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In businesses working for social impact, community is a 
cornerstone of development and construction. It is the 
driver that builds innovation in the face of challenges, 
the motivation that seeks new models and solutions, 
the heart that beats at every core. For the finalists in this 
eighth edition of the Cartier Women’s Initiative Awards, 
community is a watchword. Whether bringing solar 
power and affordable technology to rural populations, 
universal design to disabled children, non-toxic bio-
repellents to the face of the earth or artificial organs to 
transplant patients, their businesses embrace people’s 
needs and wellbeing and put the problems they face first. 

As often among our finalists, some have made the step 
from non-profit to business. Marrying profit with social 
ideals is no easy equation, which is why the guidance 
offered by the coaches and Jury members who take 
part in the Cartier Women’s Initiative Awards, all of 
whom give their time and experience freely, brings such 
vital insight to these entrepreneurs. Once again, we 
thank them all for their generosity. This too is a spirit 
of community, one that grows stronger every year. Our 
finalists cite joining this community as a prize in itself, a 
chance to belong to a group where they feel supported, 
motivated and encouraged. A space where they can give 
free rein to their dreams.

Starting with barely a dozen finalists in 2007, now over 
100 today, this community has a life and a momentum of 
its own. Cartier, INSEAD, McKinsey & Company and the 
Women’s Forum serve as catalysts to bring it together, 
but these enterprising women do the rest! It is a joy to 
witness them joining forces and sparking new business 
ideas and opportunities, a pleasure we have wanted to 
share with you in our Journal this year.

For the Maison Cartier, this sense of community is vital; as 
a Maison, of course, with a longstanding community of 
trusted clients and in-house craftsmen, and as a patron 
that sponsors avant-garde ideas and fosters the spirit 
of enterprise through these Awards. Bringing people 
together to share their knowledge and generosity builds 
a spirit of community that we hold dear. 

by Stanislas de Quercize, 
President & CEO of Cartier International

The 2014 Edition
A joint project with the Women’s Forum

Fostering the Spirit  
of Enterprise

CONTENTS
The Cartier Women’s 
Initiative Awards
The Mission
The Competition
The Coaching
The Founders
Timeline 2014–2015
Pages 2 and 3

The Jury
The 2014 Jury
Pages 4 and 5

What the Coaches Say...
Page 6

Focus On:
Community and Collaboration
Page 7

The 2014 Finalists
Pages 8 and 9

Latin America
Pages 10 and 11

North America
Pages 12 and 13

Europe
Pages 14 and 15

Sub-Saharan Africa
Pages 16 and 17

Middle East & North Africa
Pages 18 and 19

Asia-Pacific
Pages 20 and 21

Success Stories
Pages 22 and 23

How to Apply
Page 24



2

THE CARTIER 
WOMEN’S INITIATIVE 
AWARDS
Influential and enterprising women have always inspired the creativity of Cartier. 
Joining forces with the Women’s Forum, INSEAD and McKinsey & Company, Cartier created in 2006 
the Cartier Women’s Initiative Awards, an annual international business plan competition to 
accompany and guide initiatives by women entrepreneurs.

The Mission
The mission of the Cartier Women’s Initiative Awards 
is threefold:

•  To identify and support women entrepreneurs in the 
start-up phase through funding and coaching,

•  To foster the spirit of enterprise by celebrating role 
models in entrepreneurship,

•  To create an international network of women entrepreneurs 
and encourage sharing of experience and peer support.

The 2014 Laureates will be announced on October 16.

The 
Competition
The annual competition involves two rounds:

First round (in June) – The Jury selects 18 finalists, 
representing the top three projects from each region on 
the basis of their short business plans. They all receive 
advice from experienced coaches to help them move on to 
the next round.

Second round (in October) – The finalists are invited 
to France for the final round of the competition, which 
involves submitting a detailed business plan and presenting 
their projects to the Jury. They spend a week in Paris and 
Deauville attending a series of customised workshops, 
coaching sessions that help them prepare for their Jury 
presentation. They are also invited to the Annual Global 
Meeting of the Women’s Forum, where valuable business 
contacts can be made. Based on the quality of the business 
plan and the oral presentation, the Jury selects one 
Laureate from each of the six regions to receive the Cartier 
Women’s Initiative Award.

The application period for the next edition of the competition 
runs from November 3, 2014 to February 27, 2015.

The Coaching
Each finalist is matched with a business coach from our 
network of volunteers at Cartier, INSEAD and McKinsey. 
Coaches commit for a minimum of three months. They 
provide the finalists with guidance and advice on their 
business strategy by focusing on concrete areas and 
achievable goals defined jointly with the finalist and 
around which the coaching programme is built. Coaches 
also play a networking role by introducing the entrepreneur 
to key contacts.

The specificity of the Cartier Women’s Initiative Awards is 
that it offers coaching to all 18 finalists during preparation 
of the second round, plus coaching support to the six 
Laureates for a year following the ceremony.

For more information on the coaching, turn to pages 6 and 7.

Who 
Can Apply?
The competition is open to women entrepreneurs of any 
nationality who have founded a business, in any country or 
industry, which fulfils the eligibility and evaluation criteria 
as detailed in the section ‘How to Apply’. The very first 
Laureates were awarded in 2007. Since then, a total 
of 125 finalists, leading over 100 initiatives, have been 
supported and coached, 44 of whom have been honoured 
as Laureates.

What 
Do they Win?
Every year, six female entrepreneurs, each representing a 
major world region, are selected from 18 finalists who are 
coached before the final presentations. The six Laureates 
are awarded US$20,000, the Cartier Women’s Initiative 
Awards trophy, coaching for one year, and networking 
and visibility opportunities. The six world regions are Latin 
America, North America, Europe, Sub-Saharan Africa, the 
Middle East & North Africa, and Asia-Pacific.



3

The Cartier Women’s Initiative Awards is a joint partnership project initiated by Cartier, 
the Women’s Forum, INSEAD business school and McKinsey & Company.

The Founders

 March – May 2014

February 28: end of 
application period for 
the 2014 edition. Start of 
pre-selection process.

April – May: 
Jury evaluation.

 June 25

Official announcement of 
the 2014 finalists.

End of round one of 
the competition.

 July – October

Finalists coached by 
mentors from Cartier, 
INSEAD and McKinsey 
in preparation for 
round two.

September 12: finalists 
submit their detailed 
business plans 
to the Jury.

 October 15

Final Jury deliberation. 
The Jury panels are 
invited to Deauville, 
France, to hear 
the finalists’ oral 
presentations and select 
the six Laureates, one 
per region.

End of round two of 
the competition.

 October 15 – 17 

The 10th Annual Global 
Meeting of the Women’s 
Forum in Deauville, 
France.

October 16: Cartier 
Women’s Initiative 
Awards Ceremony. 
Official announcement of 
the six Laureates.

 November 3

Application period 
for the 2015 Cartier 
Women’s Initiative 
Awards opens.

 February 27, 2015

Application period 
for the 2015 Cartier 
Women’s Initiative 
Awards closes.

Founded in 1847, Cartier is one of 
the world’s most esteemed houses of 
luxury, designing and manufacturing 
exclusive collections of fine jewellery, 
wristwatches and prestige accessories, 
distributed through close to 300 Cartier 
boutiques worldwide. 

Cartier is also a ‘citizen of the world’ 
present on all continents, committed 
to promoting contemporary art 
through the Fondation Cartier, an 
initiator of ethical standards in the 
jewellery industry with the Council for 
Responsible Jewellery Practices, and 
at the forefront of the fight against 
international counterfeiting.

www.cartier.com

Founded in 2005, the Women’s Forum 
for the Economy and Society is the 
world’s leading platform featuring 
women’s views and voices on major 
social and economic issues. 

Deploying women’s experience and 
expertise across all generations and 
geographies, the Women’s Forum 
fosters practical discussions on how 
to overcome barriers and create new 
horizons and opportunities, as well 
as broad, rich and edgy debates on 
important ideas.  The Women’s Forum 
also promotes the advancement of 
women worldwide through business 
and social networks. 

www.womens-forum.com

As one of the world’s leading and 
largest graduate business schools, 
INSEAD brings together people, 
cultures and ideas from around the 
world to change lives and to transform 
organisations. A global perspective 
and cultural diversity are reflected in 
all aspects of its research and teaching. 

With campuses in Europe (France), 
Asia (Singapore) and Abu Dhabi, 
INSEAD’s business education and 
research spans the globe.

www.insead.edu

McKinsey & Company is a manage- 
ment consulting firm which, since 
1926, has been helping its clients 
achieve dist inct ive, substantial 
and lasting improvements in their 
performance.

Its clients include over half of the 
world’s top 200 firms, as well as 
companies with the potential to reach 
the top, government institutions and 
non-profit organisations.

www.mckinsey.com

TIMELINE
Key Dates for the 2014 Edition

Each partner brings its expertise to 
the initiative: Cartier plays a leading 
role in the organisation of the 
competition and provides coaching 
and funding for the projects; the 
Women’s Forum offers important 
visibility and networking opportunities 
for the finalists; INSEAD and McKinsey 
& Company coach the participants 
following the pre-selection process 
organised by INSEAD.
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Behind the Scenes 
with the Jury

Facing the panel
Once inside, the presentation they 
have spent so much time preparing is 
divided into two parts: first, an oral 
presentation of their business, using 
any multimedia backups they choose. 
Then comes the Question and Answer 
section: having carefully studied each 
finalist’s proposal and business plan, 
the Jury members raise any issues that 
have not been covered and probe 
the key points they deem paramount 
for success.

Financials are 
a fundamental
‘Some entrepreneurs tend to neglect 
the financials, focusing on their Big 
Idea,’ one Juror comments. ‘It can 
come as quite a challenge to have 
to present them in detail.’ Other 
important areas are management 
style, the viability of the business, 
scaling potential and scrutiny of the 
business model.
The presentations may seem long, but 
they pass in a heartbeat. It is a one-
shot opportunity, so preparation is 
essential, just like pitching to investors 
in the business world. But the men 
and women who form the Juries 
of the Cartier Women’s Initiative 
Awards – all volunteers, all passionate 
about  encouraging women in 
business – have a key distinction: they 
are there to appreciate, not to judge, 
and they engage with each finalist.

Time for 
feedback
The day ends with a General Jury 
Meeting at which the Presidents and 
members go over their impressions 
concerning the qual i ty  of  the 
presentations.
After the Jury deliberation, the 
Laureates are announced at the 
Awards ceremony. But the Juries’ 
participation does not stop there. 
The following day, they reconvene to 
give the all-important Jury feedback 
sessions – half an hour for each 
finalist and Laureate – a private sitting 
to discuss their performance and help 
them focus on any weaker points 
or goals.
Whatever  the  outcome,  every 
finalist or Laureate will concur: 
tough or compelling, auspicious or 
testing, this dialogue with her Jury 
is an invaluable part of the Cartier 
Women’s Initiative Awards.

THE JURY

As soon as the Jury members convene in Deauville, the Jury sessions are 
launched. Each regional Jury sits for three sessions, one for every finalist, 
interspersed by a period of deliberation before they call the next candidate. The 
finalists tweak their presentations and confer with their mentors as they wait to 
be called to their Jury Room.

In the first round, the Jury members evaluate the projects received individually by grading each 
section of the application form (executive summary, market and competition, management team…). 
In the second round, the Jury members receive the finalists’ detailed business plans. This document 
is carefully examined by each individual Juror. 

Based on assessment of both the business plan and the oral presentation, one 
Laureate is selected for each region. Projects are evaluated according to the 
following criteria:

• Creativity: the degree of innovation shown by the overall business concept,
• Financial sustainability and scalability: the financial impact of the business,  
 indicating chances of long-term success,
• Impact: the effect on society of the business in terms of jobs created or its  
 effect on the immediate or broader environment,
• The overall quality and clarity of the material presented.

A detailed process of evaluation

‘One of the first things I intend to do is take 
up the Jury’s offer of advice and guidance in 
the next stages of my business.’
Patricia Gros Micol, Handishare, France, finalist Europe 2013
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The 2014 Jury
Six regional Jury panels are in charge 
of evaluating the candidates’ projects.
The Jury for the Cartier Women’s Initiative Awards 2014 is composed 
of 29 high-profile individuals. They are chosen on the basis of their 
entrepreneurial experience, their business achievements and their 
commitment to supporting women entrepreneurs. The Jury’s 
involvement is long-term and voluntary.

This year, five members have joined our panels for Latin America, 
Europe, Asia-Pacific and Sub-Saharan Africa. Hailing from Argentina, 
France, Cameroon, Zimbabwe and Swaziland, our new panellists 
bring with them business expertise and acumen in fields as varied as 
social entrepreneurship, consultancy, education and commodities. We 
welcome their valuable contribution to the regional Juries.

SHELLY PORGES UNITED STATES
Former Senior Advisor at the Global Entrepreneurship 
Program,
Jury President North America 

KIMBERLIE CERRONE UNITED STATES
CEO of Tiatros, Inc.

LESLIE MEINGAST CANADA
CEO of The Personnel Department

NELL MERLINO UNITED STATES
Founder and CEO of Count Me In For 
Women’s Economic Independence

PEGGY WALLACE UNITED STATES
Managing Director of Golden Seeds

VIVIAN LAU HONG KONG
CEO of Junior Achievement Hong Kong,
Jury President Asia-Pacific

ANGELA JOO-HYUN KANG SOUTH KOREA
Founder and Executive President of 
Global Competitiveness Empowerment Forum (GCEF)

XIAOWEI ROSE LUO FRANCE
Senior Tenured Professor in Entrepreneurship and 
Family Business at INSEAD

PRIYA PAUL INDIA
Director and Group Management Committee Member 
of Apeejay Surrendra Group

LENA YANG CHINA 
Managing Director of Hearst Magazines 
International, China

DARYN FILLIS MEXICO
CEO of Distroller, 
Jury President Latin America

PABLO BRENNER URUGUAY
Partner at Prosperitas Capital Partners

SÔNIA REGINA HESS DE SOUZA BRAZIL
President and CEO of Dudalina S.A.

SILVIA TAUROZZI ARGENTINA
Senior Vice President, Global Advisor to CEO
at Louis Dreyfus Commodities (LDC)

DIEGO VALENZUELA CHILE
VP and General Counsel of Meck, Ltd.

JOHN DICKINSON FRANCE
Founder of Financial Networking and Chief Corporate 
Development Officer of Gene Signal, 
Jury President Europe

LEYLA ALATON TURKEY 
Board Member of Alarko Group of Companies

SANDRINE DEVILLARD FRANCE
Director at McKinsey & Company Paris

IRIS KRONENBITTER GERMANY
Director of the Bundesweite Gründerinnenagentur  
(National Agency for Women Start-Ups and 
Entrepreneurs)

DONATELLA TREU ITALY
CEO of 24 ORE Group

LATIN AMERICA NORTH AMERICA EUROPE

WENDY LUHABE SOUTH AFRICA
Pioneering Social Entrepreneur, 
Chairwoman / Director of companies, Author, 
Jury President Sub-Saharan Africa 

NIGEST HAILE ETHIOPIA
Founder and Executive Director 
of the Center for African Women 
Economic Empowerment (CAWEE)

LUCY KANU NIGERIA
Social Entrepreneur, 
Founder / Executive Director 
of Idea Builders Initiative

ODILE LACOIN CAMEROON
Manager at AT Kearney

GAIL MAWOCHA ZIMBABWE & SWAZILAND
Founder and Director of Mustard Seed Africa

SUB-SAHARAN AFRICA

HANAN SAAB LEBANON
Founder and Managing Director 
of Pharmamed,
Jury President Middle East & North Africa

MEISA BATAYNEH JORDAN
Founder and Principal Architect 
at Maisam Architects and Engineers

MIRIEM BENSALAH CHAQROUN MOROCCO
CEO of Holmarcom Group – 
Les Eaux minérales d’Oulmès

NEVEEN EL TAHRI EGYPT
Chairwoman and Managing Director 
at Delta Shield for Investment

MIDDLE EAST & NORTH AFRICA ASIA - PACIFIC
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Tips and pointers are precious assets to budding businesses. 
Find out what the coaches say about guiding the Cartier Women’s Initiative Awards entrepreneurs.

WHAT THE COACHES SAY…

I first heard about the Cartier 
Awards when I was doing my 

MBA at INSEAD in 2008. The competition 
was in its early days and I was part of the 
pre-selection process that the school runs 
each year as a partner. I enjoyed working 
with the team so much, I asked if I could 
volunteer to help some more!

The women who apply for the Cartier 
Awards are entrepreneurs with a deep-
rooted passion for social impact, and that 
appeals to my own passions, especially 
for the developing world. I also know 
that women have a very critical role in 
making things happen. I’ve chosen each 
candidate on the basis of their desire to 
make a difference at grassroots levels, 
but it is also an incredible opportunity to 
learn about different businesses, support 
people who are driven and give them 
external perspective.

The first finalist I coached was Mame 
Diene, who runs Bioessence, a natural 
cosmetics company that now employs up 
to 4,000 women in her native Senegal. 
She’s an amazing, inspiring person! I 
helped her prepare her business plan for 
the Award and kept in contact with her 
afterwards too, to develop her market 
and growth strategy and look at ways 
to face some typical entrepreneurial 
challenges, such as building a second-tier 
management team with people you can 
trust, who share your passion. 

I then coached Jeanne Habashi with 
her cosmetics range in Egypt, a country 
I’ve been particularly interested in, and 
Ann Kihengu, who brings low-cost solar 
lighting to disadvantaged people in 
Tanzania. She is committed to helping 
her country to evolve through enterprise 
and initiative and creating opportunities 
for youngsters kept out of the job market, 
catalysing change from the bottom up. 
In 2012, I focused on a project in India, 
Sustaintech, a clean stove company 
run by Svati Bhogle. Having grown 
up in India, I have seen the health and 
pollution issues of street cooking and 
am well aware of the need for clean 
stoves, so I was delighted to engage 
with this business. Svati’s project is very 
relevant and was quite well established, 
but distribution was a challenge, so 
we used my background to look at 
commercial incentives.

I feel I can relate to some of the challenges 
these ladies face; in my day-to-day work I 
see a lot of social entrepreneurs and non-
profit workers struggle to find the best 
ways to generate revenue for ideas they 
believe in so strongly; the challenges are 
similar and there is a lot of synergy in the 
approaches to take. It can be hard to let 
go and trust others because the business 
is your ‘baby’; it’s a common theme 
across entrepreneurship, but it’s essential 
as the business scales.

These ladies know so much about their 
businesses, and as a coach you learn from 
them, not just about new countries and 
sectors, but about yourself as well – how 
to work with a person who is a specialist 
in their field and who is teaching you 
while you are coaching them! I find it 
very humbling. They are the experts in 
their market and yet they are so receptive 
because they trust you as their coach, 
they have faith in the process, which is 
very well thought through. Preparing for 
the Awards makes them sit down and 
think about a business plan and take 
a long-term view. They tell me it helps 
them identify their strengths and can be 
a real confidence boost. These women 
are highly accomplished, willing to take 
risks and to try different things, and only 
a very special kind of person can do 
that. It’s an amazing experience.

4 Questions for…
Paul Vega, Vice President Strategy 
and Corporate Development at 
Amcor and former Associate 
Principal at McKinsey & Company. 
He has been a coach for the 
Awards since 2008.

You have experience of coaching finalists – two of whom went 
on to be Laureates and one to receive a special donation – 
and now you are coaching 2013 Laureate Priyanka Banka: 
what differences do you see in the approach?

Coaching finalists is more about helping them to conceptualise their 
thoughts and win over investors. With Laureates, the discussion 
needs to be around execution, how to get traction with the 
business plan, how to think through the process of scaling up and 
focus on the resources needed to make the business successful.

Before working with McKinsey and now Amcor, you 
founded two start-ups. Which hat would you wear 
most as a coach: start-up entrepreneur, consultant or 
corporate executive?

For the finalists it was my consulting skills, to help them to 
articulate their vision, put it down on paper and test the business 
model. For a Laureate, I have my entrepreneurial hat on, thinking 
how to use the funding and leverage the visibility and recognition 
the Award brings, how to translate that into business.

What do you say to an entrepreneur facing the leap 
towards growth?

Have no fear! There are three steps to growth. Where do you 
want to play: which segment and customers to target? How to 
win: which strategies, tactics and choices will give your business 
the edge? And finally, what are the capabilities and resources – be 
it technology, capital or talent – required to win? 

If you could only give one piece of advice to a candidate, 
what would it be?

Stay true to yourself and know what you’re good at!

1

2

3

4

Madhu Rajesh
Madhu Rajesh is Development Director at the British Asian Trust and 
a graduate of INSEAD. Since 2008 she has coached four participants in 
the Cartier Women’s Initiative Awards.

PAUL VEGA
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Community and Collaboration
FOCUS ON: 
A look at some of the inspiration and collaboration that springs from the 
Cartier Women’s Initiative Awards community.

Since 2006 when it was founded, the Cartier Women’s 
Initiative Awards has welcomed over one hundred women 
to take part in its annual business plan competition. The 
community that it set out to create has grown, and over 
the years the criteria that drive the Awards – creativity, 
innovation, sustainability and social impact – have brought 
together groups of like-minded people who share similar 
values, dreams and desires.

Every year, these women from around the world arrive in 
France to participate in the Awards Week. Within minutes 
of meeting and discovering each other’s projects, they are 
talking, exchanging, enthusing and sharing, learning from 
the workshops provided to guide them, but also from the 
rich variety of models, situations and cultural contexts 
that they discover among their peers. In the image of the 
social networks that were just gaining momentum when 
the Awards were first launched, the finalists link up their 
projects and bounce their ideas to bring change and impact 
to even farther reaches of the world. 

Community spirit 
This spirit of community among women, all too frequently 
left out of traditional ‘boys’ club’ business networks and 
financial circles, is one of the key reasons the Cartier 
Women’s Initiative Awards was created. And there could 
be no better place to start an overview of it than with Ting 
Shih, Laureate 2012 for North America, who was the first 
to launch a Facebook group for her fellow alumni. ‘It’s 
more effective than a professional social network platform, 
which is so public,’ she says. ‘Here you can actually engage 
with each other, which helps to maintain the contacts.’ 
Her company, ClickMedix, a mobile health platform, now 
works in 15 countries, providing applications to manage 
issues such as chronic diseases, diabetes and Alzheimer’s. 
When Ting travelled to Chile on business, there was one 
Cartier Awards finalist she definitely wanted to visit: ‘I 
contacted Mildred Mayr to see if we could work together. 
ClickMedix works with pharmacy chains in Chile who are 
interested in better patient management. Once we move 
into tele-consultation with doctors, Mildred’s service 
would be excellent to use, as she manages and provides 
medical personnel for hospital wards and has exactly the 
resources we need.’

Ting is also in contact with fellow Laureate Cécile Réal, who 
is entering clinical trial stage for her diagnostic kit Endodiag, 
notably in the US, where the two ladies are planning to 
meet. ‘There is definitely scope to build projects together 
based on Ting’s technology and expertise,’ says Cécile. 
‘There are several contacts we can share in this field.’

Access to health
Staying in the health sector, Melissa Menke of Access 
Afya, which brings quality healthcare clinics to low-income 
populations in Africa, and Leonora O’Brien of Pharmapod, 
a cloud-based risk management platform, respectively 
finalist and Laureate from the 2013 edition, have taken 
great steps in working together. ‘We met on day one of 
the Awards Week,’ Melissa recalls. ‘When I discovered 
Leonora’s presentation I had so much respect for her 
work: she has devoted her life to her business and her 
pitch was personal and striking. We spent the whole week 
talking about working together!’ ‘Melissa’s work in Kenya 
is so important,’ notes Leonora. ‘When she explained the 
challenges practitioners face, I thought: “I’m destined to 
work with this lady!” Pharmapod has developed software 
to help capture and address medication-related risks 
and Melissa and her team are working in an area where 
specific risks are prevalent, when patients self-medicate 
inappropriately for diseases like malaria, for example, or 
are sold counterfeit drugs.‘ There is also another area of 
potential collaboration, as Leonora points out. ‘People 
frequently buy medicines through commercial retailers 
who may be well-meaning but cannot necessarily provide 
adequate advice. The Pharmapod system helps objectify 
these kinds of concerns.’

Access Afya’s ethics and location make it an ideal foothold 
for Pharmapod’s system. ‘Through our clinics we can 
send information that no-one has compiled before,’ says 
Melissa. ‘Counterfeit is a huge problem, for example, that 
cannot easily be solved. Systems demonstrating that you 
are using safe supply chains and tracking suspicions are a 
statement both inside and outside the business that shows 
we care about quality.’ With counterfeiting a global issue, 
Leonora is forging ahead to develop a tool to help. ‘In 
Europe pharmacists have an obligation to record issues with 
medication, but if there’s no standardised system available, 
we cannot track or analyse trends. It’s when you are able to 
capture real, objective data that the authorities listen and 
the appropriate procedures can be put in place.’ 

New markets
Pharmapod is currently moving into the UK market and 
Melissa is now helping them to localise their services in 
Kenya. ‘Melissa’s experience allows us to map the Kenyan 
perspective and helps our team get the necessary on-the-
ground insight.’ ‘We’re also thinking about what kind of 
applications we could use to address compliance issues, 
such as failing to complete a full course of treatment or 
simply running out of stock,’ adds Melissa. ‘That’s when 
patients may go to the secondary market and not receive 
adequate solutions.’ 

Leonora has found some impressive backing for their 
collaboration on malaria self-medication. ‘The Royal 
College of Surgeons in Ireland has now joined forces with 
us, contributing valuable research resources to the project.  
Melissa is thrilled. ‘Just having conversations with experts 
who care about what we are doing is so beneficial!’ ‘We’re 
learning from each other in order to benefit patients,’ says 
Leonora, ‘it’s both rewarding and exciting!’

Future prospects
Another exciting opportunity, though still at a very early 
stage, involves a question that many Cartier Women’s 
Initiative Awards candidates are seeking to tackle – 
sanitation. Chunhong Chen, 2011 Laureate for Asia-
Pacific, produces water-saving toilets in China that have 
inspired Namita Banka, 2013 Laureate for the same 
region and CEO of Banka BioLoo, which makes bio-
digestive toilets. Namita plans to travel to Shanghai this 
year to find out more about Chunhong’s revolutionary 
device that could further her own company’s mission: to 
put a toilet in every home in India. Chunhong is very keen. 
‘We hope more people in India can use the YY water-
saving toilet with Namita’s cooperation!’ 

Since 2007, over 

170 coaches and 

60 Jury members have 

volunteered their time for the Awards

In the past 7 years, the Cartier Women’s Initiative entrepreneurs have created 

over 1,300 direct jobs and over 4,800 indirect jobs

125 finalists have presented more than 110 companies 

from  41 different countries. 2 / 3 of the businesses 

are still in operation.

Vital 
Statistics

MELISSA MENKE LEONORA O'BRIEN
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THE 2014 
FINALISTS

Selected from an applicant pool of 
over 1,000 projects, the finalists for 
2014 come from 15 different countries. 
They lead companies that span 
sectors ranging from high technology 
to healthcare, education, fashion 
and protection of the environment. 
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Having worked for her father’s car 
dealership, American Express and 
Avon, where she managed more 
than 2,000 women, Gabriela Diaz 
is an experienced businesswoman. 
She only started her own company 
two years ago, however, when her 
eldest son, Ignacio, was planning 

to go travelling after graduation. 
‘He has a heart condit ion that 
requires special care in a crisis. We 
wondered how we would know if 
he had problems during the trip 
and how to help the doctors who 
would take care of him.’ 
Gabriela canvassed others for a 
solution and discovered that she was 
not alone. ‘Many people with elderly 
parents or children with medical 
conditions worry about the same 
thing. We spoke with emergency 
workers and paramedics and learned 
that the two biggest challenges of  
helping someone in an emergency 
situation are a lack of information 
about his or her condition and 
the inability to contact a relative 
or friend.’ 

Lifesaving SMS
Gabrie la decided to solve th is 
problem with a simple but efficient 
product and service – ProTextion. 
ProTextion users are assigned an 
individual code on stickers they carry 
on a business card, notebook, etc. 
or wear on a bracelet. Texted via a 
dedicated freephone number, which 
is also present on the sticker, the 
code links to an online user profile 
stored on ProText’s servers. Users 
are free to include any information 
they feel  would be relevant to 
administer ing emergency care: 
blood type, allergies, medication, 
etc. The profile also includes contact 
information for a relative or friend. 

In case of an emergency, anyone on 
hand with a standard cellphone can 
send the user code to ProTextion, 
who will respond by sending all 
the information in the user’s profile 
and notifying their contact via SMS. 
Users in Argentina can purchase the 
service on an annual basis (US$18) 
or for single day use for special 
events (70 cents), such as sporting 
marathons or school trips. 

Gabriela has striven to keep her 
product and service inexpensive, 
low tech and secure. ‘There are 
mobile applications for emergencies 
that only work on smartphones 
or ID bracelets that require special 
technologies to read. If you are in 
danger, we want anyone on the 
street with any type of phone to 
be able to text the code,’ she says. 
User names and medical information 
are stored on separate servers for 
confidential ity, which are both 
replicated in two different places for 
failsafe backup.

First movers
In only two years,  ProText has 
amassed 10,000 act i ve  users . 
Turnover in the first five months of 
2014 was double the yearly sales 
for 2013. Gabriela is hiring a sales 
force and aggressively exploring 
new markets with hopes of reaching 
220,000 users by the end of 2014. 
‘We are reaching out to closed 
groups like schools, corporations 
and events. Recently we provided our 
service to 6,000 people running the 
Four Stations marathon in Buenos 
Aires. Over 50% of the runners set up 
a profile.’ ProTextion is now working 
with sports clubs and a ski resort 
and is set to expand internationally, 
beginning with Colombia and Chile.  
‘We are first movers seeking to 
snap up a big piece of the market,’ 
says Gabriela. ‘Any new competitor 
will have to work twice as hard 
to compete.’

protextion.com.ar

Gabriela Diaz PROTEXT, Argentina 

Access to key medical information 
in case of emergency

FAZINOVA, Brazil

THE PRODUCTS COMERCIAL, Brazil

PROTEXT, Argentina 

‘If you are in danger, we want anyone on 
the street with any type of phone to be able 
to text the code.’
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Erika Foureaux THE PRODUCTS COMERCIAL, Brazil

Inclusive product design for disabled children

When her daughter Sophie was 
born with a physical handicap, 
Erika Foureaux discovered the social 
barriers that also discriminate against 
the disabled. ‘It was easy to find 
lovely chairs and such for Julia, my 
eldest, but Sophie had difficulties 
with walking and standing, and all 
the products I found were visual 
reminders of that, excluding her 
from other children,’ notes Erika, 
an architect and designer of Franco-
Brazilian origin. ‘I was a designer 
for a children’s furniture company, 
so I was well placed to know!’

Universal design
‘Children don’t want objects that look 
like cold medical contraptions,’ she 
continues, advocating that inclusion 

of physically disabled children is 
not just about laws or regulations: 
aesthetics also have a key part to play 
in their self-esteem. Erika therefore 
decided to make objects that apply 
the principle of universal design, 
which promotes inc lus ion and 
accessibility for all. She left her job 
and set up a non-profit organisation, 
Noisinho da Silva, to further this cause 
and produce designs for disabled 
children and their families. 
The first design was the Inclusive 
School Desk (ISD), a colourful carbon 
desk with a tilted top, side pockets, 
a book holder and adjustable height. 
It is wide enough to welcome a 
wheelchair or can be equipped with 
its own matching chair and leg 
supports. ‘We were sponsored by 
Petrobras to fund the design, which 
was a godsend, but we wanted a way 
to make products that could fund our 
NGO without needing sponsors.’ The 
answer was The Products Comercial, 
the trading arm that exclusively 
licences, manufactures and sells 
Noisinho’s patented designs.

Funky and fun
The Products Comercial sells the 
ISD and the Ciranda, a funky little 
foldaway floor seat in bold, colourful 
curves that holds a small child in 
position, including them among 
family and friends as they play. Made 
of carbon, plastic and steel, it has a 
great look that eschews any notion of 
disability, retails at US$265 and has 
sold 150 units to date. ‘The Products 
Comercial is a social business,’ states 
Erika. ‘It is designed to make money 
but is obliged to either pay its profits 
to the NGO or reinvest in new designs 
or improvements.’ If it fails to play 
ball, it loses the right to commercialise 
the designs.

‘Children don’t want 
objects that look 
like cold medical 
contraptions.’

The business also creates jobs, with 
five full-time employees and two 
part-time to date. As part of her 
universal mission, Erika has launched 

the C i randa Workshop,  which 
helps underpr iv i leged fami l ies 
with disabled children. ‘It teaches 
them how to make their own basic 
Ciranda from MDF, using tools and 
materials they can easily find in the 
favelas.’ With the aid of schools and 
associations to help select families 
in need, each workshop draws over 
200 people, creating a veritable 
social event. ‘We found that 87% 
of favela women with handicapped 
children have been abandoned by 
their husbands,’ says Erika, ‘and most 
have three or more children. These 
events give hope and inclusion and 
create a huge impact, on them and 
on us alike.’
After 10 years in the non-profit world, 
Erica has lost none of her social DNA, 
but is eager to receive mentoring 
to help her business achieve her 
dream: attractive, inclusive products 
for each of Brazi l ’s 2.9 mil l ion 
physically disabled children. At The 
Products Comercial, discrimination is 
purely in the eye of the beholder.

theproducts.com.br

Bel Pesce FAZINOVA, Brazil

Courses to teach entrepreneurial values

Bel Pesce, 26, is something of a star 
in her native Brazil. A free e-book 
she wrote in 2012 titled A Menina 
do Vale (‘The Silicon Valley Girl’), 
explaining how an entrepreneurial 
attitude can change your life, became 
an Internet sensation, downloaded 
over two million times. The printed 
version is a bestseller in Brazil. ‘I was 
lucky with the timing,’ says Bel, who 
was working in start-ups in Silicon 
Valley at the time. ‘Brazil is in a period 
where people want to take charge of 
their lives. I never realised my ideas 
would be given such a voice.’ The 
impact was so great, Bel was named 
one of the 100 most influential 
people in Brazil by Época, the widely 
read weekly news magazine. ‘I had to  

use this momentum to do something 
great for my country,’ she says, ‘so 
I came back to Brazil to set up a 
school, FazINOVA.’

Free online courses
Step one was to create three offline 
courses on entrepreneurship, innovation 
and relationships. Launched in April 
2013, the first sessions filled fast, 
with 99% positive feedback. Today 
FazINOVA has new premises, two 
auditoriums and a co-working space 
it rents to up to 50 people. The 
online courses started in November 
and have  drawn over  30 ,000 
students. The young CEO is adamant 
about keeping them free as part of 
a strong social mission, so plans to 
use other monetisation channels to 
fund them, such as advertising and 
data mining. 
Since FazINOVA cares about who its 
students are, it collects information on 
their dreams and aspirations that other 
schools ignore. It also makes its courses 
web-dedicated so that students will 
finish them and keep learning to the 
end. A course typically features 30 to 
80 upbeat videos lasting up to two 
minutes, dotted with exercises along 
the way. Subjects cover anything from 

how to create a business model in 
an afternoon to capitalising on your 
abilities in daily life. ‘We have a 38% 
completion rate,’ says Bel, ‘far above 
the average in free and paid online 
learning from major schools.’

‘Brazil is in a period 
where people want 
to take charge of 
their lives.’

Go-getting spirit
FazINOVA also has a Social Ambas-
sador Programme that takes social 
and educational campaigns into 
public schools for free, through a 
network of over 700 volunteers. ‘I’m 
a social nerd!’ says Bel. ‘People and 
technology are my two passions. 
She herself graduated from MIT in 
engineering, following a rollercoaster 
ride to get there that she recounts 
with passion in motivational speeches, 
and which taught her the value of 
the go-getting spirit she now imparts 
to others. 

While education may not have the 
‘glitz’ factor of tech start-ups, it 
is the tenth sector in the Brazilian 
economy and ripe with potential. 
In a recent report, the OECD found 
that the average number of Brazilians 
aged 30+ enrolled in education 
is up to 2% higher than the OECD 
average. To further her goals, Bel has 
worked to create corporate courses 
and to partner with brands, such as 
PricewaterhouseCoopers. So far three 
firms are on board. ‘Many people 
have approached me to invest in 
FazINOVA but I decided to bootstrap 
it as far as possible and show how 
we are changing lives before raising 
funding.’ Little by little Bel is taking a 
back seat as the face of FazINOVA to 
concentrate on growth and her goal: 
to prove her business model and 
continue FazINOVA’s life-changing 
mission in Brazil.

escola.fazinova.com.br
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As of June 9, 2014, the United States 
had 122,949 people on transplant 
waiting lists, barely 15% of whom 
will receive an organ. Aside from 
donor rarity and the stress of waiting, 
transplant patients also face infection, 
incompatibility issues and costly 
immunosuppressant medication. 
To solve this problem, Transplants 
Without Donors supplies transplant 
organs with no need for human 
donation: they are created artificially 
from stem cells.

Backbone of the organ
The company has developed a 
technology based on a t issue-
engineered scaffold, which co-
founder Eleni Antoniadou, 27, calls 
‘the backbone of the organ’. It is 
produced from biomaterials and is 
currently made in three different 
sizes: children age 1 to 5, teenagers 
up to age 15 and adults. Key to 
the scaffold’s success is the tissue-
engineered bioreactor, a transparent 
dev i ce  in  wh ich  to  g row the 
organ – rather like an incubator – 
which mimics the conditions of the 
human body in a sterile environment 
and enables scientists to monitor 
organ growth. ‘It’s a first in its field,’ 
says Eleni. 
Developed in the US with collaboration 
from expert teams in Chicago and 
California, the bioreactors are an 
essential player in the company’s 
strategy. By proving their efficacy in 

the traditional transplant context, 
where they can be used to keep 
donor organs alive, Transplants 
Without Donors aims to remove the 
barriers many medical professionals 
have about artificial organs, and is 
targeting key transplant hospitals in 
London and the US as early adopters. 
Clinical approval is still pending but 
the bioreactors can already be used 
for research or with specific patient 
approval for clinical use.
‘US legislation does not allow these 
types of artificial organ transplant 
yet, so the first operations take place 
in Europe,’ says Eleni, who, after 
graduating in biomedicine in her 
native Greece, participated in the first 
successful artificial trachea transplant 
on a late-stage cancer patient at 
the Royal Free Hospital in London 
during her master's in 2009. ‘It is a 
hard path,’ she concedes, ‘it means 
taking chances and challenging what 
we know.’

‘People think it 
sounds like science 
fiction, but this work 
has been going on in 
labs for years – now 
it’s time to take it 
into hospitals.’

The future is now
Eleni is not one to be put off by 
roads less travelled. When not busy 
at Transplants Without Donors, 
she tra ins NASA astronauts in 
biomedical experimentation for the 
International Space Station. Could 
it be her fascination with space that 
spurred her to create a start-up to 
develop artificial organs? ‘People 
think it sounds like science fiction, 
but this work has been going on in 
labs for years, now it’s time to take 
it into hospitals.’ A background in 
mechanical prosthetics – robotic 
arms and limbs – heightened her 
awareness of how different a patient 
feels with an artificial limb. Eleni sees 
tissue regeneration as the answer. 
In transplants too, avoiding anti-
immunity medication and knowing 
the organ came from your own tissue 
would doubtless have a positive 
psychological effect. ‘This is the 
future!’ she beams.
Initially, Transplants Without Donors is 
focusing on low-complexity organs – 
skin, arteries, nerves, heart valves, 
ears, noses and tracheas. High-
complexity organs such as kidneys or 
hearts are a more distant prospect. 
Visibility is crucial to medical start-
ups striving to change mind sets, 
and this is one of the benefits Eleni is 
hoping to gain from the Awards. She 
herself works to heighten awareness 
on the issue of organ trafficking 
in Latin America and Africa: each 
year Transplants Without Donors 
funds a month-long mission to 
bring healthcare and information to 
remote communities targeted by 
this scourge.

tissueeng.com

Eleni Antoniadou 
TRANSPLANTS WITHOUT DONORS, United States 

Artificial organs for transplants

3DIM TECH, United States

FOUR TWENTY SEVEN, United States

TRANSPLANTS WITHOUT DONORS, United States 
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Andrea Colaço 
3DIM TECH, United States

Touch-free commands for 
smart wearables and mobiles

Imagine a world where the touch 
screens we use every day no longer 
need to be tapped or swiped to be 
activated. A world where we could 
simply motion our commands and 

our wishes would be understood! 
S m a r t  d e v i c e s  h a v e  b e c o m e 
ubiquitous tools, but screen size is 
proving increasingly limited for the 
countless things we want to do on 
them. For Andrea Colaço, 28, an 
electrical engineer, computer scientist 
and co-founder of 3dim Tech, this is 
a personal frustration. ‘Whenever I’m 
using one, half the screen gets filled 
by a pop-up keyboard!’

New motion control
Touch screens have revolutionised 
smart technology, but the next step 
forward will be user interfaces with 3D 
gesture recognition, enabling devices 
to perform effectively with small 
screens or even no screens at all. As 
Andrea points out, however, existing 
gesture recognition technology – such 
as that used with gaming consoles – 
faces challenges for transfer to 
smaller mobile devices: high power 
consumption to drive 3D cameras; 
the ability to work in sunlight and 
crowded environments; the need to 
be miniaturised, to fit a smartphone or 
a sports watch, for example. 

3dim has overcome this by doing 
what Andrea loves best: starting 
from the problem and working 
backwards. ‘Gesture sensing is 
typically done with cameras, which 
are very energy-consuming. So 3dim 
has developed software for infrared 
technology, which already exists in 
most smartphones,’ she says.
How does it work? An infrared sensor 
can capture hand movements in a 
given volume around the phone 
and interpret them via 3dim Tech’s 
proprietary software, incorporated 
in the f i rmware. ‘So far we’re 

targeting a small volume with high 
accuracy, so users don’t have to 
move their hands about too much, 
but next-generation smartphones 
incorporating our software can 
have sensors built in to other areas 
of the phone to extend the input 
volume range.’
Phase 1 of the company’s product 
roll-out is simplified recognition for 
existing handsets, which speeds up 
adoption. Phase 2 will involve more 
advanced gestures, such as writing a 
letter in the air to enact a command. 
Currently patent pending, 3dim is 
already in discussion with major 
manufacturers of smart wearable 
products – e.g. fitness bands and 
sports watches – a market expected 
to reach US$6 billion by 2017. The 
mobile phone market is another key 
target. ‘Mobile manufacturers have 

tried to integrate gesture sensing, but 
with limited success,’ says Andrea. 
‘It has taken a fundamentally new 
approach to create our solution, 
which offers a true differentiator in a 
very competitive market.’ 

Zoom to the future
3dim-ready devices will be fitted with 
gesture libraries to allow developers 
to invent a number of applications. 
This could notably have an impact 
for the blind, for example, typically 
excluded from many smart and 
tablet applications. For everyone, a 
familiar smartphone gesture set to 
change could be zooming by simply 
moving your hand up or down, 
without pinching.
‘We humans start to communicate 
with our hands before we can even 
speak,’ says Andrea, ‘it’s intuitive!’ 
In tomorrow’s 3dim world, expect 
people to no longer be hunched over 
their tablets and screens as they tap 
away, but gesturing to them – and 
perhaps to each other as well.

3dimtech.com

Emilie Mazzacurati 
FOUR TWENTY SEVEN, United States

Tools and services for climate 
risk management

Emilie Mazzacurati, who hails from 
France, was always interested in 
starting her own business, but the idea 
for Four Twenty Seven, the company 
she founded in 2013, grew out of 
a pitch she made to a now former 
employer. A carbon trading expert 
with a passion for analytics, Emilie 
suggested they explore potential 
services and business opportunities 
around climate adaptation. When the 
idea was not supported, Emilie moved 
ahead alone, taking an evening class 
in finance for entrepreneurs, writing a 
business plan, and eventually quitting 
her job to work full time on building 
the company.  

Evaluate risks
Four Twenty Seven’s name is inspired 
by Cal i fornia’s  goal  to reduce 
greenhouse gas emissions to the 427 
million tons it was at in 1990. Emilie 
describes it very much as a ‘mission-
driven business,’ providing tools 
and services to understand climate 
impacts, assess risks to business 
operations, and increase resilience 
by developing and implementing 
climate adaptation measures. More 
careful management of natural 
resources by businesses leads to a 
more resilient economy. ‘Corporations 
are a large part of the problem, and 
therefore need to be an integral part 
of the solution as well.’
Founded last year, the company 
currently has two main products: a 
climate risk calculator – presented in 
the form of a computer dashboard – 
and supply chain risk management, 
which models the chain to look at 
its exposure and vulnerability to 
climate-related risks and its ability 
to adapt accordingly. In services, 
it teaches courses on climate risk 
management and offers a reporting 
and consulting package that supports 
local governments and cities in their 
efforts to adapt to climate change.

Build resilience
‘Suppose you are a big tech company 
that relies on international suppliers 
to bring together the pieces of 
a computer for assembly. Mass 
flooding hits Thailand, where half of 
the world’s chip manufacturers are 
located and are out of commission 
for months. This leads to shortages 
and disruptions and millions of dollars 
lost.’ According to Emilie, ‘you want 
to know what you can do to identify 
risks and make your supply chain 
more resilient.’ 
At present, Four Twenty Seven is 
targeting the US market, where 
e x t r e m e  w e a t h e r  e v e n t s  a r e 
estimated to have cost the economy 
US$100 bi l l ion in 2012. While 
it started small as a one-woman 
venture, Emilie points out that there 
is strong growth potential. ‘The risk 
management services market in the 
US is a billion-dollar industry growing 
at an annual rate of 5.8%.’ 

‘Corporations are 
a large part of 
the problem, and 
therefore need to be 
an integral part of 
the solution as well.’

A firm advocate of women’s rights, 
Emilie has found it challenging to 
build a business alone and is eager 
to join a community such as the 
Cartier Women’s Initiative and receive 
guidance on her business plan. Back 
when she was mulling the decision 
to enter entrepreneurship, she was 
also interviewed for a position to lead 
a climate-related programme for a 
foundation. ‘The positive feedback I 
received helped make up my mind! 
I decided that if they trusted me, I 
should trust myself with running my 
own venture.’

427mt.com

North America

‘We humans start to communicate with our 
hands before we can even speak, it’s intuitive!’
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Yvonne Brady EVB SPORTS SHORTS, Ireland 

Running shorts to support  
the pelvic floor

Yvonne Brady, 41, is a vibrant mother 
of three who took up running after 
the birth of her youngest child. ‘I 
wondered if I hadn’t started too early! 
On longer runs I experienced light 

bladder leakage and I was mortified. 
I felt totally alone.’ Yvonne hunted 
for support-wear in sports shops, 
but found nothing that was effective 
against leakage. A civil engineer and 
avid problem-solver, she started to 
research the cause and imagine what 
product she could create to help. The 
result is EVB sports shorts.
Yvonne had no knowledge of 
sportswear before embarking on 
her quest. Her first move was to 
gain clinical knowledge from a 
physiotherapist. ‘The big difficulty 
was finding a manufacturer with the 
knowhow to work with the materials 
we needed. I located a company 
in Portugal who make premium 
sportswear and was able to express 
my vision to them.’

Bouncing 
with confidence
The shorts are made in quality 
materials, with anti-bacteria and 
moisture-wicking treatments and 
flat-lock seams for comfort. The 
compression panels are designed to 
provide firm support to the pelvic 
girdle, abdomen and lower back and 
lift up the perineum and the pelvic 
floor. ‘This increases compression 
of the muscles and the pelvic girdle 
joints that form the body’s core,’ 
says Yvonne, who based her idea on 
the bridges she used to build as a 

civil engineer. The structure is visually 
reminiscent of baby bouncers. ‘It 
forms a sling that hugs you like taut 
pelvic floor muscles. The equivalent 
of a running bra, but for the pelvis!’ 
Yvonne was well placed to be the 
guinea pig for the trial-and-error fitting 
sessions that went on at the factory. 
‘When you experience this kind of 
problem your confidence is destroyed. 
I want women to feel confident to 
run and do sports as they please.’

Taboo subject
As with many sens i t ive health 
difficulties faced by women, there 
is a general taboo about discussing 
them. ‘I’m a very private person 
so it hasn’t been an easy journey,’ 
says Yvonne. ‘It took me a year to 
realise how sensitive this problem is 
and find gentle wording that won’t 
have people running away from the 
issue.’ EVB stands for ‘everybody’, 
‘because sport is for everybody,’ 

smiles Yvonne, whose research into 
exercise-induced urinary incontinence 
uncovered statistics that made her 
shudder: ‘One in four women stop 
sport due to this kind of problem.’ 
Tests carried out by Dublin City 
University showed that confidence 
and enjoyment were raised among 
women who ran wearing EVB shorts. 
Since launching its product in May 
2013, EVB has sold over 1,300 units, 
which retail at approximately US$70, 
mostly through sports outlets. 
It sells across the world and has 
at t racted brand ambassadors , 
such as the Norwegian women’s 
rugby team, plus endorsement 
from physiotherapists. 
The women’s sportswear market 
i n  t h e  U S  a l o n e  w a s  w o r t h 
US$11.5 bil l ion in 2013 and is 
growing faster than the women’s 
fashion industry, but despite the 
number of women who experience 
the problem of leakage, this is one 
area that has not yet been addressed. 
‘Most studies conclude that there is 
little knowledge about pelvic floor 
disorders, scant awareness and a lack 
of research. We’re trying to change 
this,’ says Yvonne. ‘Perhaps it is a 
mountain to climb, but we have 
to do it.’

evbsportsshorts.com

Europe

EVB SPORTS SHORTS, Ireland 

AGORIQUE, Spain

IMPERIAL EUROPE, Italy

‘One in four women stop sport due to the 
problem of bladder leakage.’
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Carla Delfino 
IMPERIAL EUROPE, Italy

Eco-friendly rodent repellent

Whereve r  t he r e  a r e  humans , 
there are genera l ly  even more 
rodents below ground, prol i f ic 
breeders who spread disease and 
chew through e lect r i c  cab les . 
When it comes to getting rid of 
them, solutions range from the 
murderous to the macabre: not 
only are they cruel and frequently 
ineffective, they’re generally toxic 
to pets and humans. ‘We tend to 
think that bio-repellent solutions 
that are safe for the environment 
will be too weak to work,’ says 
Carla Delfino, 54, whose company, 
Imperial Europe, has come up with 
a harmless and effective solution. 
Its product, ScappaTopo – which 
means ‘runaway mouse’ in Italian – 
offers a non-toxic, environmentally 
fr iendly way to control rodents 
instead of killing them. 

‘This is a revolution 
and we need to tell 
its story.’

Carla is a seasoned entrepreneur 
who spent 20 years making a very 
different product: false bank note 
detectors. The idea for ScappaTopo 
came to her  through a f r iend 
working with a telecom firm that 
had issues with rats and mice 
chewing cables. ‘They tried poison, 
but rodents become resistant to it,’ 
Carla explains, ‘In the US rats can get 
so big, they need to shoot them!’ 
Intrigued by this scenario – and 
despite a very real phobia of mice – 
Carla set about finding a solution to 
repel them rather than kill them.

Rat race
She started researching traditional 
r emed ies ,  wh ich  took  he r  on 
some interesting travels. ‘I visited 
native Americans to discover their 
remedies, such as peppermint, for 
example,’ she relates. ‘I studied 
Ancient Egypt and travel led to 
Hong Kong, spending days in a 
library.’ Back in Italy, Carla perfected 
her own patented formula and 
approached the University of Naples 
and La Sapienza University in Rome 
to test  her prototypes on two 
varieties of mice: lab mice, which 
are meek and mild, and wild mice, 
‘which are ferocious! Just catching 
them was so difficult!’
Special mazes were built and all the 
tests produced very positive results. 
The concept is simple and 100% 
organic: housed in a paper box, 
a pouch filled with the patented 
rec ipe ,  e s sent ia l  o i l s ,  na tura l 
elements and corncobs sends out 
strong multi-sensory and odorous 
s i gna l s  t ha t  s t r e s s  m i ce  and 
dissuade them from approaching. 
‘The micro-holes in the corncobs 
are perfect for storing the oils and 
releasing them slowly. For me the 
customer is not the human buying 
the product, it’s the mouse! The 
product must send out signals that 
alarm mice.’

Clean sweep
Carla promptly proposed product 
t r i a l s  to  a  pe s t  management 
company and to ACEA, a major 
electricity firm in Rome; the latter 
completed their tests this May. 
‘After three weeks of ScappaTopo, 
their cable boxes were clean – no 
droppings. Three months later, still 
none!’ Launched in late 2013, the 
product retails at €8 to €10 and is 
safe to use in kitchens and around 
pets. Now Carla is seeking funding 
f o r  a  s t r ong  commun i c a t i on 
campaign. ‘This is a revolution 
and we need to tell its story.’ She 
has  s ta r ted  d i s t r ibu t ion  w i th 
selected hardware outlets in the 
north and the south of Italy, but is 
also eager to disrupt the rodent-
repellent retail industry. ‘I want to 
see ScappaTopo in every pet shop, 
organic market, nautical store… 
I’m an entrepreneur, I know when 
I smell a good business!’

scappatopo.it

Alexa Buffum 
& Stephanie Halphen 
AGORIQUE, Spain

Online platform linking independent 
retailers and brands

A le xa  Bu f fum and  S t ephan i e 
Halphen both attended university in 
Boston, but only met when studying 
together on the MBA programme 
at IESE in Spain. This is where 
they developed the idea for their 
company, Agorique. ‘We decided to 
look at the fashion industry because 
a friend had started her own fashion 
brand and she told us about the 
difficulties of trying to get boutiques 
to carry her products.’ 
Their  answer to this  chal lenge 
was Agorique. Founded in 2012, 
it is an online marketplace that 
connects  fash ion brands  wi th 
retailers, allowing the two groups 
to communicate freely and conduct 
transactions. According to its co-
founders, going digital was ‘a way 
to move past the traditional twice-
a-year trade show model, which is 
how the fashion industry has been 
working.’ They wanted purchasing 
to work at any time of the year, 
from anywhere in the world, ‘and 
at  a cheaper pr ice for  fashion 
brands, which normally have to 
pay travel expenses and rent stands 
at shows.’

Profile a look
Agorique allows brands to create 
their own digital profiles with high-
resolution images that link retailers 
straight from the lookbook to the 
l ine sheet. The profi les include 
information on a brand’s points of 
sale, press coverage and upcoming 
trade show appearances. Brands 
can also communicate with retailers 
via the web platform. They pay a 
€50 monthly subscription fee and 
are charged a 5% commission on 
sales made through the Agorique 
web platform. They may also opt to 
forgo the subscription fee and pay a 
higher commission.

‘We feel that giving 
the brand power to 
reach out to retailers 
is important.’

Retailers create profiles as well, 
detailing their location, product 
categories, brands sold and price 
point and can make purchases via 
the website. To make their choices, 
they can surf featured brands in 
Agorique’s ‘Weekly Digest’, discover 
lookbooks, get insights into who is 
checking out what, which products 
have been recently ‘liked’ and what 
is going on in various countries. They 
use the website for free. 
Launched in September last year, 
as of May 2014 Agorique had 580 
retailers and 107 brands using its 
services. 20% of the retailers log in 
at least once per month, while 80% 
of the fashion brands are active on 
the site on a monthly basis. To date, 

it has featured brands and retailers 
from 58 different countries. In 
future, Alexa and Stephanie plan 
to develop a ‘premium’ service 
that would include more analytics, 
‘allowing brands to see which of 
their products are most appealing 
to retailers.’ 

Independent 
brand power
While Agorique does face competition, 
the co-founders believe the company 
is up to the challenge. ‘For most of our 
competitors, the brands don’t have the 
opportunity to be proactive. We feel 
that giving the brand power to reach 
out to retailers is important.’ With stiff 
competition from international high-
street mammoths, small independent 
retailers and brands alike can benefit 
from a win-win collaboration. 
Stephanie works on funding and 
development in the US and Alexa is 
based in Spain, but their business 
model is  val id worldwide. ‘We 
want to help small brands and 
boutiques everywhere grow their 
business, which can benefit women 
entrepreneurs in particular. Many 
of the brands and retailers we work 
with are women-run businesses.’

agorique.com

Europe
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Bamboo Revolution was born out of 
a project Amy Castro completed for a 
postgrad degree in entrepreneurship 
at the University of Cape Town. Amy, 
24, worked with a team of five other 
students who were inspired by the 
sustainability of bamboo. ‘We wanted 
to come up with a bamboo product 
that had the potential to become 
fashionable.’ After considering several 
ideas, the group decided to focus on 
bamboo watches. 
They created a beautifully simple 
design, had the face and movement 
produced in China – ‘nobody makes 
watch movements in South Africa!’ – 
sourced the straps locally, assembled 
the watch themselves and launched 
it on campus in August 2012, selling 
100 watches in the first five hours. 
Her postgrad completed, Amy was 
enthusiastic about transforming the 
project into a business. She made it 
her full-time concern and eventually 
bought out her partners to become 
sole owner of Bamboo Revolution in 
February 2013. Within two months, 
she was making a profit.

Stylish and sustainable
‘Bamboo Revolution aims to alter 
consumers' perceptions by persuading 
them that eco-conscious, sustainable 
fashion can be beautiful and stylish,’ 
says Amy. ‘We take an everyday object 
and simplify its form in a sustainable 
way by using bamboo as its core 
product material.’ The company 
adopts a triple bottom line approach – 
‘people, planet, and profit’ – and 
aims to support local industry where 
possible. ‘Our leather straps are 
handcrafted at a factory in Cape Town 
and the brand’s in-house craftsmen are 
trained to assemble the wristwatches.’ 
For the time being, due to a lack of 
local manufacturing ability, the watch’s 
carbonated bamboo face is still 
made in China. Closer to home, the 
company makes a monthly donation 
to Greenpop, a neighbouring social 
enterprise working in reforestation and 
tree-planting initiatives.

‘We wanted to come 
up with a bamboo 
product that had the 
potential to become 
fashionable.’ 

At a price point of approximately 
US$100, Bamboo Revolution watches 
are mid-range products. To date 9,000 
units have been sold and demand is 
high, with interest for 2,000 units or 
more a month. They are distributed 
online through the company’s own 
website and in a variety of boutiques 

in South Africa and abroad, through 
distributors based in seven countries.
Starting up, Amy ran the business 
single-handed for six months. ‘I was 
doing everything from the packaging 
and ordering to finances, customer 
service, marketing… I started to realise 
that I couldn’t carry on like that, I was 
going to burn out!’ Today she has 
been joined by one full-time employee 
and two part-time crafters.

Determination
Whi le  Amy’s  background d id 
not necessarily predestine her for 
entrepreneurship – ‘it was go to 
school, get a degree, work for a 
corporation, move your way up’ – her 
character fits the bill. When her initial 
application for the entrepreneurship 
postgrad course was turned down, 
Amy insisted on being told why and 
discovered it was because she failed to 
enclose a motivation letter. She wrote 
to the course head to set the record 
straight and tell them she would not 
take no for an answer. The day before 
the course payment deadline, she 
was accepted. ‘They told me I got 
through because I didn’t give up: this 
was the quality they were looking for. 
Otherwise I wouldn’t be where I am 
today. It’s crazy where different paths 
can take you!’

bamboorevolutionsa.com

Amy de Castro 
BAMBOO REVOLUTION, South Africa 

Bamboo watch designs

BAMBOO REVOLUTION, South Africa 

MITIMETH, Nigeria

AFROCENTRIC BAMBOO, Ghana 
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Achenyo Idachaba MITIMETH, Nigeria

Homewear and accessories woven from aquatic weeds

Born in the US to Nigerian parents, 
Achenyo  I dachaba  spen t  he r 
formative years between Nigeria 
and America, where she forged 
a successful career as a computer 
scientist and business analyst. Yet 
she always nursed the idea of going 
back to Nigeria. ‘I felt it would be 
good to come back here and do 
something that would impact lives 
sustainably.’ In 2009, she finally 
decided to take what she calls a 
‘leap of faith,’ moving to Ibadan to 
set up an environmental consulting 
business. Through a process of 
trial and error, Achenyo decided 
to alter her original business idea, 
eventually founding her current 
company, MitiMeth, in 2011. 

Mit iMeth produces home and 
personal accessories made from 
invasive aquatic weeds that flourish 
in Nigeria’s waterways.  ‘We are all  
about transforming an environmental 
problem into a beneficial solution,’ 
says Achenyo. ‘As a social enterprise 
that exclusively engages people 
at the bottom of the economic 
pyramid, we asked how we can clean 
up the waterways for river-lying 
communities, while also empowering 
them economically.’

Untangling a problem
Aquatic weeds such as the water 
hyacinth, which MitiMeth uses, 
pose a major challenge to local 
communities and have been a target 
of government initiatives to stem 
the damage they cause for some 
years. Their extensive, knotted root 
systems tangle together – ‘they 
almost weave themselves!’ says 
Achenyo – and clog waterways, 
which are a key transportation 
network to inland populations. They 
also deplete nutritional resources in 
their surroundings, leading to a drop 
in the fish population, which impacts 
food supplies and livelihoods for 
riparian communities, who are reliant 
on fishing.

Achenyo hit upon the idea through 
research she undertook, which showed 
that communities in southeast Asia 
afflicted by the water hyacinth had 
harvested the weed and transformed 
it through weaving into marketable 
products. ‘I thought to myself, this 
can be done here in Nigeria.’ Visiting 
a community in the city of Ibadan, 
she befriended a couple of artisans 
who had experience in weaving 
doum palm and rattan. She worked 
with them to develop the company’s 
first products – a table tidy and a 
wastebasket: two fitting products to 
make from a tangled weed!

‘We are all 
about transforming 
an environmental 
problem into a 
beneficial solution.’

Indigenous 
and eco-friendly
Since then, Achenyo has used her 
computer skills in a different context – 
developing an online  presence for 

the company with its web store, 
the online marketplace Etsy, as 
well as on the social networks. ‘To 
date, the majority of MitiMeth’s 
sales have come from domestic and 
international exhibitions where we 
showcase products,’ says Achenyo. 
The best-seller is a hand basket, 
which retails at approximately US$9 
and can be purchased directly on 
MitiMeth’s site, where 20 products 
are currently available. ‘There are 
very few locally handmade products 
branded as eco-friendly, so MitiMeth 
has a f irst-mover advantage in 
bu i ld ing  an  ind igenous ,  eco-
friendly brand.’ 
So far, MitiMeth has trained people 
in seven different communities to 
harvest water hyacinth and weave it 
into usable products. Looking ahead, 
it plans to train 80 communities 
within the next two years in the 
Niger Delta, the southwest and 
the northeast of Nigeria. Achenyo 
also hopes to set up handcraft 
cooperat i ves  and d i s t r ibut ion 
partnerships while subsidising the 
costs of product development and 
training in communities. 

mitimeth.com.ng

Winnifred Selby AFROCENTRIC BAMBOO, Ghana 

Bicycles made with bamboo frames

Winnifred Selby, who likes to be 
known as Winnie, was just 17 
years old when she co-founded 
Afrocentric Bamboo, a company that 
manufactures and markets bicycles 
made from bamboo. Today, at just 
19, she is heading what has become 
a growing brand that is struggling to 
keep up with demand.
Designed in-house, Afrocentric 
Bamboo bikes are sturdy, affordable – 
US$100 for the local market – and 
made for the high terrain and rough 
roads of rural Ghana. The frames 
are built in one piece, making them 
stronger and more economically 
viable than other models, since 
users save on needing to replace 
fiddly spare parts. ‘Bamboo frames 
can carry heavy loads and have far 
greater tensile strength than steel,’ 
says Winnie,  ‘making bamboo 
bicycles a stable and more shock-
absorbent ride.’

Funding for growth
To control supply of their raw material, 
Winnie and her co-founder have 
started their own bamboo plantation 
at Seidi, in the Ashanti region of 
Ghana,  where  bamboo grows 
naturally. It is an up-and-coming 
commodity, particularly in Ghana: 

rampant deforestation has seen a 
vast drop in timber, and since 2002 
the government has been actively 
encouraging bamboo development. 
Afrocentric Bamboo’s main challenge 
for growth is not materials but 
investment: ‘Financial institutions in 
Ghana do not support start-ups, but 
we need funding to keep up with 
demand.’ Turnover last year reached 
close to US$320,000.
The company has trained 42 people 
to manufacture and assemble the 
bikes locally, primarily women with 
little or no education, who are paid 
double the minimum daily wage. 

‘Others are taught to use bamboo 
waste to make bamboo charcoal 
briquettes,’ says Winnie, ‘which 
reduces dependency on wood for 
fuel and slows deforestation. It also 
improves education opportunities for 
girls, who no longer have to go and 
gather wood for fuel.’

Social initiative
The concept of bamboo bicycles is not 
new: ‘The Bamboo Cycle Co. started 
making them in England in 1894,’ 
Winnie explains, ‘but they did not really 
catch on again until 2005, when the 
concept was revived by Craig Calfee.’ 
Calfee is the visionary designer who 
first made bicycles out of carbon fibre 
and who has championed bamboo 
bikes in the US, where Afrocentric 
Bamboo bikes are distributed today, 
in a high-end version that retails for 
US$300. ‘It’s a competitive price and 
we have a waiting list of 4,000 bikes to 
supply. We are helped with parts and 
distribution by Bikes for Africa, a non-
profit organisation,’ says Winnie, who 

ensures that for every high-end bike 
sold, Afrocentric Bamboo subsidises 
the price of a local bike to a farmer 
or schoolchild. 
Winnie is a born entrepreneur, driven 
by necessity. Her mother is a single 
parent who struggled to make ends 
meet. ‘At the age of six I started selling 
toffee to my schoolmates, and later I 
went street hawking in my free time 
to help pay the school fees.’ Today 
she dedicates herself to the economic 
empowerment of youngsters and 
women in Ghana. She knows the 
challenge of being young and female 
‘in a cultural context where age and 
gender impact on social status,’ 
and remembers the reaction when 
she incorporated her business . ‘The 
officials told me to focus on higher 
education and a “good career”. When 
one saw I was creating a business 
to make bamboo bike frames, he 
asked whether I had “the right frame 
of mind”!’

ghanabamboobikes.org

‘Bamboo frames can carry heavy loads and 
have far greater tensile strength than steel.’
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When May Habib moved to the UAE 
in 2009, two things particularly 
caught her attention: the number 
of educated unemployed youngsters 
she encountered and the lack of 
quality Arabic content available, 
especially online. ‘It struck me that 
we could use technology to employ 
smart people to write for companies 
in demand for quality content.’

The language of 
tomorrow
Ready to move on from her career 
in private equity, May decided to 
launch Qordoba.com, a technology 
company that uses proprietary 
software to improve localisation 
and translation. Named after the 
ancient intellectual hub of Córdoba 
in Spain, the company brings time-
honoured language skills up to speed 
for the online age. Here online truly 
means online, 24/7, at the touch 
of a button. Workflow is optimised 
through three points of access: 
the website for occasional needs, 
the enterprise portal for recurring 
and complex translation and an 
application programming interface 
(API) for instant translation of web- 
and app-based content.

Linguists work on Qordoba’s own 
licence-free software, complete with 
glossaries for automated translation 
and added bonuses for clients that 
give Qordoba a competitive pricing 
advantage, such as transparent word 
auditing to invoice only each new 
word translated. ‘The technology 
can increase output threefold to 
fivefold in repetitive fields such 
as e-commerce and legal,’  says 
May. ‘With no client lock-in, the 
software stays free and accessible.’ 
For real-time reactivity, the API 
detects changes in web or social 
network content and sends out an 
alert to translators, whose work is 
transmitted directly into the site, 
with no computer files exchanged. 
‘When we started, only 1% of 
Internet content was in Arabic, now 
it’s 3%,’ says May. ‘I like to think our 
model has something to do with it!

‘If you had told 
someone you were 
building a tech team 
in the Middle East a 
few years ago, they 
would have thought 
you were insane!’

Qordoba’s 360° approach to projects 
and people, with teams of managers, 
ed i tors  and l ingu i s t s  work ing 
closely online and off and rating 
performance for quality, has drawn 
a tenfold increase in turnover since 
the company launched in 2012 as 
well as attracting prestigious clients, 
such as Freshfields, McKinsey and 
Co. and MIT. The top language pair 
is English-Arabic, but Korean and 
Russian feature strongly among 
the five most frequently translated 
language pairings in an offer that 
numbers over 30. For May, the 
crowning achievement is to have 
localised five MIT OpenCourseWare 
classes into Arabic, ‘It’s the most 
advanced Arabic content available 
online in these subjects.’

Arab start-up
Born in rural Lebanon, the eldest of 
eight children, May emigrated with 
her family to Canada at the age of 
eight. She studied at Harvard, where 
she headed the news board for the 
college newspaper, an experience 
that helps her bridge the often 
tenuous gap between writ ing, 
profitability and speed. Qordoba 
employs 31 permanent staff. ‘If you 
had told someone you were building 
a tech team in the Middle East a 
few years ago, they would have 
thought you were insane! Today 
we’re showing we can write software 
here that disrupts industries,’ says 
May, who is shaking up mind sets 
too, raising US$1.5 million Series 
A funding in a region regularly 
overlooked by VC. 
Out to spearhead an entrepreneurial 
revolution in the Middle East that 
will drive business, jobs and high-
quality Arabic content, May puts this 
entrepreneurial nature down to the 
fact that she started working in the 
family business at the tender age 
of eight, pocketing $1 a day to do 
chores! Her experience in investment 
bank ing  a t  L ehman  B ro the r s 
undoubtedly benefits her as well, 
with its own linguistic idiosyncrasy: 
‘There’s much to be said for knowing 
how to talk to investors in a language 
they understand!’ 

qordoba.com

May Habib QORDOBA, United Arab Emirates 

Translation for the online world

QORDOBA, United Arab Emirates 

LITTLE THINKING MINDS, Jordan 

REFORM STUDIO, Egypt
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Mariam Hazem 
REFORM STUDIO, Egypt

Plastic bags upcycled into 
chic designs

‘Approximately one million plastic 
bags are handed out every minute 
around the world, but here in Egypt 
only a fraction of people recycle 
them,’ says Mariam Hazem, 23, the 
co-founder of Reform Studio, set up 
to create high-design objects out 
of low-grade plastic bags. Mariam 
wanted to find an immediate way 
to put the ubiquitous bags found 
by roadsides and in landfill to good 
use. ‘Recycling consumes energy and 
resources,’ she notes, ‘but this can be 
avoided by directly upcycling the bags 
in new products we design.’

Reviving a craft
The first step was to turn these used 
bags into a fabric that Reform Studio 
has called Plastex: after collection, the 
bags are sterilised, cut into strips and 
then woven on a manual handloom. 
Reform Studio is playing its part in 
reviving a traditional, Egyptian craft 
that was once handed down like 
a legacy but is now dying out, to a 
degree that even Mariam had not 
bargained for. ‘I scoured Cairo looking 
for workshops where we could put 

Plastex to the test, only to find they 
had all disappeared!’ More sleuthing 
unearthed some former artisans, who 
were initially sceptical about following 
this ‘crazy’ enterprise, peddled by a 
young woman with a loom adapted 
for the material. ‘It took some time, 
but now they weave one square 
metre of Plastex in 30 minutes!’
Productivity is key because Reform 
Studio is making quite a name for 
itself. After launching with a recycling 
bag to separate trash in 2012, the all-
girl design team has produced four 
collections, including ‘Grammy's’, 

a colourful revival of a 1960s chair. The 
company has won some prestigious 
awards and is preparing to export 
its products to Kuwait, Rome and 
London, after garnering keen interest 
at the Salone del Mobile in Milan 
this spring.

Signature style
By nature a material whose colours 
and motifs keep changing, Plastex 
stamps a signature style on Reform 
Studio designs. To produce it, the 
company has set up its own workshop, 
built its own loom and employs three 
designers and four workers, the 
latter working on a contract basis 
depending on workload. ‘Our next 
order is 36 chairs for a store that will 
open in London Design Week,’ says 
Mariam, who is already dreaming of 
using Plastex in fashion to broaden 
its reach further. ‘We need to spread 
the idea of upcycling and sustainability 
throughout Egypt!’
Mar iam c i tes  the Arab Spr ing 
revolution, which erupted while she 
was a third-year design student, as 
a major motivator for starting her 
enterprise. ‘I decided that if I wanted 
to change others and help society and 
the environment, I should start with 
myself.’ Plastex was her graduation 
project at the German University in 
Cairo, which advocated Germany’s 
proactive attitude to ecology and 
recycling. ‘It helped me gain a broad 
vision of just how much you can do 
with trash,’ Mariam explains.

Invented in 1957, plast ic bags 
have not yet revealed how long 
they will l itter the earth before 
fully decomposing, but scientists 
estimate their life span at anywhere 
between 500 and 1,000 years. A 
thought to mull over while sitting in 
a Reform Studio chair.

reformstudio.net

Rama Kayyali Jardaneh 
LITTLE THINKING MINDS, Jordan 

Teaching a love of Arabic

Rama Kayyali Jardaneh and her 
business partner, Lamia Tabaa, came 
up with the idea for their company 10 
years ago, when Rama had just had 
her first son. ‘We began to talk about 
the lack of engaging Arabic language 
audiovisual content for children. All 
the video and television programs for 
young children were produced in the 
West or Japan and never localised, 
even when dubbed into Arabic.’ 
With backgrounds in TV production 
and documentary film-making, the 
two women decided to make an 
Arabic-language children’s film, 
The Animals Around Us, which they 
screened locally in Jordan, expecting 
about 200 people. ‘We were shocked 
when 600 turned up. We had to 
show the movie four times!’ 

Early learning
This promising start led them to 
found Litt le Thinking Minds to 
produce Arabic language education 
and early literacy audiovisual content. 
‘The first five years of a child’s 
life are so important for cognitive 
development and language skills,’ 
says Rama, ‘and too often in schools 
Arabic takes a backseat to learning 
English.’ With help from the Oasis 
500 incubator, where they learned 
about the Cartier Women’s Initiative 
Awards from previous finalists, 
Rama and Lamia began to work 
on the company full time in 2011, 
once other professional and family 
obligations had subsided. Now they 
have a full-time staff of five. 

Little Thinking Minds offers a variety 
of content, including videos, online 
games and mobile applications. 
One of the company’s most popular 
products is a two-part DVD that 
uses animations to teach children 
the alphabet in Arabic. ‘Sadly, 
general Arabic teaching is not very 
engaging, lacking fun graphics 
and interactivity,’ says Rama. ‘Little 
Thinking Minds provides a holistic 
educational experience for kids where 
they watch the video content, play 
games related to the concepts learnt, 
sing songs and use worksheets.’ 
All focused on their region and its 
indigenous species and habitat.

‘Too often in 
schools, Arabic 
takes a backseat to 
learning English.’

In 2013, the company signed a 
distribution agreement with VIVA 
Entertainment, the largest DVD 
distributor in the Middle East, which 
has made its products available in 
eight countries and the regional 
Virgin Megastores and Carrefour 
hypermarkets. Two audio CDs are 
available through iTunes as well 
as videos that can be viewed via a 
mobile application. Approximately 
30% of the company’s sales are 
digital, notching up 1 million views, 
while the rest are in-store.

A love of language
The company has raised US$230,000 
from three regional investors and will 
use these funds to expand, notably 
into e-learning. ‘Being incubated 
sometimes feels like doing an MBA, 
but we still need business mentoring 
on matters like how to scale and how 
to develop in the e-learning sector,’ 
says Rama, who is looking forward 
to the coaching process for the 
Awards. Meanwhile, she intends to 
stay focused on her original objective: 
‘to improve the use of Arabic for 
primary school students and increase 
Arabic literacy.’ She is concerned 
about forecasts that say the Arabic 
language could die out within the 
next century. ‘We need to foster 
children’s attachment to the language 
from a very young age.’

littlethinkingminds.com

‘We need to spread the idea of upcycling 
and sustainability throughout Egypt!’
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Anyone who knows Korea will be 
familiar with one of its culinary 
specialties, kimchi, a fermented 
cabbage dish. Fermentat ion, a 
process known worldwide for being 
healthier for digestion, features 
strongly in Korean cuisine, but now 
Jieun Chang, 35, founder and CEO of 
HwangHu, has decided to apply it to 
an unexpected ingredient: cacao. The 
result is fermented chocolate that is 
low in sugar and calories.

‘I’ve been studying the fermentation 
process  for  a lmost  15 years , ’ 
says Jieun, who has an extensive 
background in the confectionery 
and bakery sector and used to 
run a factory making fermented 
doughnuts. ‘After examining a variety 
of ingredients and fermentation 
methods, I decided to invent a 
process for cacao.’ Key to this 
process is an antioxidant enzyme 
that ripens the cacao. ‘It took over 
10 years of R&D to develop this 
enzyme,’ says Jieun. Brewing, wine-
making, baking and cheese-making 
are all industries that use enzymes 
for fermentation, but chocolate 
is  a novelty.  ‘Cacao beans are 
commonly fermented when dried 
after harvest, but HwangHu makes 
the only fermented chocolate with 
reduced sugar thanks to the enzyme 
cultivated in the cacao itself.’ 

The cacao is left to ferment in 
tradit ional ceramic pots in the 
HwangHu factory for one year. 
‘HwangHu has various technologies, 
such as making chocolate spread 
by  f e rment ing ,  r i pen ing  and 
blending red pepper paste, soybean 
paste and fermented chocolate 
together,  or making chocolate 
liquor with fermented chocolate 
and alcohol.’ The company also 
makes fermented coffee beans 
and is patent-pending on further 
innovative fermentation technology 
for other ingredients. 

Healthy chocolate!
Founded in 2012, HwangHu makes 
over 20 types of chocolate and 
chocolate drinks. It uses organic and 
fair-trade beans and has no artificial 
additives, not to mention fewer 

calories. In Jieun’s words: ‘HwangHu 
is making the words “health” and 
“chocolate” synonymous!’ All the 
names – including the brand name, 
HwangHu – are taken from Korean 
royalty and empresses.
With high customer satisfaction and 
elegant traditional packaging, it 
targets the luxury chocolate market 
and notched up US$315,000 in 
turnover in the first quarter of 
2014. Chocolate is loved around 
the world, of course, but taste for 
it is growing fast in Asia, where the 
market has room for high expansion: 
sales next year are expected to climb 
5.4%, exceeding the increase in 
global demand.

Social return 
on investment
By her own admission, Jieun started 
out her professional life as ‘a strict 
individualist, only interested in 
making money. I did not see how 
important teamwork was.’ When 
she realised that her work at the 
doughnut factory left her with no 
sense of social benefit, she resigned 
and embarked on a ‘period of self-
examination: my goal was to find a 
business model that I truly wanted 
to follow.’ In 2009, she spent a 
year working as an organic bakery 
manager for a foundation devoted 
to underpr iv i leged people and 
elderly or disabled women. It made 
a deep impression, and inspired 
her to offer jobs at HwangHu to 
disadvantaged and disabled women. 
HwangHu’s team are not called staff 
or employees, but ‘members’, in a 
system where Jieun seeks to apply a 
true social return on investment.

chocohwanghu.com

Jieun Chang HWANGHU, South Korea

Fermented chocolates and chocolate drinks

HWANGHU, South Korea

SUNSAWANG, Thailand

ESSMART GLOBAL, India

‘HwangHu is making the words “health” 
and “chocolate” synonymous!’
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Asia-Pacific

Diana Jue & Jackie Stenson ESSMART GLOBAL, India

Life-improving technologies for rural populations

Before meeting in fall 2011, Diana 
Jue and Jackie Stenson followed 
separate yet parallel paths. Diana 
grew up in Los Angeles and studied 
urban planning and economics at 
MIT. Jackie was raised in Connecticut 
and studied mechanical engineering 
at Harvard. They were both interested 
in international development and 
both went travelling after university – 
Diana to South Asia and China and 
Jackie to Sub-Saharan Africa. From 
these travels, the two young women 
drew the same conclusion: they never 
saw anyone owning or using any of 
the innovative products designed for 
low-income rural populations.

‘In Asia, my team promoted solar 
cookers in Tibetan villages,’ says 
Diana. ‘ It  taught me the huge 
difficulties involved in distributing 
these products to the people who 
most need them.’ ‘When you actually 
go to the villages in Africa,’ says 
Jackie, ‘no-one has any idea these 
kinds of products exist, how to get 
one or how to fix it.’ 

From brainstorm 
to brainchild
Both young women were f i red 
b y  t h e  s a m e  g o a l :  t o  b r i n g 
social-impact technology to the 
populations who need it. Back in the 
US, their two paths were destined 
to cross, via an introduction from a 
lecturer at MIT. ‘We had lunch then 
went straight off and brainstormed 
about Essmart for three hours,’ the 
girls chime as one.
One year later, Essmart Global, ‘a 
world distribution company for a 
catalogue of life-improving goods,’ 
was up and running. ‘We build up 
the catalogue and connect it to 
places where villagers shop,’ says 
Jackie. The co-founders chose India to  
launch in for a number of reasons. 

The country presents an extensive 
network of local and village shops, 
and ‘many of the technologies we 
want to spread are already present 
in Indian cities, thus avoiding the 
need to import,’ says Diana. ‘They 
simply face distr ibution issues, 
however. Now we bridge the gap 
in the supply chain.’

Quality service
The catalogue currently features 66 
essential goods, which range from 
a mobile phone-operated water 
pump to solar lanterns and fuel-
efficient cookers. They are currently 
distributed from six centres in Tamil 
Nadu, where the company is based, 
to approximately 450 village shops. 
These display them in an Essmart-
branded section which stands as a 
guarantee of quality and efficiency. 
Essmart Global employs 40 people 
full time, mostly as sales reps. It is  
proud of its after-sales service and 
will replace any faulty item. ‘One of 
the reasons people are buying from 

Essmart is because we mitigate the 
risk for them by providing these 
services,’  says Diana. For more 
complicated items in the catalogue, 
they are encouraging stores to 
become contracted repair centres. 
Orders are managed through a 
logistics software that allows reps 
to take orders and track the supply 
chain via their mobile phone. 

‘We bridge the gap 
in the supply chain.’

Essmart’s India office is the first 
step in what it plans to turn into 
a global network. Diana has been 
in India for two years and Jackie, 
who stayed in the US to raise seed 
funding, moved there this year. 
The co-founders est imate that 
since distribution first started in 
August 2012, ‘4,000 people have 
been reached, and revenue has 
been growing at a monthly rate of 
28% in the past six months.’

essmart-global.com

Salinee Tavaranan SUNSAWANG, Thailand

Solar-energy solutions for low-income populations

Salinee Tavaranan, 36, CEO and 
founder of SunSawang Company 
L i m i t e d ,  k n e w  e a r l y  o n  s h e 
wanted to help people. ‘My father 
suggested I study medicine, but I 
enjoyed building things and fixing 
machines, so I chose engineering.’ 
After completing her bachelor’s in 
mechanical engineering in Thailand, 
Sal inee went on to study solar 
energy engineering in the US. ‘I was 
interested in renewable energy in 
particular, because it makes sense 
to think about resources that have 
unlimited capacity.’ Upon completing 
her studies, Salinee returned to 
Thailand to work for Border Green 
Energy Team (BGET), an NGO with 
experience training villagers in the 
installation and maintenance of 
renewable energy systems. 

Off the grid
In 2004, the Thai  government 
decided to use solar home systems 
to bring electrification to households 
off the national grid. Almost 300,000 
of these systems were installed in 
remote areas. However, due to a 
lack of maintenance, the United 
Nations Development Programme 

found that, only a few years later, 
over 80% of the systems were 
no longer in use. ‘In most cases, 
the basic system components – 
batteries, control boxes, etc. – can 
no longer be operated due to a lack 
of proper maintenance, whereas the 
photovoltaic panels, which are by far 
the most costly component of the  

system, are still in working order,’ 
says Salinee. In 2011, BGET launched 
a p i lot  programme, prov id ing 
300 people with equipment and 
maintenance services. ‘We saw that 
people were willing to pay if they got 
a good product and service. That’s 
how the business idea came up. I set 
up SunSawang in March 2013.’

Local and sustainable
As Salinee puts it, ‘SunSawang 
links an unmet need with unused 
r e sou r ce s . ’  I t s  p roduc t s  and 
services include a solar lantern that 
doubles as a mobile phone charger, 
which costs US$65, new solar 
home systems, and retrofitting or 
maintenance packages for the old 
government-installed solar panels. 
The company has built a sustainable 
mode l  a round rec ru i t ing  and 
training local technicians to perform 
maintenance. ‘These trusted locals 
are also responsible for collecting 
the fees,’ says Salinee. SunSawang 
grants five-year payment plans to 

SunSawang’s customers, whose 
mean annual income is an estimated 
US$800. ‘Over its lifespan, a solar 
panel is much cheaper compared 
to the candles or kerosene people 
use now,’ Salinee points out. Solar 
l ighting is also of course much 
healthier and fume-free.
SunSawang currently focuses on 
serving remote areas of the Tak 
region along the Thai-Burmese 
border, which are not likely to be 
connected to the national grid in 
the near future – rich forestation 
and national parks make installation 
works complicated. At present the 
company needs to raise funding to 
supply more households and is in 
discussions with GDF-Suez, who is 
waiting for a co-investor to come on 
board. Looking ahead, Salinee sees 
good potential to take her products 
and services across the border to 
Burma. She is also interested in 
offering cheaper products to increase 
access to energy and therefore 
development. 25% of SunSawang’s 
customers report increased earnings 
since they moved to solar power.

sunsawang.co.th

‘Over its lifespan, 
a solar panel is much 
cheaper compared 
to the candles or 
kerosene people 
use now.’
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SUCCESS STORIES
For the Cartier Women’s Initiative Awards, success goes far beyond the notion of a competition:
it is about winning the mission to bring sustainable social impact and economic change through enterprise. 
Follow with us four inspirational finalists and Laureates who have turned their ideals into successful businesses.

Running the mill!
KRESSE WESLING, MBE, LAUREATE EUROPE 2011
ELVIS & KRESSE, UNITED KINGDOM

In Kresse’s own words, luxury design 
brand Elvis & Kresse was born from a 
‘straightforward’ desire: ‘to rescue London’s 
fire hoses!’ A concept that would leave 
most people scratching their heads – how to 
clean up yards of used hose and stitch it into 
something desirable – has taken the company 
on a journey through Bournemouth, Romania, 
Istanbul, and now to a mill in Kent. Here it has 
established a showroom, a factory, an artist’s 
residency, a guest house and that signature 
waste-meets-luxury E&K vibe!
The journey was far from run of the mill, 
of course. They were forced to move when 
their production facilities in Bournemouth, 
a factory that provided employment to 
workers with disabilities, was closed down 
due to government funding cuts. ‘Then our 
Romanian site informed us we could no 
longer be accommodated, a large luxury 
player having poached all of their capacity…!’ 

With competition lurking and sales rising, 
Elvis & Kresse decided to take matters into 
their own hands and scale up, big time. 
In summer 2012, they invested in their 
own factory in Turkey, which manufactures 
much of the fire hose collection, now 
extending to 31 products. ‘We have ten 
full-time workers there and are fully in 
control of production,’ notes Kresse, not 
without a hint of pride.
Revenue has doubled since she won the 
Award in 2011, with 50% of profits still 
going back to charities associated with 
the waste that generated them. E&K has 
also moved into bespoke furniture, using 
only waste and reclaimed materials. ‘The 
mill is designed the E&K way. It’s the 
perfect showcase for the business.’The 
on-site factory is supervised by their head 
craftsman from Romania, who decided to 
join them in the UK and is now training a 
local apprentice. ‘We also provide work to 
two UK prison workshops with retraining 
programmes for rehabilitation,’ Kresse 
adds. Extra manpower will come in handy 

for a new product whose sales projections 
are beyond anything even Kresse expected. 
Inspired by a request to find a use for 
leather scraps, E&K has designed a trio of 
sturdy leather shapes that slot together 
ad infinitum, niftily bringing out the inner 
designer in everyone. Launched as a rug 
in November 2013, demand has been 
overwhelming, and a competition is due 
later this year to showcase 20 possible 
creations. ‘Based on Q1 projections, one 
year’s sales could match the fire-hose lines, 
which took years to build!’ Seven years after 
being picked to sell its wares at London’s 
Live Earth festival, which saw 500 belts sell 
out overnight, the company is once again 
facing ways to keep up with demand, ‘but 
this time we own our own production sites 
and we can forecast effectively.’ 

ELVIS & KRESSE converts industrial and commercial 
waste into luxury and designer products.

An engine for growth
RANA EL CHEMAITELLY, LAUREATE MIDDLE EAST & NORTH AFRICA 2011
THE LITTLE ENGINEER, LEBANON

Five years after it was founded, The Little 
Engineer is definitely not so little any 
more, with revenue doubling between 
2012 to 2013, six centres in Lebanon – 
the latest opened in May – and a brand 
new franchise in Qatar that launched in  
December 2013. ‘Qatar is already planning 
expansion, we are negotiating deals in 
Kuwait and a potential master franchise in 
the UAE, to open in Dubai and Abu Dhabi 
simultaneously,’ says CEO Rana, for whom 

franchises are the big focus this year. ‘The 
events in Syria are impacting the economic 
situation in Lebanon, so now we have to 
look abroad.’
Strategically speaking, the franchise model 
has been a crucial step in growing the 
business. It took the team one year to 
develop and proved quite an experience. 
‘Taking all my know-how and giving it to 
others was almost like going back to school 
myself! At the same time you are being 
asked to unleash everything you have 
inside, it’s a cathartic process.’

To accompany the franchise stage, Rana 
has worked on remodelling the courses 
and has also developed a new ’Focus’ 
concept for younger children that is 

proving very popular, with 450 pupils 
since it opened this January. ‘It is not an 
engineering course, but activities designed 
to enhance concentration among younger 
students, too easi ly distracted and 
obsessed by smartphones and tablets. 
We teach them focusing skills! Little one-
hour sessions that have been developed as 
a mall concept, where parents can drop 
children off while they shop.’ Plans are 
also on course to launch TLE’s own-brand 
robot kits on the retail market, so kids can 
be little engineers at home.

From a one-woman operation at its 
beginnings, The Little Engineer now 
has 10 full-time and 30 to 40 part-time 
employees and delivers its edutainment 
to 7,000 children. Alongside dedicated 
centres, TLE clubs have also opened in 
seven schools in Lebanon, providing up 
to 30% of revenue. The company has also 
started a partnership with Airbus Middle 
East, which was looking to encourage 
children to learn about the aviation industry. 
Last year this took Rana and her ideas from 
Sri Lanka to Ethiopia and Oman, sparking 
further interest in her franchises in these 
three countries. As she likes to put it: ‘Cartier 
gave us the wings to fly, now Airbus is 
providing the engine!’ 
Powered to the hilt, TLE is on the rise. 
‘We were a small business, now we’re 
a medium enterprise.’ Rana’s baby has 
grown, and, like most children, does not 
need constant surveillance any more. 
‘It’s a new dynamic for me,’ she notes. 
‘My Laureate coach taught me time 
and employee management, how to 
delegate and not to fear growth. She 
played a big role in guiding the way I run 
operations now.’

THE LITTLE ENGINEER enables youngsters to 
build basic engineering skills through hands-on 
activities and edutainment courses.

‘We were a small 
business, now we're a 
medium enterprise.’
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To find out more about past finalists and Laureates, visit www.cartierwomensinitiative.com

A flush of green in China
CHUNHONG CHEN, LAUREATE ASIA-PACIFIC 2011
YIYUAN ENVIRONMENTAL GROUP, CHINA

For a girl who grew up in rural south-east 
Ch ina,  taught  herse l f  to  become a 
teacher, then brought her father’s water-
saving invention to market in Shanghai, 
Chunhong Chen has come a long way. 
Since the creation of her company, Yiyuan, 
in 2009, revenues have increased tenfold, 
doubling once again in just the past year. 
In Shanghai, where Chunghong aspires for 
the whole city to use her toilets and save 
‘270 million tonnes of water’, 10,000 units 
have been sold, mostly to public places. 
Last year, total world sales of the toilet 
topped 150,000.
In the early days, Chunhong would deliver 
and install the toilets herself. Today the 
company employs 200 people directly 
and indirectly, a huge increase from the 
20 staff back in 2011, when Chunhong 
won the Cartier Women’s Initiative Award. 
‘It’s multi-layer, like a pyramid,’ notes 
the young CEO, who says it is not hard to  

accompany this growth, but can feel the 
pressure rising. ‘Copying is always a risk, 
despite our patents, and we need to take up 
the market as quickly as possible.’ 

This combination of success and level-
headed thinking no doubt contributed to 
placing Chunhong twelfth in Fortune China’s 
’40 under 40’ list in 2012. To scale up further 
and conquer a potentially massive market – 
Yiyuan is also starting to look to India for 
expansion*– the company will be seeking 
investment and hopes to go public by 2015. 
Aiding and protecting the environment 
remains the prime goal for Chunhong, 
however. A young woman who started out 
with no business training or contacts in a 
male-oriented world, today she is on the 
expert committee for the United Nations 
Industrial Development Organisation green 
industry platform through sheer merit. 

China recently decided to prioritise green 
industry development and make it central 
to the economy by 2015, giving Chunhong 
and her company just the kind of opening 
that could make even more waves. Yiyuan 
is already using its success to give back 
to the environment. Alongside its ‘one 
toilet, one tree’ planting programme 
in desert regions, it  has created the 
‘Entrepreneurship for 1,000 People’ 
programme to encourage more women to 
create energy-saving industries. Currently 
endowed with 1 million RMB (US$161,000) 
donated by  the  company,  the  f i r s t 
beneficiaries will be chosen later this year. 
‘The female force in entrepreneurship can’t 
be ignored,’ says Chunhong, a high-flying 
businesswoman who still likes to nickname 
herself, quite simply, ‘toilet lady’.

* Read our Focus on Community and Collaboration, page 7.

YIYUAN ENVIRONMENTAL GROUP manufactures 
and markets f lushing toi lets whose patented 
technologies can save up to 83% of water.

‘The female force in 
entrepreneurship cannot 
be ignored.’

‘25% of the world’s food supply is lost to 
spoilage each year, resulting in massive 
energy and resource waste. We are a social 
enterprise taking on global food waste 
with a simple innovation, FreshPaper,’  
says Kavita Shukla, Fenugreen CEO and 
FreshPaper’s inventor. Fenugreen’s mission 

is to improve access to fresh, healthy 
food and boost the lives of farmers and 
communities. ‘One FreshPaper sheet 
can be dropped into fridge drawers, 
cartons, bags and containers and keeps 
food fresh for two to four times longer.’ 
It  is also recyclable, biodegradable 
and compostable.
When Kavita brought FreshPaper to the 
Cartier Women’s Initiative Awards, she 
had only just founded the company. ‘We 
were making samples in my kitchen,’ 

Kavita recalls, ‘we’d just started selling 
in a few farmers’ markets.’ A year later, 
there was a sea change: FreshPaper 
launched at  Whole Foods Market . 
Kavita made the first delivery in a small 
borrowed car. ‘I’ll never forget driving 
up alongside all these huge trucks at 
the distribution centre, then unloading 
everything from the car by hand!’
Now, barely three years after launching, 
t h e  i n c r e a s e  i n  s a l e s  h a s  b e e n 
phenomenal. Fenugreen has obtained 
international recognition, featuring 
notably in The New York Times, The 
Economist, and Forbes magazine. In 
2013, FreshPaper received the renowned 
INDEX: Award for design, in recognition 
of its life-improving potential. Fenugreen 
ships to farmers, retailers and families 
in more than 35 countries and is also 
working with large-scale US farmers to 
put FreshPaper into packaging to prevent 
spoilage from farm to fork.

‘As a social enterprise you’re constantly 
inspired to go forward,’ says Kavita, 
who has never lost sight of her social 
mission: for each pack of FreshPaper 
sold, Fenugreen donates a pack to local 
US food banks. ‘We’re planning to 
extend this to farmers in the developing 
world, which was always my initial goal,’ 
says the young CEO, whose company is 
now funding its own competition for 
innovation, the Fresh Prize. ‘Part of our 
mission is to show other entrepreneurs, 
especially women, that starting up a 
successful business can be as simple as 
having an idea and acting on it, even 
if you start small,’ she explains. ‘At the 
Awards, it was wonderful to meet a 
community of women entrepreneurs, 
especially that early in our journey.’

Keeping it fresh
KAVITA SHUKLA, FINALIST NORTH AMERICA 2010
FENUGREEN, UNITED STATES

FENUGREEN manufactures a simple, low-cost 
innovation, FreshPaper, which prevents perishable 
food from spoiling.
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HOW TO APPLY

Application Form 
The questions that feature on the application form are detailed below for reference:

About the team
Contact details and résumés of lead entrant and team members

About the project
Executive summary of the business
Project development stage
Product or service
Sales and distribution strategy
Market analysis
Competitive environment
Management team
SWOT analysis
Impact of the business
Financials

Appendix and supporting documents
Logo, photos of the product, patents, articles, etc.

The application form is the equivalent of a short business plan.

Complete rules can be found at:
www.cartierwomensinitiative.com/how-to-apply/application-process

For more information visit:

www.cartierwomensinitiative.com

www.facebook.com/cartierawards

www.twitter.com/cartierawards

To apply for the 2015 edition of the Cartier Women’s Initiative Awards, candidates must fill 
out the application form at www.cartierwomensinitiative.com, available from November 3, 
2014. Please note that applications must be filled out online.
2015 Application Deadline: February 27, 2015 at 10:00 am Paris time (Greenwich 
Mean Time + 1 hour). Please verify the corresponding deadline in your time zone.

Eligibility Criteria
The business project to be considered for the Cartier Women’s 
Initiative Awards must be:

• A creative for-profit business,

•  In the start-up phase (between one and three years 
of operations),

• Led by a woman.

The competition is open to women from any country, nationality 
and industry.

Evaluation Criteria
The Jury evaluates the projects based on the following criteria:

• Creativity: the degree of innovation shown by the overall 
 business concept,

• Financial sustainability and scalability: the financial impact 
 of the business, indicating chances of long-term success,

• Impact: the effect on society of the business in terms of 
 jobs created or its effect on the immediate or broader 
 environment,

• The overall quality and clarity of the material presented.

Evaluation Process
The competition is organised in two rounds:

Round 1: Selection of the 18 regional finalists: the top three 
finalists from each region (Latin America, North America, Europe, 
Sub-Saharan Africa, Middle East & North Africa, Asia-Pacific) are 
selected on the basis of a short business plan.

All finalists are matched with a coach to prepare for the 
presentation of their detailed business plans.

Round 2: Selection of the Laureates on the basis of their detailed 
business plans and their oral presentations at the Women’s Forum 
for the Economy and Society. The best project from each of the six 
regions receives the Cartier Women’s Initiative Award.

The Awards
The six Laureates receive:

• The Cartier Women’s Initiative Awards trophy,

• US$20,000 to fund their projects, offered by Cartier,

•  A full year of coaching support by professionals from Cartier, 
INSEAD and McKinsey & Company,

• Media visibility provided by Cartier.
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