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Abstract—This paper describes the basic concepts and opera-
tion  of  a  cellphone-based  social  networking  system  called 
WishVast. WishVast is an innovation that attempts to harness 
the  pervasiveness  of  cellphones  in  developing  countries  to 
build trust and optimize resource utilization & supply chains 
to facilitate people to people trade with the ultimate goal of al-
leviating poverty.

I. INTRODUCTION

HIS paper outlines connections between cellphones, so-
cial networks, information and trust and describes the 

conceptualization  of  a  cellphone-based  social  networking 
system called WishVast.  The word “WishVast” is derived 
from the Gujarati  word “Vishwas”,  which means “Trust.” 
The primary social outcome for this venture is a more trust-
ing environment which fosters social and economic devel-
opment. 

T

The concept of this venture is based on a social network 
analysis  that  was  recently  undertaken  by  a  multi-
disciplinary  team  at  Penn  State  to  examine  social  and 
economic network knowledge systems of rural women agro-
entrepreneurs in northern Tanzania and the role cellphones 
play within  these networks.  One objective was to develop 
cellphone-based  applications  to  link  small-scale  farmers 
and  other  entrepreneurs  with markets  and  enable them to 
utilize,  strengthen  and  expand  their  networks.  The  study 
illustrated  practical  connections  between  social  networks 
and cell phones in creating sustainable cooperative business 
models,  providing  market  information  and  identifying 
entrepreneurial champions in developing communities [1]. 

The study revealed that business relationships were based 
very strongly on trust and respect. A symbiotic relationship 
exists  between  social  and  economic  capitals.  There  is  a 
strong  correlation  between  the  prosperity  of  national 
economies  and  social  capital,  defined  as  the  ease  with 
which people in a particular culture can form new associa-
tions [2]. Social capital arises from the existence of trust in 
a society which, in turn, encourages cooperation in the gen-
eration of economic capital.  Groups can be formed at  any 
time based on self-interest and legal contracts. Groups don’t 
have to be reliant  on trust. However, the most effective or-
ganizations are based on communities of shared ethical val-

This project owes part of its genesis to a social networks research study which 
was funded by the Social Science Research Institute at Penn State University. 

ues.  In  developing  countries,  most  successful  groups  are 
based on trust  or kinship and the groups often fail  due to 
mistrust  and  lack  of sincerity.  In  that  context,  trust  also 
plays a critical role in the diffusion of innovation and infor-
mation  because  people  prefer  receiving  information  from 
trusted sources. 

WishVast  harnesses the pervasiveness of cell phones in 
African  countries to build trust,  optimize resource utiliza-
tion and supply chains, connect people and expand their so-
cial networks, facilitate peer-to-peer trade and help alleviate 
poverty. The WishVast system hardware consists of a cell-
phone  tethered  to  a  computer.  All  interactions  between 
users  take  place  by SMS text  messaging.  The  WishVast 
Network  Management  Program  is  a  server-side  program 
which manages the network. WishVast requires no changes 
to the user's cellphones and is very easy to set up and main-
tain. Our team is working with a diverse set of NGOs, gov-
ernmental  and industry partners  in  East  Africa to test the 
system and identify the best application scenarios and rev-
enue models to commercialize WishVast. 

II. BASIC CONCEPTS

A. Social and Economic Networks

A social network is defined as all the persons (nodes) to 
whom an  individual  is  linked  through  social  ties  thereby 
creating relationships that serve the needs of the individuals 
involved [3] . Social capital can be defined as the value cre-
ated by personal  connections  that  are  facilitated by social 
networks. There is a very significant overlap between indi-
viduals’ social and economic networks in East Africa and in 
most communities in the developing world. 

B. Significance of “Who you know” Networks

In East Africa, “who you know” network knowledge sys-
tems appear to be prevalent and may extend beyond an indi-
vidual’s immediate social network to a larger collective net-
work that provides a useful advantage in social, political or 
economic situations [4] . This networking phenomenon has 
been observed by our team, whose members have significant 
experience  working  on  research  studies  and  development 
projects in sub-Saharan Africa. 

375 

WishVast: Building Trust and Social Capital using Cellphones

Khanjan Mehta
The Pennsylvania State University 

College of Engineering 
149 Hammond Building

University Park, PA 16802, USA 
Email: khanjan@engr.psu.edu

Ladislaus Semali
The Pennsylvania State University 

College of Education
213 Chambers Building

University Par, PA 16802, USA
Email: lms11@psu.edu

mailto:lms11@psu.edu


376 PROCEEDINGS OF THE IMCSIT. VOLUME 4, 2009

C. Cooperatives, Networks and Trust:

Farmers  join cooperatives,  or  other  informal  groups,  to 
gain the benefits of scale, connect with networks and maxi-
mize  their  profits [5].  A  major  limitation  of cooperative 
structures has been the lack of transparency in governance 
and  resource distribution  among members [6],  [7].  Social 
network support  systems among women shareholders,  and 
connections to individuals,  organizations and agencies ex-
ternal to their cooperatives can result in improved efficien-
cies in the structure of their organizations and may sustain 
emerging  cooperatives [8] .  Social  networks also play an 
important  role  in  micro-businesses.  The  phenomenal  suc-
cess of microfinance has established the importance of so-
cial networks and peer pressure on keeping borrowers hon-
est and hard-working. In Northern Tanzania,  microfinance 
through  SACCOS (Savings and  Credit  Co-operative Soci-
eties) has generated millions of shillings and is proving to 
be important to lift women out of poverty. 

D. Trust and Information

Trust plays a critical  role in the diffusion of innovation 
because  people  prefer  receiving  information  from  trusted 
sources.  In  the  agricultural  sector,  several  studies  have 
shown that  farmers prefer receiving information from peo-
ple they know and  trust  and  who are  familiar  with  local 
farming conditions [9], [10]. Small farmers generally learn 
about best practices and exchange relevant information only 
with peers in their immediate social networks. 

E. Market information and cell phones

In  a  classic  study conducted  in  Southern  India,  it  was 
demonstrated  that  access  to  market  information  via  cell 
phones improved the economic performance of small  pro-
ducers [11] . Information and Communication Technologies 
(ICTs)  help  poorly  functioning  markets  work  better  and 
thereby increase incomes and/or lower consumer prices. In 
fact, ICTs are emerging to be key impetus for linking up re-
mote or rural  markets. In Tanzania,  for example, it is esti-
mated that  97% of the people have access to a cell phone 
[12] . It has become increasingly common to find farmers, 
fishermen,  and other  producers throughout the developing 
world using mobile phones, text messaging, and the internet 
for marketing their products, performing comparison shop-
ping or coordinating their supply chains [13]. 

F. Cell phones and Social Networks

Cell phones help to maintain long distance business con-
nections  as  well  as  social  ties and  promote the  establish-
ment of new, casual (weak-tie) friendships. Weak social ties 
may be very beneficial because they lead to new resources 
and larger  networks, in turn,  resulting in more opportuni-
ties and  more money. Cellphones may not uniquely cause 
these transformations, but they further enable and accelerate 
them [14].  Attracted  by the  3.5  billion  cell  phone  sub-
scribers, more than thirty startup companies are developing 
applications  to  provide  social  networking  on  cell  phones 
[15].  These  startups  are  currently  targeting  western  mar-
kets. 

WishVast is a Double Bottom Line venture that addresses 
a much needed market for cellphone-based social network-
ing applications in the developing world. 

III. WISHVAST TECHNOLOGY

WishVast is based on Short Message Service (SMS) for 
cellphones.  SMS  is  a  telecommunications  protocol  that 
allows sending  text messages of 160 characters  or less to 
cellphones.  SMS Gateways  connect  mobile  SMS services 
with  instant  message  (IM)  services  and  the  internet.  All 
cellphone providers in East Africa (and around the world) 
offer  SMS services.   Users  pay a  small  fee (3.5  KSh  on 
SafariCom  in  Kenya  =  5  US cents)  to  send  a  message. 
Incoming  messages  are  generally  free  (actual  rates  vary 
between service providers).

Some cellular companies also offer reverse SMS billing, 
where  the  recipient’s  phone,  rather  than  the  message 
sender’s phone, is charged for the cost of the SMS message 
received. SMS services are used around the world in various 
ways. They can be used for person-to-person text messag-
ing,  chat  applications,  information  dissemination,  down-
loading small files, and for alerts and notifications. We are 
building  on the  chat  applications  concept  which  allows a 
group of people to exchange SMS text messages interactive-
ly.

The strength of the WishVast system is its simplicity of 
implementation and facility of use. Users employ their own 
cellphones  (without  any modifications  or  installations)  to 
access the service. Fig.1 shows the architecture of the sys-
tem. The group members’ cellphones are essentially clients 
that  connect  to  a  server-side  application  which  receives, 
processes and sends out SMS messages over a tethered cell-
phone with a prepaid SIM card . 

A database on the computer hosts the information about 
the group members and their  information.  The server-side 
application is the WishVast Network Management Program 
, which we have developed. The WishVast system can be set 
up and replicated very quickly and requires very little main-
tenance. There are at least two possible architectures for the 
WishVast system: 

• Centralized implementation – a single powerful server 
with a large database. This architecture is preferred from a 
branding and economic sustainability standpoint. The “trust 
ratings”  (described later)  are more valuable in  a common 
centralized network.

• Decentralized implementation – small, simple comput-
ers with  local  databases (managed  by the application  that 
we are developing). A system like this could be set up very 
easily  by small  organizations  like  schools,  cooperatives, 
churches, NGOs, etc. 

IV. WISHVAST FUNCTIONALITY

• Groups of individuals can form a WishVast group by vis-
iting a WishVast office. The members are primarily iden-
tified  by their  cellphone  numbers.  The  group  can  be 
‘open’ or ‘closed’ or ‘open by invitation’. The group can 
be ‘moderated’ or ‘unmoderated’. The group may or may 
not permit members to introduce others to the group. Es-
sentially, WishVast groups can have many of the features 
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of  yahoo  groups  or  other  similar  online  communities. 
Groups are assigned a unique Group ID.

• Once the group is set up, all subsequent transactions are 
conducted through SMS text messaging through a com-
mon SMS gateway.

 
• The group members can send an SMS message to the en-

tire  group by sending  a  message  to WishVast  with  the 
Group ID. WishVast will authenticate the sender by look-
ing up his/her cellphone number in the group database.

• WishVast  permits  groups  to  create  “WishVast  Points”. 
WishVast Points can be defined by the group in various 
ways. We will describe several scenarios in which Wish-
Vast points can be used. For now, consider the points as 
similar  to “Feedback Ratings” on Ebay. The group may 
decide not to use WishVast points.

• The group may choose to set up WishVast points as zero-
sum (the total number of points in the group remains con-
stant);  the points can  start  from zero or have an  initial 
value set up. 

• Group members can give WishVast points to other mem-
bers within the group. To do so, they simply send a mes-
sage  to  WishVast  with  the  Group  ID  and  recipient’s 
phone number.

• Group members can look up a member’s WishVast score 
by messaging WishVast. Groups can choose to keep indi-
vidual’s  scores  private  or  to  make  the  scores  available 
only to certain people.

V. PRACTICAL SCENARIOS AND VALIDATION

We  describe  below several  scenarios  where  WishVast 
would help create value for the specific stakeholders. These 
scenarios are based on observations, anecdotes as well as re-
search  studies  in  East  Africa.  The  value  propositions  in 
these scenarios have been validated verbally by the involved 
parties. Implementation and testing of the system will take 
place Summer 2009 onwards and provide real  data on the 
technological, economic and social feasibility of the Wish-

Vast  system.  This  data  will  help  us  refine  the  system to 
meet the desired social and economic outcomes.  WishVast 
is a very flexible tool that we intend to make widely avail-
able. We believe people will come up with numerous inno-
vative ways to use this system . We are particularly interest-
ed in identifying opportunities for and assessing the impact 
of the system on trust relationships, and social and econom-
ic networks, and their impact on poverty alleviation. 

A. Scenario 1 – Sugarcane farmers in western Kenya:  
information, coordination and trust

In Summer 2007, our team consisting of faculty members 
and students from Penn State and the University of Nairobi 
met  with  several  sugarcane  farmers  and  traders  in  the 
Rongo region of western Kenya. The objective of the visit 
was  to  get  a  better  understanding  of  the  context  and 
challenges  faced  by  smallholder  sugarcane  farmers  and 
identify  opportunities  for  collaboration  between  the 
universities  to  create  value  for  these  farmers  and  their 
communities.  A compelling  sugarcane-related  opportunity 
was presented by an esteemed member of our team who was 
personally engaged in this entrepreneurial venture. We have 
presented a situation  where WishVast  can  serve a  critical 
market need. 

Paul is a sugarcane farmer in the Rongo region of west-
ern Kenya and is a member of the local sugarcane coopera-
tive. Paul can either sell his sugarcane locally or do a value 
addition by boiling the sugar  cane juice and  converting  it 
into brown sugar.  There is significant  price dispersion (as 
much as 300%) on the price of sugarcane  in  the markets 
around Rongo. Paul makes several phone calls to various lo-
cal markets and tries to identify the most lucrative market 
in which to sell his sugarcane. He carries his sugarcane for 
a  long distance  to sell  it.  He would prefer  to stay on his 
farm and produce brown sugar,  saving him many hours of 
walking  while  at  the  same  time  providing  more  money. 
Brown sugar has very little value locally but sells for a pre-
mium  in  the  capital  city  of  Nairobi,  eight  hours  away. 
Transportation is expensive and Paul cannot process an ad-
equate quantity of brown sugar to make the trip to Nairobi 
worthwhile.

William is a college professor who lives in Nairobi. He 
has a full-time job but likes to engage in entrepreneurial ac-
tivities on the weekends.  There is a huge unfulfilled need 
for brown sugar in the commercial markets of Nairobi and 
traders are willing to buy all the brown sugar they can get: 
cash-on-delivery. To maximize his profits, William needs to 
have 1000 kilograms of brown sugar waiting for him so he 
can fill the truck he rents for the weekend and reduce his 
driving time by limiting his pick-up points to as few as pos-
sible. He has found in the past that the farmers in the Rongo 
region have been good to work with and have been happy to 
accept the price he offers for their brown sugar. 

However, William doesn’t know a lot of these farmers, so 
when he tries to acquire large quantities, he has to make a 
lot of phone calls, sometimes to people he doesn’t know. To 
prepare for any given trip to Rongo, he spends about 700-
800 Ksh in cell-phone minutes to make arrangements with 
the 40-50 farmers he needs to accumulate the full 1000 Kgs 
to fill his truck. Even after all the arrangements have been 

  

Fig. 1 WishVast System Block Diagram 



378 PROCEEDINGS OF THE IMCSIT. VOLUME 4, 2009

made, he is not sure whether everything will go as planned 
and the farmers will actually deliver on their promise. Typi-
cally,  he  has  to make a  number  of additional  last-minute 
phone calls to coordinate the pick-up and is short of the full 
load of brown sugar he needs to optimize his profit.

Let’s see how the scenario could be transformed with the 
WishVast system. The Rongo cooperative signs up each of 
its 500 members for the WishVast system. One of the coop-
eratives’ challenge is the collection of bi-annual dues from 
its dispersed members.  WishVast  provides the cooperative 
an  added  incentive:  if  the  members  do  not  pay up  their 
dues,  they stop  getting  useful  messages  from  WishVast! 
This  makes collection of cooperative dues easier  and pro-
vides a simple way for WishVast to collect its revenue.

William can send one text message to the co-op’s Wish-
Vast  number,  and  each  of its  500  members  receives  the 
message.  In  his  message,  William  specifies  the  date  and 
time of the pick-up, how much brown sugar he needs, and 
the price per kilogram he is willing to pay. He includes his 
phone number and indicates that he will buy the first 1000 
kgs  that  responding  farmers  are  able  to  provide.  Within 
minutes,  he starts  receiving text messages from sugarcane 
farmers who are able to provide various amounts of brown 
sugar. He can send back text messages to confirm the deal.

When  William  arrives  at  the  pick-up,  he  checks  the 
brown sugar  against  his  list  and  determines  who met  his 
quality expectations and who failed to meet them. Depend-
ing  on  the  quality  of  the  product  and  service,  he  sends 
WishVast points for the farmers back to the network – just 
like Ebay’s ‘feedback seller ratings’.  The farmers that  met 
William’s  expectations  receive high  ratings.  The  farmers 
who were satisfied with the service provided by William re-
spond with high ratings for him. By doing this, future po-
tential business partners can check on the reputation of any 
of these people and choose whom to do business with.

WishVast will help reduce the inefficiencies of the current 
system and create trusting relationships between producers 
and buyers, while increasing their access to information so 
that  the process is streamlined. The WishVast ratings will 
help them create a brand that others can refer to, further in-
creasing efficiency. 

B. Scenario 2 – Building trust to enable cooperation

Countries in  Africa present  a unique development chal-
lenge. The social and economic networks of individuals in 
these countries largely overlap and the established relation-
ships are based on trust and respect. At the same time, dis-
trust and direct action against those who are not trusted, in-
cluding violence and social (and economic) ostracizing are 
common.  Distrusted individuals  enter  into a  vicious cycle 
which prevents them from pulling themselves out of pover-
ty.  Essentially,  trust-building  is  one  way to  combat  the 
poverty trap. Predictability and reliability help build trust. A 
person can  prove his trustworthiness by successfully com-
pleting an  assigned responsibility - and  consequently,  ful-
filling  others’  expectations.  However,  trust  building  be-
tween two people takes time because there is only one ob-
server. 

During our 2008 study in Tanzania, we found that the in-
terviewed women trusted 96% and respected 100% of the 
people  with  whom  they  engaged  in  business  activities 
(N=92). Long-term relationships were valued by all the in-
terviewees. 70% of their  business relationships  had  lasted 
more than  one year.  Despite working in  the same market, 
however,  the  respondents  did  not  know each  other  well, 
viewed each other as competitors and were not organized. 
The data reflected that  the women truly valued long-term 
business  relationships  based on  trust  and  respect.  Within 
these relationships, loyalty and relationships were more im-
portant  than  price. The women generally distrusted others 
at the outset and trust was slowly built over time.

The  Tanzanian  market  women  are  connected  through 
their  engagement  in  similar  businesses  in  the  same  geo-
graphic area. About 96% of the women used cell phones for 
carrying  out  their  business.  They could form a  WishVast 
community and  define a  WishVast  point  as a  measure  of 
trust. They could give ‘trust points’ to members who com-
pleted a task successfully. With this system, an individual’s 
successful task completion is observed and reported by mul-
tiple  people  (in  a  trust  community)  and  hence  the  trust-
building process is accelerated. When a member is not sure 
whether she should do business with a person, she can look 
up the WishVast trust points for that  person. The score is 
similar  to a credit score in the U.S. or Ebay feedback rat-
ings.

Women generally borrowed TSh.  100,000-200,000 ($90-
$180) from family members  to start  their  produce selling 
businesses. They did not have an established credit record 
although all indicated that they had successfully repaid their 
family loans. Women expressed doubt in their ability to suc-
cessfully  organize  themselves  and  to  develop  a  business 
plan  for adding  value to the commodities they sold.  They 
wanted to know each other better and develop trust before 
working together. WishVast would let them build trust and 
social capital quickly, organize themselves and collectively 
access credit and other forms of capital.

C. Scenario 3 - Resource and value optimization

This is a combination of the Ithaca Hours private curren-
cy system and a "Brownie Point Tracking System". A Wish-
Vast point in this case is the value of a product or service 
(E.g. 1  WishVast point = 1 apple = 2 oranges = 3 potatoes 
= 15 minutes of laborious work). The "exchange rate" can 
be static or the community stock exchange can be modified 
dynamically according to supply and demand of resources. 
Community members use the WishVast  points in  place of 
currency.  This  community-based  currency system enables 
those without financial resources to participate fully in the 
economy and reduce losses from an excess supply of goods 
and services. A paper-based currency system called Zawadi 
(swahili for "gift") is being tested at the Children and Youth 
Empowerment Center (CYEC) in Kenya and could be struc-
tured as a WishVast network . We will be working at CYEC 
in Summer 2009 and pilot-testing the WishVast system as 
an alternate currency system. 



KHANJAN MEHTA ET. AL.: WISHVAST: BUILDING TRUST AND SOCIAL CAPITAL USING CELLPHONES 379

D. Scenario 4 - Social network support system:

This is an open WishVast group and new members can 
be added  by invitation.  The  groups  can  be very specific 
(garlic traders around Moshi) or open (leafy vegetables sup-
ply chain). Through WishVast, members can quickly reach 
others to announce resources (peer-to-peer trade). A Wish-
Vast point can be related to trustworthiness, credibility, fa-
vors,  references,  politeness,  or  whatever  is  valued  by the 
group. If an individual is not sure whether or not to conduct 
business  with  another  person,  they  can  run  a  WishVast 
check to get the person’s score and decide based on that in-
formation. 

E. Scenario 5 - Cooperative access to market information  
and best practices:

A  closed  WishVast  group  of  geographically  dispersed 
members can send produce prices from various markets to 
WishVast. A group member can get the "market report” by 
sending a request to WishVast. Instead of making multiple 
phone calls, the prices can be accessed by a single message. 
A trusted community like this also facilitates the diffusion 
of innovations and  best practices in  the community mem-
ber’s field of interest. NGOs and governmental agencies can 
use these groups to disseminate information . There are a 
number of projects aiming to provide market information on 
cellphones and  exploit  violations  of the  law of one price. 
However,  very few are  set  up  as  self-sustaining  ventures 
connecting  actors  in  a  local  area  and  provide a  feedback 
mechanism to help the actors make better decisions. 

F. Other opportunities

Transparency, openness and team-building in a coopera-
tive business: Individuals riding  on a tandem bike always 
think they are putting in more effort than  their  partner(s). 
Similar challenges arise in a cooperative organization, espe-
cially as  it  gets  bigger.  WishVast  lets  people give others 
credit,  when  credit  is  due.  We  are  exploring  zero-sum 
games  where the  total  number  of points  in  the  group re-
mains constant  – an individual  is essentially giving others 
points  from his  own account.  The  system will  be piloted 
with the Bascot NutriBusiness cooperative and the Kochia 
windmill cooperative in Kenya.

Reference bank/tracker (linkedin.com for the other 90%): 
A tool like this would be very helpful to microfinance insti-
tutions  to help  them decide  whether  or  not  to advance  a 
loan to an individual. Cellphones are the only form of iden-
tity for many disenfranchised people – refugees, homeless, 
internally  displaced,  etc.  WishVast  can  help  them  build 
credibility and facilitate their access to resources.

Love tracker / weight tracker: Supports the natural social 
tendency of humans to form groups and rate/compare things 
and  actions.  We are specifically exploring  this  concept to 
reinforce  positive use of leisure  time  for  at-risk  children. 
The world is a favor bank and we can easily use the Wish-
Vast system for tracking karma or favors in groups.

VI. CURRENT STATUS

Our team received funding from the Social Science Re-
search  Institute  (SSRI) at  Penn  State in  2008 and  carried 

out a  study of “who you know” social  and  economic net-
work  knowledge  systems  among  rural  women  agro-en-
trepreneurs in Northern  Tanzania  and the role cell phones 
play within these networks. The preliminary findings from 
the study have been presented in a paper titled “Cell phones 
and Social Networks: Defining new opportunities and dis-
covering champions for entrepreneurial  ventures in  devel-
oping communities” [1].  Analysis of the data with a specif-
ic focus on measuring the centrality of the nodes in the net-
work is in progress. WishVast was conceptualized based on 
our numerous experiences in East Africa and observations 
from the network study. A simple proof-of-concept system 
was built and tested to ensure technological feasibility.

We have built  a  team of faculty members  and  students 
from various disciplines at  Penn State to develop the sys-
tem, implement it in Kenya and carry out thorough assess-
ment of the technology .  A senior-level engineering design 
class with students from three different colleges worked on 
WishVast in the Spring 2009 semester.  They attempted to 
articulate the value chains in various scenarios, develop rev-
enue models and assessment methodologies for the desired 
social  outcomes of the various scenarios.  The students de-
veloped the WishVast network management program which 
is currently undergoing alpha testing in the US. Penn State 
has several ongoing projects and existing relationships with 
organizations  in  East  Africa,  including  the  Children  and 
Youth Empowerment Center (CYEC), a NutriBusiness Co-
operative  serviced  by  Touchstone  Consultants,  Kochia 
Windmill  Cooperative,  etc.  We have discussed the  Wish-
Vast concept with these groups and have enlisted them in 
the  provision  of resources  for  testing  the  system at  their 
sites. Team members will be traveling to Kenya in Summer 
2009 with the objective of pilot-testing  the system  in  five 
different scenarios. 

VII.  ECONOMIC SUSTAINABILITY

There are a number of cellphone based networking star-
tups in operation – mostly in the developed world. Some of 
the companies and their business models are:
• Dodgeball: Currently earning revenue through sponsored 

advertising; location-based advertising and downloadable 
content in the future

• Friendster  Mobile:  User  testing  in  the  Philippines; 
Charge users to send messages

• Lavalife  Mobile:  subscription  based  revenue  model. 
$4.99/month  or 50 cents for outgoing messages;  incom-
ing messages free. Match.com Mobile has a very similar 
revenue model

• Playtxt: premium rates for messages; part of proceeds go 
to charity
MobileActive is the premier repository of cellphone relat-

ed ventures that seek to create social change. A few interest-
ing cellphone-based projects and ventures in Africa include:
• M-Pesa: cellphone based money transfer service; very 

successful and economically self sustaining
• Kenya Agricultural Commodity Exchange (KACE):

provides a market  information  system and marketplace, 
with access through information centers, SMS and voice 
recordings via a toll-free number.
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• Ushahidi: platform for crowdsourcing crisis information
• FrontlineSMS: An excellent enabling technology that

permits individuals to send text messages to large groups.
• AgroText: provides agricultural information to farmers 

for a small fee
• UmNyango: uses text messaging to access information

about and report abuses against women and children
A major challenge to exciting ventures like these is the 

economic sustainability of the system after the initial fund-
ing is depleted. It is essential to make messaging on Wish-
Vast free of cost or as inexpensive as possible to accelerate 
its  adoption.  A critical  mass  of users  will  help  bring  the 
costs down. The field testing results  and  discussions with 
various stakeholders will help us determine the best revenue 
model and commercialization strategy. Some of the revenue 
models considered for WishVast are listed here. We predict 
a hybrid revenue model with various equitable ways of col-
lecting revenues for various services.
• Monthly fees: Cooperatives require members to be part of 

a “trust network” to get access to information or access to 
a  valued  shared  resource  –  like  a  tractor,  pick-up  for 
transporting produce, other value-addition equipment.

• Members pay to send group messages (to entire group or 
a fraction of the group – based on their WishVast scores)

• Members pay to conduct a WishVast check on someone 
else. Brand-building is critical for this to work.

• Targeted advertising on cellphones.
• Members pay to get access to market information (instead 

of making multiple phone calls)
• Conflict  mitigation  costs  are  rerouted  to  peace-keeping 

and trust-keeping expenses. This is essentially targeting 
large NGOs and governmental organizations.

• Microfinance institutions pay to conduct "trust checks" - 
equivalent to credit checks in the US.

VIII. EVALUATION OF SOCIAL OUTCOMES

The success of WishVast is defined as measures of the in-
dicators in an environment where trust is central and com-
mon practice among partners  who share  a common belief 
that  you can  depend on each other  to achieve a  common 
purpose. In  such an environment,  the following indicators 
form the internal measures of success:
1. Information is shared, especially about oneself (e.g., what 

one does for living,  earnings and family) and also what 
could be useful to others.

2. There  is  willingness  to  be  influenced  by others  (e.g., 
willingness to try or adopt new ideas)

3. Partners are respected and not abused. (because of their 
inadequate  access  to  information  or  lack  of  positional 
power, and so on—including disability or coming from a 
different ethnicity)

4. Individuals strive to be fair (equity and justice will be the 
mantra)

5. Culture  of fulfilling  promises  is  valued  (e.g.,  a  person 
stands by his/her word and a handshake).
The  internal  measures  of success will  be related to the 

specific  WishVast  objectives.  There  are  several  potential 
reasons for measuring the success of WishVast. For exam-
ple, the need to:

A.Find out what is internally working well.
B.Evaluate internal  /  external  inputs and  the change they 

bring for WishVast to excel.
C.Examine the links between activities,  results,  and goals 

central to WishVast. 
Trust-based  networking  relationships  are  an  important 

source of sustainable competitive advantage.  Our  network 
analysis research in Tanzania showed that trust is positively 
related to sales, profits, and turnover. This finding partially 
explains why building trust is vital for people and business-
es to excel, particularly among rural communities. Accurate 
performance measurement is critical to understanding new 
venture  and  small  business  success  and  failure  because 
replicability depends on such measurement. 

In  addition,  monitoring community members’ behaviors 
about “trust” provides indicators of success in entrepreneur-
ial ventures.  Variables that reflect internal measures of suc-
cess are based on ten “Trust” areas of behavior that can un-
dermine trust [16]. By optimizing these positive behaviors, 
a high level of success in entrepreneurship is likely to result 
and these areas ensure internal  success for the business to 
excel. The areas of behavior are: 

1. Do partners keep promises?
2. Do partners tell lies?
3. Do partners keep confidences?
4. Do members communicate as fully as possible?
5. Do partners have favorite persons?

6. How are  corrective  measures  conducted:  Do you chal-
lenge the behavior - not the person?

7. Does management or partners follow through with deci-
sions?

8. Does management listen attentively? 
9. Is there a culture of forgiving mistakes?
10. Do partners talk or not talk behind backs?
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