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About Mercy Corps AgriFin

We work with over 9 million farmers and 130 partners across Africa

Mercy Corps’ AgriFin Accelerate Program (AFA) was created with the goal of supporting the
expansion of digital financial services to one million farmers in Sub-Saharan Africa (SSA).

e  (Objective to develop services that increase farmer income, productivity and

Nigeria

O

resilience, with 50% outreach to women. Ethiopia
Q Kenya
e \Work with private & public sector scale partners such as banks, mobile g ,‘_'fl':']‘f‘l']‘“
network operators, agribusinesses, technology innovators and governments. Q Zimbabwe
o Zambia
o Indonesia

e \We help our partners develop bundles of digitally-enabled services, including
smart farming, financial services, market access and logistics supporting
data-driven partnerships.

of farmers’ pressing challenges. Over the years it has become important to assess the
importance of increased access to digital services .

) AFA and its partners provides increased access to digital services that help address some

To this end, Busara and Mercy Corps AgriFin worked together to assess and quantify the impact of

increased access to digital services through these partners on smallholder farmers outcomes
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Agile Impact Study Objectives

Impact evaluation based on in-house data provided by partner organizations

This Agile Impact Study aims to assess the impact of MercyCorps partners under the AFA
program on smallholder farmers’ outcomes. More specifically, it seeks to uncover:

m Partners onboarded with this study:

. . - TruTr
° What impact have AFA partners had on SHF income, productivity and resilience to fEdlE

shocks? ACRE

° What financial and value-added products and services do SHFs, including women and

eProd
youth, value most and why?

e How does bundling of products and services impact uptake and usage of digital Hello Tractor
. . s

financial services- lgnitia

° What capacity building tools have the highest impact on SHFs willingness and ability

to use digital financial services? SunCulture

° What distribution channels are most effective for delivery of services to SHFs aWhere

To achieve the learning objectives, Busara Center for Behavioral Economics used existing
administrative data provided by each partner to assess and quantify the trackable impact
for each partner.
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Executive summary

This report presents the findings of the deep data analytics conducted on TruTrade’s administrative data to answer key learning
guestions on behalf of Mercy Corps AgriFin. We sought to understand TruTrade’s influence on smallholder farmers outcomes since
2017 till date in the following areas:

Usage Impact Distribution
channel
Usage across different farmer Influence on income, volume Assessment of agents as a
groups sold etc. distribution channel

This impact report was based on a data set with the following structure:

m 17,518 farmers across 15 value chains in Kenya and Uganda
m 395 agents sourcing from 15 value chains in Kenya and Uganda
13,927 transactions from 2017 till October 2020
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We highlight some of the core findings below:

Executive summary

Usage of TruTrade among
different groups

Enrollment/onboarding has doubled every year.
Female enrollment on the platform has doubled
since the beginning of operations but most of the
improvement in enrollment comes from Kenya

Usage rates among Kenya farmers is still low
compared to Ugandan farmers. Well over half of
the farmers enrolled in Kenya have not traded on
the platform. Only 23% of female farmers in
Kenya on the platform have traded via TruTrade
compared to 97% in Uganda. The low usage rates
in Kenya was likely due to the impact of the
airspace closure on trade induced by COVID-19 in
2020.

Impact of TruTrade

TruTrade’s services have been extended to a
larger number of farmers, but that has led to a
reduction in the average volume sold per farmer
on the platform

Even though a large portion of the trade done on
the platform is by male farmers, on average,
women trade higher amounts on TruTrade than
male farmers. This is consistent in both Kenya
and Uganda

Women earn as much as male farmers on the
platform. Although, the difference varies by
country and within value chains
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Sourcing agents as a
distribution channel

Women agent representation in the distribution
network is at the highest it has been since the
start of operations. Although the agents enrolled
in 2020 are at an all-time low.

Agents in Uganda seems to operate more
effectively than Kenyan agents - they source from
as much farmers as they reach. Kenyan farmers
source from less than half of the farmers they
enroll on the platform.




Theory of Change

m TruTrade buys from different farmers at bulk using their sourcing agents (aggregators) and sells to the buyers on their
database. This helps them to gain economies of scale

m They provide business opportunities to aggregators and they do this by sourcing for farmers. Agents buy straight
from farmers, and they earn a commission on the sale of the produces they initiated

m Sourcing agents interact with the digital platform provided by TruTrade to manage the value chain. Agents are the
major distribution channel used to reach farmers

m TruTrade’s theory of change is to
O increase farmers’ income by integrating farmers into more sustainable value chains
0 reduce farmers’ post-harvest losses by providing farmers with ready access to markets upon harvest to

[0 ensure farmers get fair prices for their commodities by taking advantage of aggregation and economies of scale

m  We will focus on the influence of TruTrade on farmers’ income and sales of produce.
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Advice on theory of Change

What has worked well?

Women inclusion has improved since
inception. Women farmers account for over
half of the farmers enrolled in 2020, and
trade higher volumes on average compared
to male farmers

Volume traded: Over a million kg worth of
produce were sold on the platform within
one year of operation

Expansion: The number of value chains on
the platform has more than doubled since

operations commenced

Fair prices: The dollar value for commodities
have have remained relatively the same,
thereby reducing the fluctuation farmers
typically face in the markets

Areas for improvement

Usage in Kenya: While enrollment of female
Kenyan farmers has improved over the years,
the usage rates of Kenyan female farmers is
significantly smaller than their counterparts
in Uganda. However, when the effect of
COVID-19 is considered, the disparity in non-
usage between female farmers in both
countries is smaller

Additional data points

Additional data points on farmers’ age,
farming experience, county location,
ecological zones, estimate of farm size,
education level, etc. can be collected by
TruTrade. This will help in segmentation
exercises to better understand the profiles of
repeat users, and this may assist Trutrade in
channelling its marketing or distribution
efforts towards groups that are less likely to
be users or repeat users on the platform
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Our process

Alignment call Data mined and shared Creation of PAP, data analysis and
findings report
Alignment call with TruTrade team TruTrade shared available data _
to understand TruTrade theory of based on the data request Busara created a pre-analysis plan,
Shared Data request Identification of data gaps Dissemination of findings
Busara shared a data request with Busara identified data gaps and Presentation of findings to the
TruTrade suggested proxies for TruTrade team
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Introduction




The objective of this engagement is to gauge TruTrade’s influence
on farmers’ outcomes and understand the patterns of usage across
different farmer segments, especially women and youths

998 )

Goal 1 Goal 2
To understand TruTrade’s To assess patterns of usage across
influence on farmers’ outcomes different farmer segments and the
(sales, volume produced, income, most effective distribution
productivity etc.) channels
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In order to achieve this, we intended to answer these research
qguestions

What impact has TruTrade had on SHFs’ farming behaviors, farm

How do different groups use Trutrade’s service, including women
income, and resilience to financial shocks?

and youth, what service do they value most and why?

m  Who are the most active farmers on TruTrade, measured by m  What are the sales made by farmers, both volumes and prices, over time?
frequency of trade made since joining? m Interms of significance of impact, are there any patterns associated with
m  Who (for farmers) benefits most (or getting most out of it) crop types, region, etc.?

from TruTrade, measured by the amount of sales (volume and

prices) made since joining?

As the major distribution channel Trutrade uses to reach farmers, What capacity building tools (e.g. the training) offered by TruTrade have
what role is sourcing agents playing in the ToC? the highest impact on SHFs willingness and ability to use digital financial
services?
m Are there any patterns detected across different sourcing m  What types of training have been offered and where?
agents, in terms of trading (frequency, volume, and m  Who are the farmers who have participated in the training?
prices) and outcome (gains)? m  Whatis the reported feedback from farmers or immediate
m  What are reported or observed relations between adoption of learning contents?
sourcing agents and farmers who sell farm products to

these agents?

Busara Center For Behavioral Economics | 2020




However, due to unavailable administrative data, some questions
could not be answered

Demographics Capacity building
e Demographics data on farmers e.g Data on types of training offered
age, years of farming experience, Participation rates
farm size/acreage etc. reported feedback from farmers or

immediate adoption of learning
contents?

Perception on service Farmers planning
Farmers perception or rating of e Planning behavior pre and post-
TruTrade’s services Trutrade
Farmers’ perception or satisfaction e Share of farmers produce sold to
score with agents TruTrade
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A snapshot of TruTrade’s farmers as at October’ 2020

KENYA

UGANDA

11,107 (64%)

farmers

f

6,224 (26%)

farmers

® o0
53% 47% 22% 78%
female farmers male female farmers male
farmers farmers
Most | Most I o
VZTuep:hpaL;nar AvocadOS v‘:);\':;uepfhpalvilnar Chla SEEdS
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_ How do different groups use

' Trutrade’s service, including
women and youth, what service
do they value most and why?




On average, there has been, at least, an 100% increase in the amount of
farmers enrolled, yearly

7500 -

Count
wh
-
=

2500

Distribution of farmers by year of enrollment

The farmers registered on the

platform have increased, by 100%, on
average, annually

2017 to 2018 showed the largest
increase (238%) in enrolled farmers on
the platform. Since 2018, the
percentage growth in the number of
registered farmers has increased, but
at a decreasing rate

2017

2018 2019

2020
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Female representation in enrollment is currently at its highest since the start

of operations

What is the distribution of farmers
by year of enrollment by gender?

74.89% 73.84%

67.03%

60 -

32.97%

Percentage(%)
5

25.11% 26.16%

20-

52.41%

47.59%

2017 2018 2019

. Female . Male

2020
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Female representation in enrollment

has consistently increased from 2017
to 2020

There was a sharp increase in female

representation by 19.44 percentage
points from 2019 to 2020, the highest
year-on-year growth since start of
operations

As at August 2020, over half of the
enrolled farmers in 2020 were females
suggesting that TruTrade is performing
well with respect to gender inclusivity




The increase in female representation of enrolled farmers is largely driven
from better representation in Kenya, not Uganda

Gender distribution of
farmers location (region)?

In Kenya, the Coastal, Eastern and

North rift have better representation,

56.2% 81.19% compared to the other regions. At

1

Western - . Western - \
43.8% 18.81% least, 1 in every 2 enrolled farmers in
44.51% 71.54% H H
North Rift - West Nile - F these regions is female
55.49% 28.46%

o 65.96% Py In Uganda, female representation of
s Nairobi - 34.04% g South-Western- g2 farmers is low. At least 7 in 10 farmers
c C
© .
N 44.75% 0 ) 77.65% registered on the platform, are male,
Fastern 55.25% Northern 22.35% and this is consistent across all regions
39.13% 78.44%
Coast- Eastern -
60.87% 21.56%
53.73%
Central - Central - 100%
46.27%

O+

50 75 100 25 50 75 100 125
Percentage(%) Percentage(%)

- Female . Male . Female . Male
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More evidence on the disparity in female representation between countries

Gender distribution of
farmers by country Kenyan women farmers make up 35%

34.94% of the farmers on the platform

30.39% In contrast, Ugandan female farmers

30- |
26.920% constitute the lowest share (7.8%) of
any gender group on the platform
S
T 20
48}
1S
3
g
10-

Kervaa Uga'nda

. Female . Male
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Farmers that grow Soya bean are the most popular farmers enrolled on the

platform
What is the distribution of farmers by value chain?
Across both countries, Soya bean is
soyaveans- | . - the most popular value chain across
Simsim - _ 17.34% Avocado is the second most popular
crop among female farmers on the
platform, while for men, chia seeds
Rice - _ 7.16% closely follows Soya bean
Cassava- - 4.51% However, within countries, farmers in
Mangoes - - 3.46% the Avocado value chain are the most

popular farmers on the platform

2.45%

Sorghum White -

Green grams - 1.96%

Macadamia - . 1.38%
Maize - I 0.79%
0 10 20 30
Percentage
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TruTrade’s services have expanded to more value chains since 2017 when

operations started

What is the distribution of farmers enrolled by value chain
in2017?

Soyabeans - 58.75%

14.26%

Sorghum White -

Avocados - 9.7%

Maize - 6.08%

Simsim - 5.7%

Cassava- 4.18%

Cashewnut - 0.76%

Chia seeds - 0.38%

Green grams - 0.19%

20 40 60
Percentage

oA

What is the distribution of farmers enrolled by value chain
in2019?

Soyabeans- | 2746
Chiaseeds- | :-
simsim- | :: 5o
Mangoes - _ 6.35%
Cassava- _ 4.63%
Chicken - - 1.04%
Groundnut - - 0.98%
Sorghum White - l 0.4%
Cashewnut - I 0.37%
Oranges - I 0.29%
Irish Potato - | 0.09%
Passion fruit - | 0.03%
Green grams - | 0.03%
0 5 10 15 20 25
Percentage

m  While Soya beans still has the highest representation of farmers on the platform, TruTrade’s services is now

accessible to more than double the number of value chains available at the start of operations
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Platform usage

In this section, we present our findings on how farmers use TruTrade, especially through a
value chain lens
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Based on the data, Ugandan farmers move from enrollment to actual trade
quicker than Kenyan farmers

1
|
1
Average time from enrollment to first trade by country ! Average time from enrollment to trade
12.5- ” i
M December- 0
1
' November - .1
1
1
' September - 1
! P .
- i August- 1
7.5 ! ugus .
U= I
i May - 0
1
! .
| it [
25 i March -
1
! February - .1
1
Ker'1ya Uga'nda i 0 5 10 15 20 25
1 Days
1
1
1

After enrollment, the platform shows that Ugandan farmers trade faster (2 days) on the platform than Kenyan
farmers (12 days)

However, this is likely because agents register a completed trade on the platform days after it’s actually

conducted or seasonality of the crops being traded
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Majority of the farmers on the platform have traded, at least once, through

the platform

What is the distribution by user type?
7500 -
& 5000
c
(]
=
o
o
L
2500~
0 -
non-hsers one tirr;e users repeai users
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3 in 5 farmers (approximately 60%) on
the platform have traded at least once
through the platform

1in 3 farmers are repeat users (i.e
they sell their produce through
TruTrade and return to sell in the
future)

One time users (they sell only once

and don’t sell again) make up 29% of
the farmers on the platform




There’s a sizeable difference in usage between male and female farmers that
trade via TruTrade

Gender distribution of
user status by country 16% of all the farmers on the platform

are women that have sold their
produce through TruTrade at least
once. While 46% of the farmers on the
platform are male farmers, who have
sold their produce through TruTrade

0,
25 - 25.07%

21.45%
20.09%
20 - =

17.17%

2:0’0 15 In the same vein, female farmers that
% have been enrolled but have not
§ 10- traded via TruTrade before (21.45%)
comprise of a larger share on the
5. platform compared to men who have
not traded before (17.17%).
0-

non-users one time users repeat users

. Female . Male
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Most of the gender disparity in usage stems from low usage by female Kenyan

farmers

Gender distribution of Gender distribution of

. . m 66% of Kenyans on the platform
user status in Kenya user status in Uganda

have not sold through TruTrade

before. Of this 66%, 38% are female
9.17% 45.31%
repeat users - repeat users - farmers.

7.35%

In contrast, 97% of Ugandan
farmers have traded using the
platform. Only approximately 3% of
female farmers in Uganda have not
traded via TruTrade

10.08% 32.64%

one time users - one time users -

6.93% 10.63%

28.32% 2.4%

The low usage by female Kenyan

non-users- non-users -
38.15% 0.6% farmers was due to low 2020 usage
: , , , , . . : attributed to the impact of COVID-
0 10 20 30 40 0 20 40 19
Percentage(%) Percentage(%) :

. Female . Male . Female . Male
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Majority of the farmers that have not traded only got enrolled in 2020

User status distribution
within year enrolled m On average, only 15% of the farmers
647100 66.26% that are enrolled in a year do not sell
0 through TruTrade
Currently, 66.3% of the farmers
enrolled in 2020 had not traded via
= Trutrade as at October 2020
e} 40- 38.52% 38.36%
%D 34.78%
=
S
g, 25.46%
20 - 19.98% 19.73%
14.01%
0 -
2017 2018 2019 2020
. non-users . one time users . repeat users
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A large portion of the users enrolled In the amaranth value chain,
used the platform to trade multiple times within the same year

user status in the amaranth value chain

68.75%

60 -

IS
o
|

Percentage(%)

N
o
1

one time users repeat users

March -

February -

January -

Share of transactions by month in the Amaranth value chain

15.62%

53.12%

31.25%

50 75 100
Percentage(%)

o
N
4]

Most farmers in the amaranth value chain are repeat users and trade during the months of January to March.

This falls under the typical harvest and trading season for Amaranth in Kenya
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Slightly over half of the users enrolled in the avocado value chain,
are one-off users

Percentage(%)

40 -

user status in the avocado value chain

52.82%

one time users repeat users

December -
November -
October -
September -
August -
July -
June-
May -

April -
March -
February -

January -

Share of transactions by month in the Avocado value chain

0.16%

0.05%

0.58%

4.73%

11.05%

7.01%

30.87%

14.19%

11.11%

8.93%

2.76%

o-.

10 20 30 40
Percentage(%)

W MERCY
CORPS

Most farmers in the avocado value chain are one-off users and trade happens throughout the year but peaks in

May, with almost one-third of the transactions.
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However, the growth in the proportion of repeat users in the Avocado value
chain has increased since 2019

user status in the avocado value chain by year

100-
75-
50 -
25-

2017 2018 2019 2020

m The growth in the proportion of

farmers who repeatedly trade through
TruTrade in the Avocado value chain in
the same year doubled in 2019

Percentage(%)

. one time users . repeat users




Majority of the users in the Cashew nut value chain are repeat users that
trade from December to April

user status in the cashewnut value chain Share of transactions by month in the cashewnut value chain

87.5%

December - 11.25%
75-
November - 2.5%
< i
< April - 1.25%
< 50-
[
£
[
[
v
o March - 2.5%
a
25-

0 20 40 60
Percentage(%)

12.5%

0- _

one time users repeat users

m The usage in the Cashew nut value chain is highest from December to February, but peaks in January
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Majority of the users in the cassava value chain are repeat users and they

trade trade throughout the year

user status in the cassava value chain

61.77%

60 -

40-

Percentage(%)

20=

one time users repeat users

December -
November -
October -
September -
August -
July -
June-
May -

April -
March -
February -

January -

Share of transactions by month in the cassava value chain

6.54%

5.67%

3.78%

11.63%

11.05%

5.96%

..D
N
]
>

6.54%

5.52%

11.48%

13.23%
0 5 10 15 20
Percentage(%)

m The usage in the cassava value chain is distributed across the entire year but peaks from January to March, and

again in August and September. Given that cassava is available all year round, this trading pattern fits well with

the seasonality of cassava
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Majority of the users in the chia seeds value chain are repeat users that trade
throughout the year

user status in the chia seeds value chain Share of transactions by month in the chia seeds value chain

68.42%

December - 15.83%

60 - November -

October -

September -

IN
o
|

August -

33.93%

23.42%

Percentage(%)

July -

June-

N
o
1

March -

February -

January -

one time users repeat' users 0 10 20 30 40
Percentage(%)

Usage in the chia seeds value chain maps well on the harvest season. Chia is an annual plant and is typically

available in Uganda two to three times within a year, and trade on the platform closely follows this pattern

35
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There are slightly more one-off users in the simsim value chain than repeat
users that trade throughout the year

user status in the simsim value chain Share of transactions by month in the Simsim value chain

0

November -

53.94%

October -
September -
August -
July -

June-

Percentage(%)

May -
April -
March -

February -

January - 37.86%

0 10 20 30 40 50
Percentage(%)

one time users repeat users

m Trade in simsim in Uganda peaks in January, and is highest from November to February.
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However, in 2020, the proportion of repeat users in the simsim value chain
has improved

user status in the Simsim value chain by year

100-
75~
25-

O_

2017 2018 2019 2020

The growth in the proportion of

farmers who repeatedly trade through
TruTrade in the Simsim value chain in
the same year has increased by at
least 23 percentage points from 2019
after dropping in 2018

Over half of the users in 2020 were
repeat users

Percentage(%)
(62}
o

. one time users . repeat users
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Majority of the users in the Soya bean value chain are repeat users that trade
largely in August

Percentage(%)

60 -

40-

20-

user status in the soyabeans value chain

59.92%

one time users repeat users

December -
November -
October -
September -
August -
July -
June-
May -

April -
March -
February -

January -

Share of transactions by month in the soyabeans value chain

. 1.7%
. 1.73%
| 0.25%

| 0.23%

0 20 40 60
Percentage(%)

W MERCY
CORPS

Usage in the soya beans value chain in Kenya closely follows the seasonality of soya beans. While theres is some

trade throughout the year, majority happens in August
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Majority of the farmers enrolled in 2017 used the platform to trade in the

same year

Monthly farmer usage as a ratio of monthly enrollment in 2017
80% of the farmers enrolled in 2017
oerve [ used the platform to trade, a leas

and March, usage was close to or
0 25 50 75 100
Percentage(%)
. no transaction . transaction

L
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2018 witnessed the highest usage by farmers enrolled on the platform

December -
November -
October -
September -
August -
July -
June-
May -
April -
March -
February -

January -

a
ES

=
ES

o

%

Monthly farmer usage as a ratio of monthly enrollment in 2018

50
Percentage(%)

. no transaction . transaction

o
N
(6]
]
(62}

1

o

0

125

‘AGRW"Q

L
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Majority (99%) of the farmers enrolled

in 2018 used the platform to trade in
the same year

The lowest usage in any month in
2018 was approximately 99% of the
total farmers enrolled on the platform




The trend of high usage in 2018 continued in 2019, but started to wane after
the long raining season

Monthly farmer usage as a ratio of monthly enrollment in 2019
In the first half of 2019, usage on the
December- _ platform remained consistent with
November - _ 2018 figures, but dipped after the long
October - _ raining season in July and had a slight
September - _ recovery in the short raining season
0 25 50 75 100
Percentage(%)
. no transaction . transaction

o
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Non-usage rates in 2020 is likely to be the highest recorded since the start of
operations

October -
September -
August -
July -
June-
May -

April -
March -
February -

January -

Monthly farmer usage as a ratio of monthly enrollment in 2020

%

e
-
B

o
N
(6]

50
Percentage(%)

. no transaction . transaction

~
1S}
=
o

0
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Given the trend of non-usage, it is
expected that the proportion of
farmers that have not traded in 2020
will decrease

However, given that most of the
farmers that have not traded on the
platform were enrolled between July
and August 2020, and it takes an
average of

respectively to trade (or for trade to
be registered) in those months after
enrollment, non-usage rate is on track
to be the highest since 2017

This could likely be due to the effect of
COVID-19 on offtakers ability to
purchase the same volume of produce.

42




Some quick insights on
users
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Most one-off users on the platform are male farmers in Uganda that produce
Soya bean and chia seeds, sourced by male agents, and enrolled in 2019

Gender distribution of

! Approximately half of the one-off
one time users by country

users currently, are male Ugandan

50 - farmers

Majority of these farmers produce
soya beans

40 -

Most of these farmers were enrolled
in 2019 and 2020

Percentage(%)
w
o

N
o
1

20.17%

10-

Kervaa U ga'nda

. Female . Male
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Similarly, repeat users are mostly male Ugandan and Kenyan farmers and that
were enrolled in 2018-2019, and produce chia seeds and avocado, respectively

What is the distribution

of repeat users

in Kenya by value chain?

What is the distribution
of repeat users

in Uganda by value chain?

COk

Soyabeans - -9%
Soyabeans - 31%
Oranges - Iz%
Mangoes - - 10%
_ Sorghum White - [l 3%
Macadamia - I3%
Groundnut - Iz% -
Simsim - 17%
Green grams - - 11%
Chicken - Iz%
Rice - 7%
Cassava- _ 19%
Cashewnut - l3%
Maize- |1%
Baobab- 0%
Chia seeds - 429
Amaranth - |1%
0 10 20 30 40 0 10 20 30 40
Percentage Percentage
-
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71% of TruTrade’s repeat users are

Ugandan farmers. 60% of the repeat

users on the platform are male
Ugandan farmers

Majority of these farmers produce
chia seeds and were enrolled in 2018
and 2019

In Kenya, majority of the repeat users
are male farmers who trade Avocados

74% of these repeat users across
countries are sourced by male farmers




What impact has TruTrade had on
SHFs’ farming outcomes
(behaviors, farm income, and
resilience to financial shocks)?

Sy s




The total volume traded through the platform increased significantly in 2018
and is on track to increase in 2020

1
|
. . ! . . .
What is the total produce volume delivered by year of enrollment ! Distribution of farmers by year of enrollment
|
|
1
1250000- !
|
1
! 7500-
E 1
=3 1
5 1000000~ !
) 1
g :
= 1
[T} | E
S ' | 25000
E .|

3 750000- i
) 1
> 1
T“' 1
E |

! 2500
500000~ |
1
1
1
1
1
: . , , I

2017 2018 2019 2020 i 2017 2018 2019 2020

1
1

m The total volume traded by farmers increased significantly in 2018 by over 300% year-on-year and has since increased

since then. The total volume traded surpassed 1 million kg worth of produce 1 year into operation

m This increase closely follows the trend of the number of enrolled farmers
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However, the average volume traded per farmer dropped significantly in

2018, but started to pick up in 2020

What is the average total produce volume delivered
in kg by year of enrollment?

400-

Average In KGS
w
()]
o

300-

2017 2018 2019

2020
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The average volume traded by farmers
dropped from an average of 430 kgs to
284 kgs in 2018, and further down to
253 kg in 2019

However, the volume traded per
farmer in 2020 is on track to beat the
average amount traded in 2018 and
20109.

The growth in average volume traded
per farmer, moves in inverse direction

with the growth in total volume
traded.




Usage steadily increased from 2018 but dropped in 2020

What is the frequency of usage by date enrolled?

5198

Usage has increased every year, at a

similar rate to total volume traded
(above 300% in the first year), and at
15% in 2019. Although 2020’s usage is

currently the lowest in the past 3

5000 -

4000 -
years

This is likely due to to the impact of

w
o
o
o

external shocks e.g COVID and closure

Frequency

of the airspace in Kenya, restricting

2000~ export of commodities.

However, the increase in usage is

growing at a slower rate than farmers

1000- 177

enrollment suggesting that while
TruTrade is expanding its reach, the

volume gotten from each farmer is
2017 2018 2019 2020 smaller
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In the same vein, the average value of farmers transactions declined sharply
in 2018, but recovered in 2020

What is the average total produce value in usd Following the trend in average volume

by year of enroliment delivered, the average value of
transactions tanked in 2018 and 2019,
200- but is on track to increase in 2020

Putting all these together - a drop in

average volume traded, a slower

3 . growth in usage compared to
§ enrollment, and a drop in average
% 160- produce value- the expansion strategy,
1%_‘:° although, has reached more farmers
IE) has not necessarily increased the
140 - farmers’ income on the platform
120-

2017 2018 2019 2020
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Soya bean farmers have delivered the highest volume till date

What is the total produce volume delivered by commodity

Soyabeans- |, <o72878
Sorghum White- | 756891 kGs
simsim- | N 1830943 KGs
Rice- [ 1027305 KGs
Passion fruit - 2127 KGs
Oranges- | 29631kGs
Mangoes- [ 389195KGs
Maize- [l 250260kGs
Macadamia- | 21130kes
Irish Potato-  [l] 81330kas
Groundnut- | 26637Kes
Greengrams- [l 117184kes
Chicken- 1984 KGs
Chiaseeds- | NN 521966 KGs
cassava- (NN 1530471 KGs

Cashewnut- | 3075KGs
Baobab - 198 KGs
Avocados- [N 906208 KGs
Amaranth- || 65283kGs
0 1000000 2000000 3000000 4000000

Total KGs

What is the frequency of usage by commodity?

Soyabeans- [ 2:.05%
Sorghum White- [ 1.96%
Simsim- | ::.i4%
Rice- NG s.75%
Passion fruit - 0.01%
Oranges- [l 0.39%
Mangoes- [ 2.38%
Maize- [l 0.61%
Macadamia- [l 113%
Irish Potato- | 0.08%
Groundnut- | 0.48%
Greengrams- [ 2.38%
Chicken- | 0.35%
Chia seeds- I 2¢.55%
Cassava- [N :8%
Cashewnut- [l 057%
Baobab - 0.01%
Avocados- NN :331%

Amaranth- | 0.2%

0 10 20
Percentage (%)

30

m Farmers that deal with Soya bean have delivered the highest volume till date and use the platform the most

m Farmers in the Baobab, chicken, passion fruit, and cashew nut value chains have contribute the least to trade volumes

out of all the commodities traded on the platform
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Soya bean and Simsim farmers have generated the highest value of
transactions on the platform till date

What is the total produce

value in usd by Commodity Soya bean and Simsim farmers have
provided the highest value of trade till
soyabeans- | ::::7+ date
shum White - - 53984
Macadamia and maize farmers have
traded the least value of sales till date
In total, more than USD 1.7 million
Mangoes - . 18595 :
worth of transactions has been
Maize - I 13371
generated on the platform
Macadamia - I9010
reen grams - . 19541
chiasceds- | -

Cassava- - 33326
Avocados - - 81468

Amaranth - l 13577
0

200000 400000 600000
Total Amount(USD)
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However, the Irish potato, passion fruit and Amaranth value chain generate
more value per transaction

What is the average total produce value
in usd by commodity While Soya bean farmers have

produced the highest volume till date.
Passion fruits, Irish potato and
198 Amaranth generates more value per

Soyabeans - 144

Sorghum White -

Simsim - transaction from farmers

Rice- 129 While chia seeds generates the least

value per transaction

Passion fruit - 561

Oranges - 144

Maize - 157

Irish Potato - 554
Groundnut -

Chia seeds -

Amaranth -

200 400 600
Average Amount(USD)

O 4
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The average dollar value dropped in most value chains post 2017

Soyabeans -

Sorghum White -

What is the average total produce value
inusd by commodity in 2017

N
~
o

Simsim - 789
Rice- _127
Oranges - -so
Mangoes - -36
Maize - _184
Macadamia - -41
Irish Potato - _280
Green grams - -71
Cassava - -51
Cashewnut- |5
Avocados - -35
amaranth - | -
0 200 400 600 800

Average Amount(USD)

What is the average total produce value
inusd by commodity in 2018

soyabeans- | :s:
sorghum white- | -
simsim - N -
Rice- I5
oranges- [ INENGNNGEG o
Maize - | -+
Macadamia- || NN
rish Potato- | ::
Green grams - _65
Chicken- _57
Chia seeds - _114
cassava- [N
Cashewnut - |z
Baobab - |1
Avocados - _49
0 100 200 300 400

Average Amount(USD)

m The average dollar value gotten from high volume commodities (crops) have dropped since 2017 further lending more

validity to the point that while more farmers use TruTrade, income has not increased from this expansion
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Ugandan farmers sell, on average, higher volumes on TruTrade compared to
Kenyan farmers, likewise, women sell more than men

Average KGs

400 -

300-

100-

What is the average total produce volume by country?

475KGs

456KGs

Ker'1ya Uga.nda

Average KGs

400 -

300-

100 -

What is the average total produce volume by gender?

472KGs

468KGs

Female Male
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Ugandan farmers, on average, sell higher volumes via TruTrade than Kenyan farmers. There’s a 4% (19kg) difference in

volume sold between both countries

Female farmers across the platform, trade, on average, 4kg worth of commodity more than male farmers
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Women users trade more volumes in 3 out of 11 of the most popular value

chains
What is the average total produce volume by value chain
by gender? Women farmers trade higher volumes
661KGs on average than male farmers in the
Soyabeans - 704KGs :
soya beans, maize and cassava value
8 1103KGs cha|ns
. . 483KGs
Simsim - 370KGs
: 586KGs Male farmers trade higher volumes in
Rice - 415KGs : :
502KGs the other value chains except for chia
Mangoes -
¢ 346KGs seeds, where farmers trade the same
1328KGs volume, on average
Macadamia - l:gl‘zg:

208KGs
208KGs

231KGs
Green grams -221KGs
Chia seeds - -

1398KGs

293KGs
Avocados - “Gs
0 500 1000 1500 2000
Average KGs

. Female . Male
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Within value chains, there is little difference between the amounts women

have earned compared to men through TruTrade

Soyabeans -

Mangoes -

Macadamia -

Green grams -

Cassava -

Avocados -

What is the ratio of earned income to total produce volume by
value chain by gender in Kenya?

25

129

100 150
ksh/kg

- Female - Male

Soyabeans -

Sorghum White -

Simsim -

Rice -

Maize -

Chia seeds -

What is the ratio of earned income to total produce volume by
value chain by gender in Uganda?

1353

1257

3398

3473

3714

3817

2000 3000 4000

UGX/kg

. Female . Male

There is minimal variation between the incomes of female and male users on the platform

In Uganda, women have earned a higher income per kg of produce sold in the chia seed,simsim and maize value chain,
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In Uganda, the dollar value of each kilogram of produce in 2019 increased

compared to 2018

Soyabeans -
Sorghum White -
Simsim -

Rice -

Maize -
Macadamia -
Green grams -
Chia seeds -
Cassava-

Avocados -

What is the dollar-produce volume ratio by
crops by gender in Uganda 2018?

Average USD/Kg

. Female . Male

1.5

Soyabeans -
Sorghum White -
Simsim -

Rice -

Mangoes -
Maize -
Macadamia -
Green grams -
Chia seeds -
Cassava-

Avocados -

What is the dollar-produce volume ratio by
crops by gender in Uganda 2019?

0.37
0.36

0.97
0.99

1.35
1.37
0.98
0.96

0.

0.5

Average USD/Kg

. Female . Male

1.5

Across most of the value chains, the dollar value per kg worth of produce increased compared to 2018
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However, in 2020, this value dwindled across different value chains

crops by gender in Uganda 2019?

0.37
0.36

0.97
0.99

Soyabeans -
Sorghum White -
Simsim -

Rice -

Mangoes -
Maize -
Macadamia -
Green grams - y
Cassava-

Avocados -

What is the dollar-produce volume ratio by

1.35
1.37

0.5 1.0
Average USD/Kg

. Female . Male

0

1.5

What is the dollar-produce volume ratio by
crops by gender in Uganda 2020?

0.38

Soyabeans - 038

Sorghum White -

0.9

Simsim - 0.89

Rice -
Mangoes -

Maize -

0.59
0.61

Green grams -

0.9
0.86

Chia seeds -

Cassava-

Avocados -

O.I

0.5 1.0
Average USD/Kg

. Female . Male

0.

1.5

beans, Sorghum, Rice and maize
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m Across most of the value chains in 2020, the dollar value per kg worth of produce increased compared to 2019 e.g Soya
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In Kenya, in most of the value chains, the dollar value of each kilogram of

produce in 2019 increased compared to 2018

Soyabeans -

Sorghum White -

Macadamia -

Green grams -

What is the dollar-produce volume ratio by
crops by gender in kenya 2018?

0.29
0.31

1.27
1.23

0.5 1.0
Average USD/Kg

. Female . Male

0

1.5

Soyabeans -

Sorghum White -

Macadamia -

Green grams -

What is the dollar-produce volume ratio by
crops by gender in kenya 2019?

0.38
0.38

1.01

Simsim- simsim - | . .
Rice - Rice -
Mangoes - Mangoes -
Maize - Maize -

1.37
1.33

0.59
0.58

0.99

. 1.16 .
Cassava- Cassava-
Avocados - Avocados -

b.I

0.5 1.0
Average USD/Kg

. Female . Male

0

1.5

m Across most of the value chains in 2019 in Kenya, the dollar value per kg worth of produce increased compared to

2018 e.g Soya beans, Simsim, Macadamia and maize
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In 2020, mixed results are observed across each of the different value chains.

Soyabeans -
Sorghum White -
Simsim -

Rice -

Mangoes -
Maize -
Macadamia -
Green grams -
Chia seeds -
Cassava-

Avocados -

What is the dollar-produce volume ratio by
crops by gender in kenya 2019?

0.38
0.38

1.01
1.02

1.37
1.33

0.99
0.99

b.I

0

0.5

Average USD/Kg

. Female . Male

1.5

Soyabeans -
Sorghum White -
Simsim -

Rice -

Mangoes -
Maize -

Green grams -
Chia seeds -
Cassava-

Avocados -

What is the dollar-produce volume ratio by
crops by gender in kenya 2020?

0.39
0.39

0.91
0.91

0.56
0.59

0.97
0.98

b.I

0.5 1.0
Average USD/Kg

. Female . Male

0

1.5

2019. Although, this differences were negligible
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Across most of the value chains in 2020 in Kenya, the dollar value per kg worth of produce increased compared to
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As the major distribution channel
Trutrade uses to reach farmers,
what role are sourcing agents
playing in the ToC?




The number of new agents working peaked in 2018 and has since decreased
year-on-year

. . 0
What is the distribution of agents by year of enrollment? 2018 witnessed the highest

150 percentage increase (56%) in new
agents.

Since then, the amount of new agents

125 that source for farmers on the
platform have continuously decreased
by an average rate of 42%

50-

2017 2018 2019 2020

Z o APCT
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However, we have seen an increase in the representation of female agents in

the past one year

What is the distribution of agents by year of enrollment by gender?

85.85

(%))
o
1

Percentage(%)

80.54
75~
69.47
58.06
41.94
30.53
25-
19.46
14.15
0 -

2017 2018 2019 2020

. Female . Male
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While the proportion of female agents
fell off over the years from 2017 to
2019, 2020 witnessed a sharp increase
in the proportion of female farmers
sourcing for farmers

However, it is important to note that
this increase in female representation

was not due to an increase in the
absolute amount of female sourcing

agents year-on-year but as a result of
a decrease in the total number of
sourcing agents in 2020, so even
though representation increased, the
absolute amount of female agents
decreased




Male agents on average reach more farmers than female agents, and this is
consistent across countries

What is the average no of farmer an agent
reaches by country by gender?

What is the average no of farmers an agent
sources from by country by gender?

52

50- 50-

40-

Farmers
w
o

:
Farmers

N
o
'

10-

Kenya Uganda Kerlmya Uga'nda

. Female . Male

. Female . Male

Male agents reach 17 more farmers than female farmers on average i.e 70% more reach than female farmers and
source from 100% more farmers than female farmers

Female farmers in both countries reach similar number of farmers but Kenyan farmers source from less
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Agents in Uganda, get the most out of the farmers they reach or enroll on the
platform, compared to agents in Kenya

Ratio of farmers

1.00-

0.75-

0.50-

0.25-

0.00-

What is the ratio of farmers sourced to farmers reached by
country by gender?

1.02

Keﬁya Uga'nda

. Female . Male
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Agents in Uganda source from as

much farmers they reach or enroll on
TruTrade’s platform

While Kenyan agents enroll more
farmers, on average, compared to
Ugandan agents, they don’t source
from up to half of the farmers they
enroll on the platform. This suggests
that Ugandan agents are more
efficient than Kenyan agents




Male agents have earned higher, on average, than female agents but this
difference is not commensurate with the difference in the amount of farmers

sourced from

KENYA
Female agents Male agents
153 USD 420 USD
\_ )
Y
175%+
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UGANDA
Female agents Male agents
73 297
USD USD
\_ )
Y
300.%+

Male agents in both Kenya and

Uganda earn more than their female
counterparts. However, this is not
consistent with the difference in the
amount of farmers sourced from

Female agents in Kenya earn USD2.83
for every farmer sourced from, while
the male counterparts earn USD4.62
on every farmer sourced from

A similar pattern can be seen in
Uganda too, male farmers earn
USD1.06 on each agent sourced, while
female farmers earn USD2.08




However, this disparity seems to be due to the difference in the volumes of

commodity delivered

What is the ratio of volume delivered by agents
to farmers sourced by country by gender?

551.03

400 -

Ratio

200-

KeF\ya U ga'nda

. Female . Male
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Male agents source for a larger
volume of produce from each farmer
sourced from than female farmers

Male agents in Kenya source for the
highest volume (551kg) per farmer
sourced from

Male agents in Kenya, earn an average
of USD0.0262 on every kg of

commodity they source while female
farmers earn USD0.00138

This is consistent in Uganda, where
female agents earn USD0.007 on every
kilogramme compared to 0.009 by

male agents




While male agent source for higher volumes of commodities, female agents
source for more valuable commaodities

What is the average total produce value in usd

by country by gender of agent Male agents source for significantly
more commodities than female

agents,

153

150-

However, the value of commodities

122 121
female agents source per transaction

100~ is larger than the male agents, on

average

usD

50-

Ker'1ya Uga'nda
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The volume of commodities delivered on average has been on a decline since

2019

What is the average volume delivered by agents by year of enrollment!

20000 -

23541KGs
22091KGs
15000 -
12883KGs

I 22836KGS

2017 2018 2019 2020

Average KGs

10000 -

5000~
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The average volume delivered across

countries increased in 2018 but has
been on a downward trend since 2019
and looks to remain the same in 2020
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2 in 3 transactions happen between male agents and male farmers

Farmer male and agent male -

Farmer male and agent female -

Farmer female and agent male -

Farmer female and agent female -

What's the distribution of farmer-agent gender
relationship?

68.62%

6.84%

21.71%

2.83%

0 20 40 60 80
Percentage

‘ AGRIFIN '
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2 in every 3 transactions are sourced
by male agents with corresponding
male farmers

3in 100 transactions are sourced by

female agents with corresponding

female farmers




Male agent-female farmer transactions slightly produce the highest volume,

on average

Farmer male and agent male -

Farmer male and agent female -

Farmer female and agent male -

Farmer female and agent female -

On average, are there differences in volume
delivered when an agents gender is the same
with the farmer's gender?

292 KGs

286 KGs

296 KGs

286 KGs

o

100

200 300
Average KGs

400

Farmer male and agent male -

Farmer male and agent female -

Farmer female and agent male -

Farmer female and agent female -

On average, are there differences in total produce
value in USD when an agents gender is the same
with the farmer's?

o4

50 100 150
Average Amount(USD)

m 2inevery 3 transactions are sourced by male agents with corresponding male farmers

m Female agent-female farmer transactions generate more dollar value than any other agent-farmer combination
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Summary of the findings

Enrollment/onboarding has doubled
every year. Female enrollment on the
platform has doubled since the beginning
of operations but most of the
improvement in enrollment comes from
Kenya

However, usage among Kenya farmers is
still low compared to Ugandan farmers.
Well over half of the farmers enrolled in
Kenya have not traded on the platform.
Only 23% of female farmers in Kenya on
the platform have traded via TruTrade
compared to 97% in Uganda

Non-usage rate this year is on track to be
the highest ever recorded on the
platform since the beginning of
operations and this was likely due to the
impact of COVID and the closure of the
airspace after a new round of enrollment
of farmers in the avocado value chain

mastercard
foundation

TruTrade’s services have extended to a
larger number of farmers, but that has
led to a reduction in the average volume
sold per farmer on the platform

Even though a large portion of the trade
done on the platform is by male farmers,
on average, women trade higher

amounts on TruTrade than male farmers.

This is consistent in both Kenya and
Uganda

vwomen earn as mucn as maie rarmers
on the platform. Although, the difference
varies by country and within value chains

Sourcing agents as a distribution channel

e  Women agent representation in the
distribution network is at the highest it
has been since the start of operations.
Although the agents enrolled in 2020 are
at an all-time low

—Agents in Llcanda ceems ta anerate
more effectively than Kenyan agents -
they source from as much farmers as they
reach. Kenyan farmers source from less

than half of the farmers they enroll on
the platform.

e  Female farmer-female agent
: t . | I
share of the agent-farmer transaction on
the platform but generates the highest
produce value per transaction
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Next Steps




Data collection is key to improving service delivery which should have a
resultant positive impact on TruTrade’s theory of change

Data Need

Demographic information

Perception of TruTrade

Farmers’ planning behavior
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Justifications

TruTrade should collect more more demographic information on farmers e.g farmers’ age, farming
experience, estimate of farm size, education level etc. This will help in segmentation exercises to better

understand the profiles of repeat users, and this will help Trutrade channel its marketing or distribution
efforts towards other groups that are not likely to be users or repeat users on the platform

TruTrade can embed questionnaire that seeks to understand how farmers perceive or rate TruTrade’s
services especially the agents network and the pricing they get for their produce

Information on the share of produce farmers sell to TruTrade over time will help estimate how TruTrade has
affected farmers planning behavior and how much farmer are able to sell post-harvest
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www.busaracenter.org
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