or government programs « Networking Opportunities: Facilitate connections with other successful
Strategically reinvests profits for supporting women entrepreneurs women entrepreneurs and potential investors, creating a supportive
business growth Networks with suppliers and business owners beyond ecosystem.
immediate locality
Active in local business associations and may have a mentor or « Family-Friendly Technology Solutions: Offer advanced features like remote
business advisor monitoring and analytics, allowing for efficient management while balancing

family responsibilities.

+  Women Empowerment Branding: Develop co-branding opportunities that
highlight the success of women entrepreneurs, positioning them as SureChill
brand ambassadors and inspiring other women in business.




CONCLUSION

With a strong focus on reliability and affordability, evidenced by an industry-
leading Net Promoter Score of 45, SureChill is providing not a fridge, but a
tool for economic empowerment and improved quality of life for women in
developing regions. By tailoring their sales, financing and service offerings to
women at different stages of entrepreneurship - from Survivors to Visionaries
- SureChill can deepen its impact. Through accessible financing, targeted
business support, and customised product solutions, SureChill can empower
women to transform their businesses and lives. These customer-centric
strategies can help position SureChill as a true partner in women’s economic
empowerment, driving both customer success and sustainable company
growth in the expanding off-grid refrigeration market.
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