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Bayer

Credicomer

Disal

Cervecería Nacional 
- Ecuador

Kimberly-Clark

Coca Cola Femsa

BAC Credomatic

Economic Development Board 

Bogotá

Some of the projects not being bought/renewed for cost reasons in 2017:

Pricing becomes a major issue…
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Profit oriented 

but

Mission driven
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PARTNERSHIP STRATEGY - 3 PILARS   

PROJECT 

Partners

INVESTORS 

Partners

SPONSORING 

Partners

EXPERTISE SHARING 

Partners

TECHNOLOGY 

Partners

STRATEGIC  

ADVISORY Partners

RESEARCH 

partners 

2. KNOW HOW 3. BRANDING1. FUNDING 

POSITIONING 

Partners

CERTIFICATION 

Partners

NETWORK 

Partners



VALUE FOR FUNDES 
Fill a strategic need? Performance of the partner? 

VALUE FOR THE PARTNER 
Aligned with FUNDES? Fill a strategic need? 

ARTICLES
To identify best practices

EVALUATION CRITERIA

CONDITIONS FOR THE PARTNERSHIP 
Bargaining power? Investment needed? Pilot?

PARTNERSHIP FEASIBILITY 
Complementary cultures? Contact quality?  Location?

PARTNERSHIP  POTENTIAL
Time? Risk? Potential evolution? 

RANKING 
Red, orange and green light 

1

2

3

4

5

6

www.fundes.org

Our evaluation and priorization of potential partners included the following criteria:



EVALUATION MATRIX
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RESULTS 

FUNDING KNOWHOW BRANDING

PROJECT  Partners
• Leopold Bachman Foundation: Eco-

Bodegas – Peru, Colombia 

• Argidius Foundation:  Discussion

Salones de belleza – Central America

• GIZ: Inclusive logistic value chain 

INVESTORS Partners
• Elea Foundation: FUNDES 4.0 

• Leopold Bachman Foundation:   

FUNDES 4.0

RESEARCH Partners

• Endeva: Tech solutions in inclusive   

value chains

• GIZ: Guide for inclusive value    

chains for supermarkets  

EXPERTISE SHARING Partners
• VIVA : FUNDES Strategy  -

Strategic value chain workshop

STRATEGIC ADVISORY Partners
• Coca Cola FEMSA:  New Strategy 

Traditional Retail 

POSITIONING Partners
• Business Fights Poverty: Inclusive

distribution networks – discussion     

paper 

• ENDEVA 

CERTIFICATION Partners
• Great Place to Work: Human 

resources certification 

NETWORK Partners
• UBS/CS Sustainable finance 



4e, Camino al Progreso 

6 Latin American coutries

OPPORTUNITY

Mom & Pop Shops 

represent 80% of the 

total sales volume of 

SABMiller in Latin 

America and 95% of the 

beers sold in Colombia

OBJECTIVES

1. Strengthen SAB 

Miller’s distribution 

chain in LatAm

2. Improve the quality 

of life of Mom and 

Pops and their 

families, as well as 

the well being of 

their communities.

PROJECTS

Business Component 

(12-16  weeks)

1. Diagnosis 

2. Business and 

Technical capacity 

training 

3. Personal follow up in 

the field

Leadership Component 

12-16  weeks:

1. Leadership training to 

owners

2. Support in identifying 

community initiatives

3. Support in 

implementing 

initiatives

RESULTS

➠ 20’000 Mom & Pop 

Shops in Latin 

America

➠ 8’500 in Colombia

For SAB Miller 

 Sales increase: 10%

 Mom & Pop’s Loyalty: 

strengthened relation

 Image & Reputation

For Mom & Pops

 Sales increase: 17%

 Margin increase: 2% 

 Sustainable 

leadership Initiatives  

for the community 

(Insecurity, Waste, 

Education, etc.) 

4e CAMINO AL PROGRESO
6 COUNTRIES



4e, Camino al Progreso 

6 Latin American coutries

OPPORTUNITY

Due to the scarcity of 

steel resources in 

America Latina, 

importance of  the 

recycled scrap metal 

value chain. 

OBJECTIVES

1. Increase suppliers’ 

competitiveness, 

production and 

loyalty 

2. Comply with local 

regulations regarding 

labour and physical 

safety 

PROJECTS

Implementation of a 

supplier management 

system

1. Purchase Policy –

Simple clear and 

strict

2. Payment Policy –

Attractive and flexible 

3. Information 

management and 

evaluation

4. Capacity building and 

support to 

formalization 

5. Incentives Policy

6. Training of Adelca’s

purchasing team 

RESULTS

➠ 42 collection centres 

in Ecuador

➠ 8’500 in Colombia

For Adelca

 Increase: in scrap 

metal produced 24%

 Reduction in 

production loss

 Scrap metal quality 

improvement

 Fidelization

For Mom & Pops

 Increase in Sales 

 Increase in margins 

 Professionalization 

INCLUSIVE RECYCLING
ECUADOR

https://www.google.com.mx/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjimLOKl87YAhWQtVMKHda9DIUQjRwIBw&url=http://www.adelca.com/&psig=AOvVaw0ue9SrA6DKyUfjdWqNP7uR&ust=1515700641480503


OPPORTUNITY

La Macarena is a region 

historically affected by 

illegal armed groups and 

illicit crops. It hosts the 

National Policy for Territorial 

Consolidation and 

Reconstruction.

OBJECTIVE

1. Strengthen and develop 

5 associations of milk 

producers, to promote 

their competitiveness 

2. Increase the volume 

the quality, and the 

safety of the milk sold 

to Alquería.

PROJECTS

1. Diagnostic of 

associations’ activity 

2. Business trainings 

on association 

governance and 

management and 

accounting.

3. Technical trainings 

on productive 

techniques and 

diseases eradication 

and prevention

4. Personal consulting 

to implement of best 

practices

RESULTS

➠ 5 milk Colombian 

milk associations

➠ 275 association 

members

For the associations 

 Commercialization 

of 4’059 litters of 

milk per month 

 Increase in milk 

quality 

 Improvement in 

management and 

accounting

 Integration of milk 

production as a tool 

for  community and 

family development

MILK SUPPLIERS DEVELOPMENT

COLOMBIA
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KEY LEARNINGS… 

- Be truthful to you mission/purpose...do not join every fad on your way!

- It was never a question of «if» but rather of «with whom» and «how fast»

- Good partnerships are top driven and generally long term

- Interdependencies have increased – gain trust is key

- Aiming at being less bad is not good enough...the winner takes it all!

- Private capital is (for FUNDES) the only way forward to reach our goals

- Pilot with early adopters, then improve, replicate and scale,scale,scale...

- Define indicators, quantify, measure and then communicate

- Not all goals are shared, some are complementary (...some not!)

- The need for standardization and best practices

- It’s still a poeple’s business and joint successes are more fun...



fundes fundes fundesdice fundes.org internacional@fundes.org

México – Guatemala – El Salvador – Honduras – Nicaragua – Costa Rica – Panamá – Colombia – Venezuela – Ecuador – Perú – Bolivia – Brasil – Chile - Argentina


