


Our motivation



Can finance play a role?



Can DFS be a game changer for female farmers?



Our objective

Digital 
Financial 
Services

Agriculture

Gender

Letõs help Digital Financial Services providers design and market 

services that take into account the specificities of female 

farmers



A word of caution

TanzaniaUgandaKenya



Recommendations to Financial Services Providers

1. Segmenting female clients into sub-groups is a necessary foundation for an 
effective design process, because it helps reveal similarities and differences 
between women that will influence product usefulness for women and, in 
consequence, uptake and usage

2. Gender considerations must be embedded throughout the research 
planning, implementation and prototype design processes

3. Quantitative data analysis, complemented by human centreddesign (HCD) 
or another qualitative research methodology, is a powerful tool for designing 
impactful solutions

4. The economics of serving female smallholder farmers can be challenging in 
some markets and establishing a business case is key to generate internal buy-
in

5. Gender gaps in mobile phone ownership and mobile money accountscan 
jeopardize product uptake 



Recommendations to development institutions

1. Select providers that have taken explicit steps to become 
gender sensitive, or that demonstrate a strong interest in re-
orienting their business systems, culture and processes 
towards gender equality

2. Align technical assistance ŦǳƴŘƛƴƎ ǘƻ ǇŀǊǘƴŜǊ ŦƛǊƳǎΩ ŜȄƛǎǘƛƴƎ 
interests, KPIs, partnerships and timelines

3. Include a rigorous business case ŀƴŀƭȅǎƛǎ ǿƛǘƘƛƴ ǘƘŜ ǇŀǊǘƴŜǊΩǎ 
existing business model

4. Targeted technical assistance in early stages can have an 
impact, but additional mechanisms such as risk-sharing 
facilities and investments may be needed at a later stage to 
support implementation and scale-up viable services 
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Mercy Corps AgriFin Program Objectives

With outreach to 50% women & youth focus 

Mercy Corps AgriFin is a 6-year, $30 million 

program working in Kenya, Tanzania, Ethiopia, 

Zambia and Nigeria

MCAF will support the expansion of digitally-

enabled services to over 2 million farmers, 

delivered by growing ecosystems of diverse 

service providers

TARGET GROUP

MCAF works with underserved smallholder 

farmers living on less than $2.50/day

With outreach to 40% women



WELCOME TO DIGIFARM



Human Centered Design ïA First for Safaricom
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HCD ïMapping the Dairy Ecosystem
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DigiFarm Product Roadmap

Over the past four years, MCAF has worked with Safaricom to develop the 

product roadmap for DigiFarm, evolving through five major product launches

PHASE 1 ïMVP

Launch April 2017

To 200k SHF

PHASE 3 ïDigiSoko

Launch December 2018

To 930k SHF

PHASE 2 ïDigital Input 

Credit

Launch December 2017

To 913k SHF

PHASE 4 ïSmart Farm

Launch Sept 2019

To 1.24 M SHF

42k on Marketplace

BUY INPUTS

Å Loan checkoff

Å Pay via AgroVet

LEARN

Å Arifu: Pull-based content

Å Arifu: Dairy

Å Arifu: Horticulture

Å Arifu: Major Crops

SMCAFRICOM SERVICES

Å Promotional messaging

Å Link to M-Pesa, MShwari

REGISTRATION

Å Farmer pre-registration

Å Field force registration

LANGUAGE SUPPORT

Å English and Kiswahili

BUY INPUTS

Å Individual ordering

Å Discount code system

Å Pay via M-Pesa (only)

Å Sample Products

Å Find Nearest Depot

LEARN

Å Arifu: Financial literacy 

content

Å Arifu: Loan product info

Å iCow: Livestock info

FINANCIAL SERVICES

Å 30 day input loan

Å 60 day input loan

Å 90 day input loan 

REGISTRATION

Å Client profile tool 

expanded

GOVERNMENT PARTNERSHIP

Å Partnered with Makueni 

county government to 

onboard all farmers and 

share data

BUY INPUTS

Å iProcure franchising 

model to new 

agrodealers

Å Soil Testing

FINANCIAL SERVICES

Å 120 day input loan

Å Cash harvest loan

Å Harvest yield insurance

Å Credit life insurance

REGISTRATION

Å Client profile tool 

expanded

MARKET ACCESS

Å Links to buyers

Å Related marketing and 

sign up facility

Å DigiFarm Village Advisor 

field force launched

Å Buyer web portal

LEARN

Å Decision Agriculture 

support content

Å Insurance support 

content

FINANCIAL SERVICES

Å Safaricom assumes 

lending

Å Agrodealer financing

REGISTRATION

Å Farmer Android App

Å DVA Android App

MARKET ACCESS

Å Smart Farming & 

Decision Agriculture 

Tools

Å DVA Incentives

LEARN

Å iShamba: multi value 

chain push content

PHASE 5 -

Development 2020

Target 500k on 

Marketplace end 2020

BUY INPUTS

Å Irrigation solutions

Å Post Harvest Loss

LEARN

Å Decision Agriculture 

support content

Å Irrigation Learning

Å Locust Response

FINANCIAL SERVICES

Å Layaway Savings 

Product (with bank 

partner)

Å Credit Line lending

Å Agrodealer lending

Å Link to bank financing

MARKET ACCESS

Å Smart Farming & 

Decision Agriculture 

Tools

Å Logistics solutions

Å Pop Up Aggregation 

Models

Å DVA Incentives

BUY INPUTS

Å Buy direct from 

manufacturers
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2018 20192017

INDICATIVE 
IMPACT 
RESULTS

2020 + 

eLearning
SERVICE

OUTREACH

Input Credit 
& 

Scorecard
Soil Testing

Market 
Linkages

Crop 
Insurance

Decision Ag 
& Weather

Savings Irrigation 
Solutions

325,000 SHF

RESULT

$136.5 
increase per 
SHF/ year = 

$44.3 
million 

increase 
per year 

for 
DigiFarmers

20-40% increase 

income and 

production

RISK LEVEL LOW

100,000
SHF

35,480
SHF

10,000
SHF

45,000
SHF

45,000
SHF

LOW HIGH LOW HIGH

COST MEDIUM

REVENUE

Post-
Harvest 

Loss 
Solutions

LOW

MEDIUM

LOW HIGH

HIGH

HIGH

LOW/ZERO

LOW/ZERO LOW/ZERO

10-30% increase 

income and 

production

Quality 
Inputs

LOW/ZERO MEDIUM

$134 per SHF/ 

year = $4.8 
million 

increase 
per year 

for 
DigiFarmers

20-25% increase 

income and 

production

$80 increase 
per year = 

$200,000 
for 

DigiFarmers to 
date for 2 

seasons per 
year

70% increase 

income and 

production

$134 per SHF/ 

year = $3.4 
million 

increase 
per year 

for 
DigiFarmers

20% increase 

income and 

production

50% increase 

income and 

production

$335 per year 

= $335k 
increase 
per year 

for 
DigiFarmers

$335 per SHF/ 

year = $2.3 
million 

increase 
per year 

for 
DigiFarmers

Ongoing impact studies to 

verify COMBINED 

service impacts in 2021

100% increase to -

50% decrease 

income and 

production

50-100% 

increase income 

and production

Planned/Potential Products

14% decrease in 

SHF poverty, 

increased farm 

productivity

Existing Products

MEDIUM

20-50% increase 

income + cancer 

prevention

45,000
SHF

LOW

LOW/ZERO

LOW/ZERO

$80 increase 
per year = 

$200,000 
for 

DigiFarmers to 
date for 2 

seasons per 
year

DigiFarm Business Model, Impact and Implications

CRITICAL 
FOR DFS, 
DATA & 
WOMEN

CRITICAL 
FOR 

CLIMATE 
RISK & 

GROWTH

CRITICAL 
FOR 

CLIMATE, 
GROWTH, 

SAFETY
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The Human 
Account
Human insights at market scale

To better understand customers in emerging 
markets, we developed a three-dimensional research 
framework, revealing the contextual, behavioral, and 
psychological dimensions of their financial lives.

We grounded our approach to customer 
segmentation in the concept of financial health, 
recognizing that it enables us to generate a more 
realistic and actionable understanding of financial 
lives than is possible using a product or inclusion lens.
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Cross-cutting Findings
How do women farmers differ from the average Kenyan

LESS DIRECT CONTROL OVER 

HOUSEHOLD DECISIONS

Almost two-thirds of  women farmers jointly 

participate in household decisions, while just over 

a quarter are primary decision makers, 

constraining their ability to fully control home 

finances.

DEEPER PESSIMISM, SIMILARLY 

HIGH SATISFACTION WITH PAST

Half of women farmers are pessimistic and a 

quarter are optimistic, yet three-fifths are satisfied 

with the past. Their struggles drive pessimism, 

which may limit feelings of control, self-esteem 

and planning.

SIMILAR MOBILE WALLET 

OWNERSHIP, SLIGHTLY WEAKER 

USE 

Nearly all own mobile wallets, but only half save 

and a third borrow from them, suggesting a need 

for stronger value propositions. Two-fifths find 

financial services complex, suppressing usage.

WOMEN FARMERS 18

MUCH MORE EMERGENCIES AND 

MISSED EXPENSES 

Women farmers face 250% more types 

emergencies and struggle to pay more types of 

bills. Economic constraints and greater exposure 

to exogenous shocks contribute to higher rates.

LOWER SPENDING IMPULSIVITY, 

HIGHER COMFORT WITH DEBT

Women farmers are more disciplined spenders, 

enabling saving, and are more comfortable 

holding debt, despite few feeling dependable. 

They rate more dependable than the average 

Kenyan.

MUCH STRONGER USE OF 

INFORMAL FINANCIAL GROUPS 

AND FAMILY

Despite low trust and privacy concerns, women 

farmers mainly manage money through family, 

friends, and groups, driven by their strong value 

proposition and low openness to new experiences.

LOWER INCOME, HIGHER 

VOLATILITY, LESS EDUCATION

Women farmers face significantly more 

challenging economic circumstances with less 

education than the average Kenyan. Half are in the 

lower two SES quintiles, two thirds have high 

income volatility.

AVERAGE SAVINGS FREQUENCY, 

MUCH HIGHER BORROWING 

RATES

Despite much more serious economic and 

financial constraints, women farmers save at an 

average rate. They borrow much more frequently, 

mostly form family, friends, and groups, likely for 

liquidity.

SIMILAR LOW TRUST IN 

COMMUNITY, MUCH HEAVIER 

RELIANCE ON IT

Half of women farmers distrust people and their 

social financial network, yet most manage money 

socially, rely on the community in emergencies, 

and expect its support for future investments.

AGRIFIN DIGIFARM PITCH

Understanding Women Smallholders 



Cross-cutting Insights
²Ƙŀǘ ǎƘŀǇŜǎ ǿƻƳŜƴ ŦŀǊƳŜǊǎΩ ŦƛƴŀƴŎƛŀƭ ƭƛǾŜǎ ŀƴŘ ŘǊƛǾŜǎ ǘƘŜƛǊ ǎǘǊŀǘŜƎƛŜǎΚ

BORROWING AS LIFELINE, NOT 

A DRIVER OF GROWTH

Women farmers are more frequent borrowers 
than Kenyans overall, preferring to borrow small 
amounts mainly from family, friends and social 
groups. They are only moderately comfortable 
holding debt, driven by worries of their own 
dependability, which is why they prefer 
borrowing through more flexible social channels 
and are hesitant to take out large loans. They 
primarily borrow small amounts to smooth 
income and meet  liquidity needs, rather than 
borrowing large sums to finance investments 
such as building a house or buying inputs. They 
view loans as a mechanism for  topping up their 
income or savings to  meet their needs, rather 
than as a vehicle for growth. 

FINANCIAL STRATEGY SHAPED 

BY EMERGENCIES

Women farmers experience 2.5 times as many 
emergencies as Kenyans overall. Over the past 
two years, they have experienced on average 
2.6 types and have relied heavily on their social 
financial network to make due. Their heavy 
cultivation of this network through saving and 
borrowing with friends, family, and informal 
groups provides them with an essential lifeline 
akin to insurance. This needs dissuades them 
from managing too much money outside of this 
network, for example through mobile wallet 
savings, even though it would afford more 
privacy and control, which they desire. 

SAVING TO SURVIVE, 

STRUGGLING TO BUILD

Women farmers manage to save at the same 
rates as Kenyans overall, while earning less 
money with more volatility, experiencing 2.5 
times as many emergencies, and struggling with 
more expenses. Their ability to save at an 
average rate reflects a deeply felt need  and 
strong discipline in putting aside money through 
tight control over their spending. Most are not 
able to save towards long-term goals, such 
major asset purchases, college and retirement 
funds, and emergencies, as they are often 
derailed by emergencies and expenses. This is 
reflected in their low savings deliberateness, 
which illustrates their need to keep savings 
highly fungible to meet needs as they arise.

WOMEN FARMERS 19
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Understanding Women Smallholders 



DigiFarm Outreach: DigiFarm is nearing parity on active use of the digital platform for 
women ςafter a long journey

20

Farmer registration on DigiFarm by 
gender [%]

36%

Female farmersMale farmers

64%

Source: Busara data analytics for DigiFarm, 2020

Learn module

46%

Input Loans

52%54%
48%

Access to markets

48%
51%

Male Female

DigiFarm service active use by gender [%]

40% of the 
sample had used 
the learn module 

at least once; 
most users 
(including 

women) used the 
module 1-5 times 

Total loan amount 
in the sample is 

slightly higher for 
men (7%), but 
average loan 

amount is fairly 
even for both 

genders

Active and inactive usage 
varies during the year, driven 

by seasonality; most users stay 
engaged on the platform 
between seasons through 

eLearning

32% of the 
sample had used 

the access to 
markets module 

with more 
women (3%) than 

men using the 
module
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DigiFarm Impacts: Focus on Women
DigiFarm is reaching nearly 50% women through its active portfolio of farmers. 

2021 Impact research shows DigiFarm has enhanced women farmers agricultural productivity,                                    

yields, and incomes, specifically:

ÅWomen farmers report seeing an increase in yields and farm productivity due to enhanced access and use of 

certified, quality inputs on credit

ÅFarmers cite that the education they have received on good farming and agronomic practices from DigiFarm has 

simplified farming activities; helped them effectively use inputs; and reduced their cost of labour

Å Increased incomes - Women farmers are guaranteed a market for their produce, which enables them to sell 

more and offers higher prices than those offered by middlemen, increasing their income from farming

ÅMultiple income streams ïwomen farmers have been able to add to the income streams in the household, 

enabling them to cover essential expenses such as food and school fees as well as non-essential aspirational 

goods such as smart phones

ÅDisposable income - The small down payment required for input credit results in women farmers reporting 

having more disposable income to use for other activities, as they only pay a 20% deposit when taking a loan

ÅWomen farmersô increased income through DigiFarm has resulted in greater trust from their partners- this drives 

increased agricultural decision-making power for women e.g. on planting and input decisions as well as 

greater household financial decision-making power

ÅWomen have increased control over their finances and financial decision-making as earnings from sales 

through DigiFarm are sent directly to their cell phones. 

ÅWith increased income, women farmers can afford to hire extra help at the farm and increase time for other 

activities

ÅDigiFarm saves women farmerôs time to respond to challenges and off-take Increased yields enable women 

farmers to retain more food for consumption and increased incomes helps them diversify meals, increasing food 

security and nutrition.
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Thank You!





















Confidential

Chris Emmott

Ex-Fenix International

Was there a business case for Digital Financial Services for 

women farmers in 2018?



Customers
approx. 2019

~ 600,000 households across 6 

African Markets

~ 80% involved in agriculture

~ 42% women

Mission
Fenix was a for-profit, next-generation energy 

company.

Fenixôs mission was to improve the quality of 

life of their customers through inclusive energy 

and financial services.

Since Summer 2020 Fenix has become a part 

of ENGIE Energy Access



Confidential

PAYGoSolar leading to financial inclusion

Å Regular payments build a 
credit score

Å Lockable system provides 
collateral



Agricultural Services and Loans
The business case ïOur hypotheses

Market
- Women particular underserved -> high demand

- Farming activities at a scale where Fenix finance could help

- Subsistence, rather than cash crops

Revenue

1. Direct product revenue

2. Improved solar repayment from improved Financial Health



Lesson 1

Debt targeted for improving farmerôs 

financial stability, may not be best spent 

on agriculture



Lesson 2

Investing in agriculture is risky



Lesson 3

There is a significant market for larger 

agriculture finance among women farmers



Thank you



Expanding female-facing 
agricultural loan and 

information service offering to 
Fenix Ugandaôs  Customers

Jeremiah Lwebuga (SIA)

Christopher Emmott (Fenix)

SIA Technical Assistance work 

for Fenix International (Engie)

40



ǒ Combined team experience in 44+ countries

ǒ We have worked with private, NGO, and public
organizations to expand access to financial services via
digital channels.

ǒ Our team has extensive engagement with rural,
agricultural populations to assess needs, opportunities,
and barriers to adopting digitally-led services.

ǒ We have supported agri-value chain payment
digitization in a range of African markets including:
Uganda, Rwanda, Nigeria, Malawi, Ghana, Zimbabwe and
Ivory Coast.

Strategic Impact Advisors, LLC (SIA) provides advisory services to

expand financial services to underserved populations through

digital solutions



Objective the Technical 

Assistance

Support Fenix in the design and 

pilot of a rural, female-facing 

agricultural loan and 

information service offering in 

Uganda
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Rural Female Customers Agricultural Challenges/ Access barriers & SIA holistic 
Approach

Financi

al 

service

s

Information 

Services
Inputs

Key Female Farmers Access Barriers 

addressed 
SIA holistic technical assistance approach 

Quality 

access 

to Inputs

Market

facilitation and 

Information services 

Rural Female 

Customers

Digital 
Financing

This project worked to solve key issues facing Uganda smallholder farmers as Identified by Fenix

in initial survey:

ǒ Limited Agricultural information services:

ǒ Input procurements- lack of trust in suppliers, access and affordability of inputs as well as

fake or faulty inputs.

ǒ Access and Affordability of formal financial services;



Phase 1: Rural Female 

Customer Needs 

Assessment:

January, 2019
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