EPM’s Ituango project is 2.7 Gigawatts
• It would take at least a 6,000 hectare
(15,000 acres) solar farm to generate
equivalent energy-and only during
daylight.
• It would take about half that for an
equivalent wind farm, and then with
inherent variability & maintenance
costs.

Historically, governments and developers have not
adequately communicated, negotiated,
indemnified, or compensated local communities
adequately when developing hydroelectric
projects.
This has led to hydroelectric projects—especially in
developing economies, having a poor reputation
that also affects investment and financing projects.
Politically, for this very reason, along with
environmental concerns, Hydroelectric projects are
starting to be left out of green & renewable energy
policymaking & incentives programs.

AngloGold Ashanti was rejected in a local
referendum by a vote of 6,165 versus 76 in
Cajamarca, the local community where it planned
an open pit gold mine.
The company developed political support in
Colombia’s capital, but didn’t bother to win the
hearts and minds of the local community where
the mine would have been.
Due to political and media pressure, they ceased
development of the project and took a significant
loss.
The national government stood to gain $400
million USD/year, but the local community was not
included in negotiations or project groundwork.

”…Our gas facilities actually sit right in the middle of
Wayuu lands. We have outstanding relationships with
the local community, and in fact they assist us with our
security situation. For example, when we work with the
Colombian navy and the national police, they tell us
that their best source of information to protect us is
actually the Wayuu people.”– Marc Payne, CEO
Chevron Texaco Colombia

Unlike in North America, in much of Latin America,
very little benefit is extracted from hydroelectric
projects beyond electrical production.
One exception here in Colombia is Guatapé, which
already had a basolith as a modest tourist
attraction, but EPM’s hydroelectric project less than
2 hours from Medellín has become both a
domestic and international tourist attraction,
generating tremendous returns for the local towns
of Guatapé, and El Penól.

Socio-political factors in the development and
renovation of hydroelectric plants

The US state of Ohio has 176 significant dams. Most are for
water supply, navigation & flood control, though there is
some hydroelectric production. The state manages the fish
populations and the recreational fishing industry in just this
one state (NOT including any commercial fishing), surpasses
$1 billion dollars—in a state with NO ocean coasts. Allied
industry includes tourism, hotels, travel, boat sales, local
guides, real estate development and retail.
KEY: Manage natural resources to include the public, not
keep them out.
Don’t wait for the government to take the lead.
This can generate both a direct and indirect return on
investment.
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Not only is it good strategy and politically smart, it is moral and
ethical.
Gain hearts and minds FIRST and your project will actually be
sought after by the local community.
Compensate people fairly who are displaced: Go “above and
beyond.” It is a tiny part of your project cost, and actually less
expensive than countering unnecessary resistance.
Invest in local infrastructure—not to smart to build a giant
hydroelectric project and the locals are “left in the dark.”
Earn a track record, a good reputation, and future projects
become easier. You will have witnesses willing to vouch for you.
You can sell your project as an “impact investment” when local
populations support you—AND benefit from your development.
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