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The BoP Concept

Base of the pyramid describes the largest, but poorest
socio-economic population group of the in-come pyramid.
Globally, 4 billion people live on less than $3000 per year.
BoP refers to new business models based on technology and
product innovations that are affordable and create a special
added value for the target groups.

Annual per capita income* Population in millions

More than $20.000

Mature

Markets
$1.500 - $20.000 Emerging

Markets
Less than $1.500 BoP Markets

* Based on purchasing power parity in U.S.dollars. — Source: U.N. World Development Reports.

Nutrition Challenges at the BoP

Food represents the largest BoP market segment, estimated
at US$ 6.4 trillion™. Typically, over half of BoP household‘s
budget is spent on food, however, nutrition remains a major
challenge at the BoP?:
Vitamin A deficiency: compromises the immune systems
of 40% of the developing world’s under-fives and leading
to deaths of estimated one million children each year.
Vitamin- and Mineral Deficiency is resulting in estimated
losses of up to 2% of GDP in the worst affected countries —
up to US$ 6 Billion in lost adult work pro-ductivity in total.

"The Next 4 Billion, Market Size and Business Strategy at the BoP, IFC/WRI
(2010)

2 Vitamin- and Mineral Deficiencies Damage Report, Micronutrient Initiative/
UNICEF (2004)



From Needs to Demands
The Needed Shift in Mindset

The Poor The Base
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Adapted from Prahalad, C.K.: India as a Source of Innovation (2000)

Nutrition Solutions for the BoP

Due to growing urbanization, more and more of the malnou-
rished rather purchase than grow food. The consumer base
for packaged foods and store-bought staples is growing, as
the responsibility for businesses to improve nutrition among
the BoP. The addition of essential vitamins and minerals to
affordable foodstuffs is among the best investments into a
human development3. The cost of food-fortification is
marginal — where as the benefits from improved nutrition are
multifold: better education, work productivity and reduced
health costs.

Success Criteria for BoP Strategies

Affordability:

Cost-effectiveness rather than ‘just cheap’
Needs-oriented innovation:

Special value added for special target groups
Accessibility: Sales channels into the BoP markets
Marketing: Local ‘language’ and media formats for
special target groups

Partnership: Finding complementary, sustainable
contributions (‘1+1=3’)

Management commitment and patience
Strategies and concepts:

Realise multiple benefits from a BoP venture

3 http://www.copenhagenconsensus.com



BASF Nutrition Partnerships

BASF’s Food-Fortification Initiative engages in over 30
developing countries through its product solutions, technical
assistance, scientific capacities and partnerships with
academic and public-interest organizations. BASF together
with its partners stands ready to support food industry

in developing and growing BoP projects geared towards
alleviating Vitamin and Mineral Deficiencies.

For further information and BASF contact details, please visit

www.food-fortification.com.

‘Companies need to create new businesses, and new products, and to shape
the pattern of market evolution. They need to imagine new markets for tomor-
row, and to build new core competencies that will give them an advantage in
those markets. Any company that cannot imagine the future won't be around
to enjoy it.’

C.K. Prahalad, Author of ‘The Fortune at the Bottom of the Pyramid —
Eradicating Poverty through Profits’, Delhi, 2005

BoP and Nutrition — Selected Resources

UNICEF Nutrition: www.unicef.org/nutrition/index.html

WHO Nutrition: http://www.who.int/topics/nutrition/en/

World Bank Nutrition: www.worldbank.org

USAID Nutrition: www.usaid.gov/our_work/global_health/nut/
Micronutrient Initiative: www.micronutrient.org

Global Alliance for Improved Nutrition: www.gainhealth.org
World Resources Institute: www.wri.org

Next Billion Blog: www.nextbillion.net
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