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What does GSMA mAgri do?

Who is GSMA M4D?

What is mAgri’s
mission?

What have we
achieved?

What are our plans
for the coming

months?

GSMA Mobile for Development (M4D) works with the mobile industry to identify
opportunities and deliver innovations with socio-economic impact. It is a donor-
funded, not-for-profit organisation.

The mission of M4D’s mobile agriculture programme (mAgri) is to advance the
productivity and profitability of smallholder farmers through scalable and commercial
mobile services.

Since 2009, the mAgri programme has supported 12 projects which have reached over
10 million smallholder farmers across Asia and Africa with mobile information services.

« Convene the industry to share experiences and learnings on mobile agriculture.

« ldentify best practices for service design, business models, go-to-market.

« Engage in markets to support service providers in developing countries. We are
currently engaged in three markets (Pakistan, Sri Lanka, Madagascar).
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What we will cover in this webinar

Part 1 - The opportunity to digitise the agricultural last mile
=  Who are the clients for last mile digitisation initiatives?
=  What kind of solutions do agribusinesses and farmers demand?
=  How much cash is available for digitisation in formal value chains?
=  What is the opportunity to digitise cash payments to farmers?

Part 2 - Implementation models

=  Who are the providers of last mile digital tools?
=  What partnership models between solution providers have emerged?
=  What tools are agribusinesses adopting?

Part 3 - Lessons learnt and roadmap
=  What are the key lessons in digitising payments?
=  How do you identify enterprise clients for holistic last mile solutions?
=  What are the key steps for a successful go-to-market strategy?
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Part 1- We will answer these questions on the
opportunity to digitise the agricultural last mile

=  Who are the clients for last mile digitisation solutions?
= What kind of solutions do agribusinesses and farmers demand?
= How much cash is available for digitisation in formal value chains?

= Whatis the opportunity to digitise cash payments to farmers?
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Who are the clients for last mile digitisation
solutions?



Potential for digitisation

Middleman Cooperative
! based based Vertically integrated
Retailer

Retailer

Wholesaler /
Packaging

Processor
Generic
Stru Ctu re Of Trader + Processor
agricultural
value chains o

In-Country
Processor Agribusiness

INFORMATION FLOW

Cooperative / Farmers”
Organisation

Producer

PRODUCE FLOW

Contract ;

Farmer

B2B CUSTOMER

Input Supplier ——
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What kind of solutions do agribusinesses
and farmers demand?

BUSINESS CHALLENGES

DIGITAL SOLUTIONS

Farmers do

not follow best
practices, and lack
skills and access
to agri-related
information,
educational
resources etc.

14

1. Information
services:
Agricultural
extension,
education,
certification
standards, skills
development

Cash payments are
risky and costly
for agribusinesses
and for farmers. A
cash economy also
prevents farmers
from accessing
credit savings and
insurance

g

2. Mobile money:
Transfers,
payments and
digital financial
services

Farmers do not
possess formal
and/or economic
identities

that capture
transactional
history,
geolocation, farm
size etc.

)
FAA

3. Digital profiles:

Mobile for
authentication
and verification
and as a tool to
create economic
identities/ digital
profile

Agribusinesses
need full and
real-time visibility
for traceability
and certification
of goods when
sourcing from
smallholders

A

4. Track and trace
systems, farm
management
systems

Agribusinesses
rely on manual
systems which
do not capture
the data required
for efficient
eguipment, farm
and warehouse
management

5. loT applications
for agriculture:
Equipment
logistics, crop,

soil and weather
monitoring, smart
warehousing

Agribusinesses
rely on manual
data management
systems and lack
real-time visibility
into their business
data

6. Agribusiness
analytics:
Predictive
analytics,
precision
agriculture
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How much cash is available for digitisation
In formal value chains?

Value of transactions via formal channels available for digitisation
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What is the opportunity to digitise cash
payments to farmers?

Potential direct revenue opportunity for B2P payments in agriculture
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Part 2 - We will answer these questions on
Implementation models for last mile digitisation

=  Who are the providers of last mile digital tools?
=  What partnership models between solution providers have emerged?

= What tools are agribusinesses adopting?

10
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Who are the providers of last mile digital
tools?

11



1. Information 2. Moblle money: 3. Digital profiles: 4. Track and trace E. loT applications 6. Agribusiness

wu
% services: Transfers, Mobile for systems, farm for agriculture: analytics:
= Agricultural payments and authentication management Equipment Predictive
3 extension, digital financial and verification systems logistics, crop, analytics,
E education, services and as a tool to soil and weather precision
=3 certification create economic monitoring, smart agriculture
E standards, skills identities/ digital warehousing
el development profile
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What partnership models between solution
providers have emerged?

Third-party led

Agribusiness 1

MNO-led

Strategic $ relationship

—

Solution

Agribusiness 1

Agribusiness 2

Interconnect
Third party
. :N? Mrldr::t)e?iratels W'tlh . solution |— MNO MNO integrates, aggregates,
echnology S EEEE S technology co-brands, white labels
mile technology
Strategic Agribusiness 2
relationship
|

Core MNO technology

\/ Connectivity \/ loT platform
(voice, SMS, data) \/ Mobile money

Third party or non-core
MMO technology

Messaging platform Identity management,
authentication
Enterprise software,

data managment Data hosting, cloud

computing

13
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What tools are agribusinesses adopting?

Local Commercial
— v v v
Agribusinesses

Cooperatives

Multinational

Commercial Vv v v v

Agribusinesses Holistic enterprise solution
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Please send us your questions we will
answer some of them at the end..

15
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Case study: UTL targets cooperatives with
mobile money bulk payments

MNO-led model
Bulk payment solution

Client: Coffee cooperatives, small
independent agribusinesses

Users: Coop members and agribusiness
owners, farmers and salaried workers

Features:

 Uses MNO’s intelligent mobile money platform for
preferential pricing

* MNO driving farmer enrolment and BTL

16
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Case study: Yo Uganda offers last mile
solution beyond payments

Third party-led model (aggregator) n
Last mile solution with bulk payments as core
functionality

Client: Commercial coffee buyers
Users: Agribusiness field staff and farmers

Features:

* Potential for expansion to track and trace system
for coffee buyers

* Uses MNOQ’s intelligent mobile money platform for
preferential pricing

17
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Case study: Connected Farmer strengthens
agribusiness’ interaction with smallholders

MNO-led model
Last mile solution including digital payments,
bulk messaging and farm management system

Client: Agribusinesses in cash value chains (nuts,
dairy, fruits, coffee, tea)
Users: Agribusiness field staff and farmers

Features:

 Uses M-PESA for payments

* Leverages MNO dedicated enterprise team

* Potential to customise platform for client need

18
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Case study: Olam develops in-house last
mile digital tool OFIS

Third party —led (agribusiness owned)
Digital platform for farm management and
sustainability programmes

/4 Olam Farmer Information System

Client: Olam International subsidiaries (cocoa, . = =~ "= e g
- -

coffee, rubber and cashew nuts value chains) - =3

’ . $ 7 ?;::T’Effomh vwi‘ o RECIPIENT COUNT: 1 S no
Users: Olam’s field agents, coop members =
=

Q - SMS CREATED - 12MAY 2017 10:16 R

Features: e .

e Supports traceability and certification compliance ? -

* Potential to integrate digital payments via APl with
MNO or third party

19
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Part 3 - We will answer these questions on
lessons learnt and the roadmap for digitisation

= What are the key lessons in digitising payments?
= How do you identify enterprise clients for holistic last mile solutions?

= What are the key steps for a successful go-to-market strategy?

20
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What are the key lessons in digitising

payments?

Foundational elements Cost mitigation

= Service providers must prioritise = MNOs are prepared to offer
and select value chains that are preferential pricing to stimulate
suited for digital payments adoption

= MNO strategic engagement is = Agribusinesses are prepared to
required to ensure liquidity and take on the cost of mobile
efficient sales channels money

21

Service ecosystem

Farmers recognise value of
mobile money for cash
management

Farmers appreciate the value of
mobile money for P2B payments
(utilities, school, health fees)
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How do you identify enterprise clients for
holistic last mile solutions?

How many farmers, value chains? Size of
Local, international markets? agribusiness
Availability of technology? Agribusiness
Technology literacy? tech readiness
Pressure from international markets Traceability,
for traceability and certification? certification
Farmer access to market? Competition in
Drive toward farmer loyalty? value chain
Formal procurement? Suitability of
Size of value chain? value chain

22
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What are the key steps for a successful
go-to-market strategy?

User feedback loop

———————————————————————————————————————

|
|
= Define clear = |dentify the = Understand = Translate = Assign KPls, !
owners and value chain/s processes research into measure and !
partners . Identify the " Identify design evaluate !
_ _ y pain/gain points , -

= Ensure internal agribusiness e Design for = |terate product

=  Prioritise ,
support evolution

opportunities

m
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Want to learn more? Explore our resources

= Forthcoming publications:
* Market-level reports on Cote d'lvoire and Ghana
e Agricultural value chain digitisation toolkit

= Subscribe to our

24


https://www.gsma.com/mobilefordevelopment/programme/magri/market-size-and-opportunity-in-digitising-payments-in-agricultural-value-chains
https://www.gsma.com/mobilefordevelopment/programme/magri/opportunities-in-agricultural-value-chain-digitisation-learnings-from-uganda
https://www.gsma.com/mobilefordevelopment/subscribe




