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Bolivia is undergoing a powerful 
shift. After more than 20 years of 
left-wing administrations that often 
sidelined private enterprise, the 
business sector is stepping into a 
new era of proactive growth.

Leading this transformation is 
Eduardo Olivo Gamarra, president of 
the National Chamber of Commerce 
(CNC). “Ultimately, the CNC is as-
suming an active role in promoting 
reforms, strengthening the private 
sector and opening Bolivia to the 
world with a more modern, competi-
tive and integrated vision,” he says.

A pillar of this vision is unlocking 
the country’s unique geographic and cultural 
wealth. For Olivo, Bolivia’s physical diversity is a 
prime asset waiting to be fully tapped by global 
travelers. “The country has enormous tourism 
potential: in just a few hours, you can go from an 
altitude of 4,000 meters [13,100 feet] to 1,000 me-
ters [3,280 feet], with completely different 
landscapes,” he notes. “From the Uyuni Salt Flats 
to the valleys, the Amazon, or regions like Tarija 
with its vineyards, every department offers some-
thing unique. La Paz, for example, stands out for 
its geography, its cable car system and its grow-
ing gastronomic diversity.”

To convert this geographic won-
der into immediate economic fuel, the 
CNC is championing a progressive 
digital nomad law which aims to ease 
entry requirements and streamline fi-
nancial regulations for professionals 
working remotely. “In the case of dig-
ital nomads, we have seen that it is an 
area capable of significantly develop-
ing the economy, because they do 
not compete for local employment; 
rather, they bring money into the 
country,” the president explains.

Building an investment climate 
Beyond tourism, the Chamber is hard 

at work establishing the structural foundations 
needed to draw global capital. It is behind a newly 
proposed investment law designed to assure in-
ternational markets of Bolivia’s long-term 
regulatory stability. “We have also presented an 
investment law, which I believe is a very important 
point to generate the legal security investors 
need, not only for the bioceanic corridors we re-
quire but also to invest in all the sectors Bolivia 
has to offer: mining, hydrocarbons, energy, agri-
culture and more.”

Simultaneously, the CNC is looking inward to 
ensure the local workforce is highly skilled and 

ready to build these industries. Collaborating with 
international academic institutions is a core part 
of its strategy to combat regional brain drain. “We 
are promoting agreements with universities in 
different countries to strengthen the training of 
Bolivian talent,” says Olivo. “The idea is to allow 
professionals to train abroad, but with mecha-
nisms that incentivize their return.”

This multi-pronged push is already translating 
into active commercial momentum. Domestically, 
local B2B opportunities are expanding rapidly 
under the CNC’s guidance. “We organize the busi-
ness roundtable for the city of La Paz, which last 
year generated $54 million in business deals in 

just two days, with more than 1,000 meetings,” he 
highlights. “This space is growing more and 
more.”

On the geopolitical stage, the CNC is actively 
working to revitalize critical trade corridors and 
re-establish strong diplomatic ties, particularly 
with the U.S. “There is definitely a lot to reactivate 
together with the U.S. government,” Olivo con-
cludes. “The positive thing is that a very interesting 
openness exists. We have sustained meetings 
with representatives of the U.S. Department of 
Commerce, who have already visited the country 
on two occasions and we keep moving forward.” 
Bolivia means business.

Eduardo Olivo Gamarra
President, National 
Chamber of Commerce 
(CNC)

The government sees supporting the private sector as key to also backing Indigeneous communities.

A better business 
terrain for Bolivia

The country is 
becoming a much 
easier place to work

Droguería INTI is one of those 
brands that lives up to the age-old 
maxim: do one thing and do it 
well. It has earned the trust of Bo-
livians for generations.

One of Bolivia’s most recognized 
and trusted brands is celebrating its 
90th anniversary. Droguería INTI 
has good reason to be trusted: in 
the MERCO rankings, which assess 
corporate reputation across Spain 
and Latin America, INTI is No. 1 in 
healthcare and in the top ten overall. 

Since 1936, INTI has become 
woven into Bolivia’s national identi-
ty. Few products embody this connection more 
than Mentisán, a household staple for genera-
tions. “Across all of Bolivia’s geographical regions 
— the highlands, lowlands, valleys and tropical 
areas — Mentisán remains a product that all 
Bolivians cherish. I believe that is one of the keys 
to INTI’s success,” Hugo de Grandchant explains.

INTI markets over 1,400 products and rep-
resents the world’s leading pharmaceutical 
brands. Yet it is not simply looking back on nine 
decades of achievement — it is investing heavily 
in the future through modernization, automation 

and expansion.
A major milestone was the inau-

guration of INTI-BOL, Bolivia’s most 
advanced pharmaceutical distribu-
tion center. According to de 
Grandchant: “From the city of El 
Alto, we manage the distribution of 
products to warehouses in all nine 
departments of the country, each 
with the same standards and capa-
bilities as our central facility.”

INTI is also advancing the digital 
transformation of its manufacturing 
operations. “INTI is recognized as 
Bolivia’s leading pharmaceutical 

company and today our focus is not only on in-
vesting in warehouses but also on upgrading our 
pharmaceutical plant in El Alto. We are working 
to automate many processes that are currently 
manual, making them faster and more efficient.” 
This goes hand in hand with innovation in prod-
ucts using modern molecules in order to remain 
at the forefront of medicine.

At the heart of the company’s success is a 
culture built around people. “Despite the compa-
ny’s size and operational complexity, the sense 
of belonging remains very strong. I believe this is 

one of the foundations of INTI’s success. Many 
employees have been with us for 25, 35 or even 
40 years,” notes de Grandchant.

Longstanding trust and confidence
This loyalty may pay off handsomely in the com-
ing years. INTI sees significant opportunities 
both at home and abroad. “This new phase, un-
der a new government, brings significant 
optimism for the private sector,” he says. “After 20 
years of restrictions and challenges facing pri-
vate enterprise, we can confidently say that a 
new chapter is opening.”

The company is particularly interested in ex-
panding its presence in the U.S. “There are more 

than 200,000 Bolivians living and working in the 
Washington, D.C., metropolitcan area, including 
Maryland and Virginia — a market we would 
very much like to serve with our flagship prod-
ucts, particularly Mentisán, Tónico INTI and 
others.”

As it enters its tenth decade, INTI remains 
firmly committed to Bolivia while positioning it-
self as a future regional pharmaceutical leader.

Long-lived 
success

A staple of Bolivian 
life has a strong past 
and a stronger future

Droguería INTI is investing in warehousing automation and product innovation.
Hugo de Grandchant
General Manager 
Droguería INTI S.A.
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GUATEMALA From Maya heritage to nearshoring, 
biotech and green energy, Guatemala  
has become one of the Americas’ most 
dynamic investment destinations

The historic city of Antigua is one 
of four UNESCO World Heritage 
Sites in Guatemala

Traditional agribusinesses are 
turning to technology to create 
innovative circular economies

Tourism numbers surged by 11% 
in 2025, with stunning nature 
being just one of the attractions

Unique artisan textiles and 
garments are among 
Guatemala’s biggest exports
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In 1983, Jorge Leal’s father and two 
uncles opened Magdalena, a small 
sugarcane mill in Guatemala. Al-
though his father passed in 1991, 
the family business has continued 
to expand and prosper, first under 
the leadership of his mother, then 
his brother and sister and, since 
2018, Leal himself. Today, Magdale-
na is the country’s top sugar 
producer and exporter with about 
24 percent of the market, while its 
sugar plant is the second-most im-
portant one in the Americas.  

Even more impressively, the group 
has launched pioneering sustainable and smart 
processes and created a truly circular green econ-
omy. “We meet 10—12 percent of Guatemala’s 
energy demand by generating electricity from our 
sugarcane fiber waste. We also produce ethanol 
and alcohol for the pharmaceutical, cosmetics 
and beverage industries, and the residue from that 
is converted into fertilizer and returned to the 
land,” explains the CEO. “Everything is utilized and 
all resources are valued and managed responsi-
bly. It’s a philosophy that works here and is 
reproducible elsewhere.”

This ethos starts in its sugarcane fields, with 
the increasing use of organic plant-protection 
chemicals and cover crops allowing the group to 
naturally nurture its soils. A fleet of drones plus 
satellite- and artificial-intelligence-based agricul-
tural, industrial and distribution technologies have 
further reduced its carbon footprint and water 
usage while boosting its productivity. 

Magdalena’s sugar farming, milling and refin-
ing activities are expanding: it will open a second 
Guatemalan plant in 2026 and acquired a sug-
ar-based agribusiness in Peru this year. “We took 

on our first international step in the 
sugar sector in Peru because we fell 
in love with the place and its people, 
and we found an operation that could 
teach us a lot about production. They 
cultivate sugarcane in the desert, 
where all resources are scarce,” he 
notes. “We’re bringing lessons we 
learn back to Guatemala, helping us 
become better producers, work more 
efficiently and reduce costs.”

Magdalena is expanding its elec-
tricity-generation capacity too, in 
order to help meet rising Guatemalan 
energy needs caused by rapid indus-

trialization and growing AI initiatives. “We’ve 
implemented a solar project, a second one is un-
der construction and a third is in the pipeline. We 
will build more over the next five years. It’s a clean 
energy without waste or byproducts that we can 
be competitive in, which aligns perfectly with our 
company philosophy,” says Leal. “However, the 
country will require far more solar plants than we 
can supply, so we invite other investors to join us 
— the more companies that invest in green ener-
gy, the better Guatemala’s future will be.”

Adding value through biochemistry
In 2023, the group invested in the Portuguese 
Biorbis biochemistry research center. “We entered 
the biochemical sector to improve sugarcane pro-
duction but then started to explore the huge 
possibilities for transforming sugar into rare mole-
cules that are of significant value to humanity. Our 
work is targeted on human, animal and crop 
health and nutrition,” he reveals. As a result of this 
investment, Magdalena has fast-tracked the in-
dustrialization of technology for converting yeasts 
into food proteins. This innovation will be utilized 

in an animal-feed manufacturing plant that the 
group will open in Guatemala next year.

In addition, Magdalena is creating a network of 
strategic alliances for developing enzymes of ben-
efit to living beings, with three U.S. biochemical 
companies being among its current partners. “For 

example, in collaboration with California-based 
Amplifye, we’ve invested in a line of enzymes that 
help digest proteins, which have been launched in 
the U.S. Its potential applications include reducing 
malnutrition globally,” states Leal. “We’re very fo-
cused on our roots, family values and contributing 

to improving society. Guatemala still faces child 
malnutrition — we aspire to resolve 90 percent of 
it by the end of the decade.” 

The group’s management and 13,200-strong 
workforce strive to play active, positive roles in 
their communities and are particularly concerned 
with initiatives addressing not only health, but 
also education, infrastructure and environmental 
needs. For instance, Magdalena promotes refor-
estation, wildlife corridor, turtle conservation and 
mangrove regeneration programs. 

Leal believes there are substantial openings 
for further collaborations with U.S. entities across 
its operations. “For instance, we see development 
banks as strategic allies in larger projects. To date, 
we’ve mainly worked with European banks, but 
we would welcome the participation of U.S. 
banks,” he says. “We also see great opportunities 
in adapting technology from U.S. companies and 
universities to Guatemala and other Latin Ameri-
can countries. The world is becoming increasingly 
interconnected, offering infinite possibilities.”

Magdalena’s Guatemalan sugarcane plant is the second largest in the Americas.

A better future 
built on sugar

Magdalena has 
created a truly 
circular economy

Jorge Leal
CEO, Magdalena

We meet 10-12 percent of 
Guatemala’s energy demand by 
generating electricity from our 
sugarcane fiber waste.”
Jorge Leal, CEO, Magdalena
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Guatemala has averaged 3.5 per-
cent annual gross domestic 
product growth for the past de-
cade, which accelerated to 4.3 
percent in 2025. Last year also saw 
foreign direct investment rising by 
11 percent to $1.9 billion, with in-
flows targeting diverse sectors, 
including agribusiness, textiles, 
advanced manufacturing, energy 
and business process outsourcing. 

Much of this success relates to the 
country’s geography: it is Central 
America’s northernmost nation, mak-
ing it a preferred nearshoring and 
logistics hub for the rest of the Americas. To capi-
talize on this position, the government is 
implementing substantial transport infrastructure 
projects to improve connectivity with North and 
South America and between the country’s Atlan-
tic and Pacific Ocean coastlines.

The U.S. government is a leading supporter of 
this strategy. For example, in 2025, the U.S. Army 

Corps of Engineers (USACE) agreed 
to supervise a $600 million expansion 
of Guatemala’s largest Pacific port, 
Puerto Quetzal. That was followed by 
a $110 million pact between the two 
countries signed this January, which 
will see USACE providing technical 
assistance on six road projects and a 
rail line from Puerto Quetzal to a mul-
timodal logistics station 29 miles 
inland. There it will link with another 
ongoing rail scheme that is connect-
ing the country with Mexico and with 
Puerto Barrios on Guatemala’s Atlan-
tic coast.

Waleska Sterkel, executive director of the 
American Chamber of Commerce (AmCham) 
Guatemala, the country’s biggest binational trade 
association, says businesses are “very pleased 
with the surge in infrastructure developments that 
we are going to see with cooperation from the U.S. 
government, as they are all oriented toward logis-
tics and international trade. More than the 

infrastructure projects themselves, the message 
that the U.S. is sending through these partner-
ships is key for investors considering Guatemala 
as a location for nearshoring or friendshoring, 
within President Trump’s policy of America First, 
but not alone. They show, once again, that Guate-
mala is very closely aligned with the U.S.” 

The U.S. is already the Central American coun-
try’s largest investment and trade partner, with 
U.S. firms operating in Guatemala benefiting from 
a free trade agreement between the two nations 
and an ever-improving business environment. 
“Important legislation has recently been approved, 

such as a public-private partnership law and a 
tax-credit refund law, and work is underway on a 
new investment law. There has also been signifi-
cant progress in streamlining procedures for 
investors,” she explains, adding that a new U.S. 
Millennium Challenge Corporation program is ex-
pected to make doing business in the country 
even more efficient.

“The message is clear,” says Sterkel. “Investing 
in Guatemala today means investing in a country 
that combines a strategic location and a pro-com-
petitiveness agenda with talent and natural 
resources. It’s the ideal time.”

Guatemala’s location may be its greatest advan-
tage for investors, but there are many others, 
says Juan Esteban Sánchez, executive director 
of Invest Guatemala, the private-sector-led in-
vestment promotion agency.

“Most crucial is its stable macroeconomic per-
formance. Inflation has also been kept under control 
and Guatemala’s exchange rate adds to its stability. 
It is a low-risk, high-profitability destination,” he 
states, noting that it is moving toward invest-
ment-grade ratings. Another huge factor is the 
demographic bonus of an 18-million-strong popula-
tion that has an average age of about 26. “This 
creates substantial opportunities in sectors such as 
consumer goods, energy and services, and means 
Guatemala has 20—30 years of potential growth 

ahead, driven by the expansion of its middle class,” 
Sánchez says. “Guatemala stands out for the quality 
of its people too. Its businesspeople, for example, 
are skilled, knowledgeable, reliable, understand 
complexity and seek mutual benefit with partners.” 

He also points out that the country’s heavy in-
vestment in infrastructure goes beyond 
transportation, with digital submarine connectivity 
through both the Pacific and Atlantic Oceans and 
over 55 percent of its electricity now coming from 
renewables. “There are clear rules and legal securi-
ty for investments as well,” he adds. 

According to Sánchez, attractive sectors for in-
vestors range from business process outsourcing to 
pharmaceuticals, parts and components manufac-
turing, sustainable plastics, energy, infrastructure, 

tourism and legal services. For U.S. in-
vestors in particular, he highlights 
sectors in which the country is 
well-positioned as a nearshoring hub. 

“We see strong opportunities to 
add value within the supply chains for 
auto parts and the textile and fashion 
industry,” he reveals. “Another area with 
major potential is packaging, especial-
ly packaging that meets high 
environmental certification standards, 
as Guatemala produces substantial 
quantities of latex and natural rubber. 
We are also exploring agreements with 
technology companies in Miami that 
want to establish their platforms here.”

Sánchez believes Guatemala has 
what it takes to remain Central Ameri-
ca’s leading economy and become the 
region’s most important nearshoring 
base. 

“But we can’t do it alone. Economic 
growth must be accompanied by col-
laboration, particularly with strategic 
allies. In that respect, Florida, especial-
ly Miami, plays a key role,” he says, 
explaining that the U.S. state is home to 
a large section of the nation’s diaspora 
as well as current investment partners. 
“The relationship between Guatemala 
and Florida is fundamental and has 
great potential.”

Waleska Sterkel
Executive Director 
AmCham Guatemala

Juan Esteban Sánchez
Executive Director 
Invest Guatemala

Around 200 U.S. companies have operations in Guatemala today.

Diverse low-risk, high-profitability 
opportunities in a stable nation

The country’s robust competitive advantages 
are particularly strong for Floridian partners

Right place 
and time for 

investors

Alignment with U.S. 
trade policy unlocks 
Guatemala’s 
nearshoring potential

Location: Guatemala offers 
quick air, land, sea and soon 

rail access to the U.S. 

Trade oriented: Guatemala 
has 15 FTAs, including one 

with the U.S.

Stability: Guatemala’s political 
and legislative environment 
enables long-term planning

Sustainability: Over 55%  
of Guatemala’s power is 

generated from renewables

Demographic bonus: The 
region’s largest and youngest 

population and workforce

Top 5 reasons why Guatemala is a vital nearshoring destination for the U.S. market
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Businesses across Bolivia see a new 
chapter emerging, built on competi-
tiveness, international investment 
and value-added exports. The public 
and private sectors are aligned.

From the National Chamber of Bo-
livian Exporters (CANEB) to private 
companies, a common message is 
emerging: Bolivia wants to reconnect 
with global markets. Oswaldo Barriga 
Karlbaum, president of CANEB, says 
the country’s previous economic mod-
el limited its ability to compete 
internationally. “Over the last 20 years, 
Bolivia remained isolated from com-
petitiveness because of state policies 
whose sole effect was putting a strait-
jacket on the country’s production and business 
activity,” he says.

According to Barriga, exporters were con-
strained by regulations that forced companies to 
satisfy domestic quotas before obtaining export 
permits, often at government-controlled prices. “A 
narrative was created that exporting means taking 
products away from Bolivians. That is simply false,” 
he says. “We need policies that allow companies to 
compete internationally while continuing to serve 
the domestic market.”

Infrastructure has also presented a major obsta-
cle. Bolivia’s dependence on a limited number of 
transport corridors has left exporters vulnerable to 
disruptions. “We only have one main highway con-
necting Santa Cruz to the Pacific and frequent 
blockades severely damage our competitiveness,” 
Barriga explains. Fuel shortages further complicat-
ed logistics in recent years. “Until the change of 
government, there were moments when we had to 
wait up to ten days just to fill a truck with fuel. Today 
that situation is changing.”

Despite these challenges, Barriga 
sees huge potential across many in-
dustries. “We are the protagonists of 
Bolivia’s economic recovery because 
exporters are the ones who will gener-
ate the foreign currency the country 
needs while attracting investment for 
deeper industrialization,” he says. 
Among the sectors with the greatest 
opportunities, Barriga highlights royal 
quinoa, Brazil nuts, camelid products, 
beef, ethanol, software development 
and business services.

Rebuilding export capacity
Other leaders share much of that opti-
mism while acknowledging that 

structural reforms remain essential. Eduardo Ar-
mendáris, CEO of EACH Holdings, says the country 
is rebuilding an export ecosystem from scratch. 
“Bolivia didn’t just stagnate — it went backward,” he 
says. “That is reflected in our logistics, our high-
ways, our export systems and our connectivity.” For 
Armendáris, improving infrastructure is only one 
piece of the solution. “It’s not just about infrastruc-
ture. You also have to look at exports, customs, 
quotas and all the institutions involved in getting 
Bolivian products to the world.”

One of the main goals should be reducing bu-
reaucracy through digitization: “Previously there 
was massive paperwork and unfortunately where 
there is paperwork, there is corruption. Processes 
that once took nearly a month have now been re-
duced dramatically. Today everything is digital. A 
unified importer registry can be obtained in three 
days and advance approvals in four. We reduced 
the requirements from 18 down to six,” he explains. 
The digital platform also improves transparency by 
tracking authorized importers and helping combat 

smuggling. Beyond administrative reforms, the gov-
ernment is trying to reshape the relationship 
between producers and markets. One initiative al-
ready showing results is Conecta Soya, a 
matchmaking program linking soybean farmers di-
rectly with processors. “At first the producers didn’t 
even want to sit down at the negotiating table. But 
once they did, agreements for 450,000 tons were 
closed directly between producers and industry, 
eliminating unnecessary middlemen,” he says.

Also launched is Bolivia Produce, a new certifi-
cation designed to replace the underperforming 
“Made in Bolivia” label. Rather than serving as a 
simple logo, the program will provide practical as-
sistance through certifications, packaging design, 
brand registration and commercial promotion. The 
initiative is complemented by Bolivia Orígenes, a 
higher-level certification aimed at export-ready 
companies that meet rigorous standards for trace-
ability, certification and quality.

The private sector is already showing what that 
strategy can look like in practice. Among Bolivia’s 
strongest export success stories is Andean Valley, a 
company that has spent nearly 30 years transform-
ing the country’s native royal quinoa into a premium 
global product. Today, its products reach consum-
ers across North America, Europe, Asia and the 
Middle East, while supporting hundreds of farming 
families in Bolivia’s southern Altiplano. President 
and CEO Javier Fernández Villalobos believes the 
company’s success has been built on combining 
Bolivia’s agricultural heritage with innovation and 
international standards.

“From the very beginning, our focus was organic 
quinoa production in Bolivia’s southern Altiplano,” 
he says. “Royal quinoa is unique to Bolivia and we 
realized early on that it aligned perfectly with 
emerging global trends such as organic foods, 
plant-based protein and gluten-free nutrition.” Dis-
cussing the socio-economic impact of the company, 
he added: “Today we work with more than 500 
producing families across four communities. We 
provide technical assistance, cover the cost of or-
ganic certification and invest continuously in 
regenerative agriculture.”

That long-term commitment has become one of 
the company’s strongest competitive advantages 
and rather than remaining simply a commodity ex-
porter, Andean Valley has steadily moved further up 
the value chain. “For our first 15 years we exported 
bulk quinoa. About ten years ago we decided to in-

vest in packaging and manufacturing at origin, 
allowing us to produce directly in Bolivia for interna-
tional brands,” Fernández says. Today the company’s 
facilities in El Alto package products for internation-
ally recognized retailers, including Whole Foods, 
while also manufacturing private-label products for 
major overseas customers. The company now of-
fers over 50 products, ranging from quinoa pasta 
and flours to ready-to-eat meals and vegan foods, 
all designed around the growing global demand for 
healthier diets.

It has also established a commercial office in 
Austin, Texas, to support expansion across the U.S. 
“The U.S. remains one of the world’s most influential 
food markets. We have invested in a local team be-
cause we believe our Bolivian brand can compete 
internationally,” Fernández says.

Turning resources into opportunities
Leveraging Bolivia’s natural wealth is central to 
companies’ future strategies now that the world is 
open to them again. “Every Bolivian company that 
succeeds internationally helps reshape the world’s 
perception of our country. That should be one of our 
collective goals,” Fernández emphasizes.

While significant challenges remain — from 
modernizing infrastructure to maintaining political 
stability — Bolivia is seeking to move beyond com-
modity exports toward higher-value products, 
stronger international brands and closer integration 
with global markets.

If companies such as Andean Valley demon-
strate what is possible at the company level and 
public sector reforms continue to reduce barriers, 
Bolivia will surely translate its abundant natural and 
human capital into sustained export-led growth.

All aligned 
for Bolivia’s 

future

Government officials 
and business leaders 
are working on 
Bolivia’s new dawn

Oswaldo Barriga 
Karlbaum
President, National 
Chamber of Bolivian 
Exporters (CANEB)

Eduardo Armendáris
CEO, EACH Holdings

Javier Fernández
President and CEO 
Andean Valley

Despite their name, Bolivia is the world’s largest exporter of Brazil nuts. Royal quinoa is very rare and only grows in the high-altitude, arid salt flats of the Bolivian Altiplano.

4  DISTRIBUTED WITH MIAMI HERALD 20TH SEPTEMBER 2026	

Guatemala’s energy needs are fore-
cast to double over the next 25 
years, driven by economic growth 
and rising incomes. “We are seeing 
a growing middle class that con-
sumes more and better, which is 
reflected in electricity consump-
tion,” notes Paulo César Parra, CEO 
of Energuate, the largest power 
distributor in the country and Cen-
tral America by population served. 

As Guatemala’s electricity demand 
continues to grow, Energuate is com-
mitted to supporting the country’s 
long-term energy policy by diversify-
ing and modernizing the electricity generation mix 
while promoting a balanced approach to long-term 
power procurement that strengthens security of 
supply. Through these efforts, the company contin-
ues to play a key role in expanding electricity 
access and advancing the country’s electrification.

Energuate is central to guaranteeing Guatema-
la’s population can access sufficient electricity. 
Established in 1998, it holds a concession until at 
least 2048 for supplying power to 21 of the coun-

try’s 22 regions, where its 56,000 
miles of network serves more than 2.6 
million households, businesses and 
institutions. “Our customers are most-
ly located in rural dispersed 
communities, covering a geography 
that is wonderful but complex,” ex-
plains Parra. “We aim to be a 
world-class company providing the 
best possible service and our strategy 
for that is based on three key aspects: 
to be highly reliable, very cost-efficient 
and ensure that the grid is resilient.”

The company is investing heavily 
as part of that strategy — between 

2016 and 2025, its annual investments rose to $76 
million. As a result, it has reduced outage times by 
half and is connecting over 130,000 new customers 
each year. “For the 2026–2030 period, we plan to 
invest $410 million, a 30 percent increase com-
pared with the previous five-year period,” he 
reveals. 

The International Finance Corporation (IFC) is 
supporting those investments. In 2024, together 
with the Japan International Cooperation Agency, it 

provided a $175 million sustainability-linked loan to 
expand infrastructure and in 2026 it structured an 
innovative A/B loan for Energuate, with $100 mil-
lion coming from IFC directly and $670 million from 
an international bond issuance. “The bond was five 
times oversubscribed, demonstrating a high level 
of confidence and interest in the company,” says 
Parra.

Strengthening the whole sector
The company’s main development focus is infra-
structure, but it also invests substantially in 
technology including artificial intelligence to, 
among other things, guarantee meter readings are 
accurate, customers can digitally manage their 
accounts and drones can quickly identify network 
problems. “We have around 600 direct employees 
and 4,500 including contractors, all coordinated 
through robust information systems,” he states. 
“We see a great opportunity to incorporate an ad-
ditional layer where all this information is organized 
and interacts more directly with us. That is part of 
our plan for the next two years.”

Parra encourages more international investors 
to consider the country. “Guatemala is growing 
and has significant infrastructure needs. While we 
are investing in distribution, it is essential that other 
sectors in the electricity system do the same,” he 
asserts. “Investors in energy will find clear rules, 
strong institutions, legal stability and disciplined 
companies. It is a very suitable environment for 
developing investment opportunities. Energuate’s 
commitment is to continue strengthening confi-
dence in the energy sector. If we do our job well, 
the entire sector benefits.”

Guatemala is be-
coming a hotspot for 
travelers: in 2025, 
3,361,843 people visit-
ed the Land of Eternal 
Spring, an 11 percent 
rise on the year, with 
North Americans 
making up a quarter 
of the total. 

For Harris Whit-
beck, director general 
of the Guatemalan In-
stitute of Tourism 
(INGUAT), authenticity, 
Maya heritage, distinc-
tive gastronomy, handicrafts and textiles and 
cultural diversity set the country apart from other 
destinations. It also boasts the largest tract of 
tropical forest north of the Amazon that is full of 
wildlife, plus dramatic volcanoes, lakes and moun-
tains. “Guatemala is not for the type of visitor who 
goes to an all-inclusive resort at the beach. It is for 
people who want to connect with culture and dive 
a little deeper,” Whitbeck states. 

In 2025, INGUAT launched a ten-year Sustain-
able Tourism Master Plan in partnership with UN 
Tourism that maps out the sector’s future. It was 
developed collaboratively, with over 2,000 stake-
holders from all parts of the industry participating 
in 160 workshops across the country. “It was a 
fascinating experience, because we went to Indig-
enous communities that had never been listened 
to before,” he notes.

The plan’s focuses include community-led 
tourism development, responsible and sustain-
able experiences and new tourism offerings, as 
well as strengthening emerging and established 
destinations by, for example, improving key roads. 
INGUAT is also designing a new investment-in-
centive strategy for hotels, as it seeks to persuade 
global brands to establish more high-end proper-
ties with 50—60 rooms around the country and 
closely connected to authentic communities. 

“The government has prioritized making tour-
ism one of the main engines of economic 
development, so we are looking to be very cre-
ative in establishing the right investment 
conditions,” says Whitbeck. “Guatemala is already 
an attractive destination for investment in tourism 
and now is the right moment. What we still need 
to do is tell Guatemala’s story and give investors 
the data and tools they need to make informed 
decisions.”

Powering the 
country’s growth

Guatemala’s largest electricity 
distributor is expanding, with 
demand set to double by 2050

Paulo César Parra
CEO, Energuate

Energuate maintains close relationships with each of the approximately 8,000 dispersed rural communities it serves.

Welcome to the 
Land of Eternal 
Spring

Harris Whitbeck
Director General 
Guatemalan Institute  
of Tourism

The government has prioritized 
making tourism one of the main 
engines of economic 
development.”
Harris Whitbeck, Director General 
Guatemalan Institute of Tourism

For the 2026–2030 period, we 
plan to invest $410 million, a 30 
percent increase compared with  
the previous five-year period.”
Paulo César Parra, CEO, Energuate
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