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Overview

Mercy Corps Agrifin and World Bank
Kenya partnered with 60 Decibels to
assess the impact of the Disruptive
Agriculture Technology (DAT)
partnership on the end farmers
affiliated with the partners in the DAT
cohort.

Farmers were asked about their
experience with the company and
types of changes this interaction is
enabling on their farms and in their
lives. This report presents insights
from these interviews. To learn more
about our methodology please refer to

the Appendix.

We spoke with over a thousand Kenyan farmers engaging
with 4 participating partners of the Disruptive Agriculture
Technology partnership in Oct-Dec 2022.

Partner

> kuza

Sample Size

277

Offering

Provides farmers, especially those residing in remote areas,
with information and advisory services using village agents

-finfeeh-

TECHNOLOGIES LTD

275

Enables farmers to get credit via their SACCOs and farmer
organizations along with linking them to dairy markets and
training them on dairy farming

{9 M-shamba

265

Provides digital learning on agronomy, regenerative
agriculture and food safety to farmers through IVR, USSD
and 2-way SMS

Shamba Pride

277

Connects smallholder farmers to technology-powered
digishops, providing access to high quality inputs, services
and information
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Mercy Corps AgriFin Program (MCAF)

The model
About MCAF A MCAF works as an innovation partner
Mercy Cor psd6 Agr iwfkhipfivatd sector scale partners such
funded by Bill and Melinda as banks, mobile network operators,
Gates Foundation and agribusinesses, as well as technology

2B 7 WY
L 9
e

'*‘f Bayer Foundation to help innovators and governments committed
t Organizations deSign, test to servin g small hol de
ﬁ & and scale digitally-enabled A Assist partners develop, test and scale

(\' services for Afr ipgn@d 8f digitally-enabled financial and
¥
74
k ~4

smallholder farmers. non-financial services supporting

partnership development between
market actors that leverage their

Key: s strengths
Q Ethiopia : R A Combine MCAF team expertise with
QUganda l - strategic subsidy to jointly implement
QKenya ’. iterative, fail-fast engagements with
Q Tanzania = Goal partners on a cost-share basis, sharing
Q Zambia ’Q Our objective is to develop public learnings to drive market
Q Zimbabwe sustainable services that ecosystem growth
QNigeria : increase farmer income A Since 2015, we have completed more
©lndia and productivity by 50%, than 200 engagements with over 150
@ Indonesia with 50% outreach to partners across Afric

women. AgriFin has reached more than 17

million smallholders



We|C0me TO We enjoyed hearing from 1,094 of your farmers in Kenya i
they had a lot t !
Your 60dB Results SRS
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Top Actionable Insights

Partners are providing products or
services that most respondents did not
have access to before. There is room to
reach poorer farmers in rural Kenya.

7 in 10 farmers have not had prior access to
similar services and report not having access to a
good alternative. This suggests that partners are
operating in a market where their offering is
relatively unique and scarce. On average, 36% of
the farmers that p a r t rserve &ré living under
$3.20 a day. This is much less than the Kenyan
national average (47%) and the rural average
(65%).

Partners can assess the inclusivity of
their digital offering and consider how it may be
adapted to cater to lower-income farmers with
fewer available resources.

See pages 11, 12 and

2

Partners are
quality of life and farm.

The majority of farmers report improvements in
their way of farming because of partner
intervention. This has in turn increased their
productivity on the same size of land and lead to
increased production which has improved their

earning. More income has improved thef ar mer s 0

overall quality of life and enabled farmers to
afford household expenses. Further, farmers who
have engaged with their partners for longer
experience better outcomes suggesting that
impact deepens over time.

Partners can include their deepened
impact over time in their onboarding materials to
new farmers to improve retention.

See pages 7 and

i mpacting

a Thmaverag@& Nei Premosel Score of 27 is

favourable but there is a large variance
among partners. This rating can be
further improved by resolving challenges.

The average NPS for farmers who did not
experience a challenge is 37 which s
significantly higher than the NPS for farmers
facing issues (-15).

Support partners in effectively resolving
challenges to boost farmer satisfaction with the
partner and deepen impact.

See pages 28 and

The average performance of partners
outperforms 60dB East Africa Farmer
benchmarks.

Agr i Foverald sperformance of partners falls
mostly in the top 40% of our sector and
geography-specific benchmarks across market
contribution, impact and satisfaction metrics.

These results are worth sharing in
marketing materials!

See page
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Performance Snapshot Partners are doing a great job at improving way of farming,

farm production and the overall quality of life.

Profile Gender Alternatives NPS
|nC|USiVity Ratio female respondents NB LJ2 NJj (\)) y' 20 on a-100 to 100 scale

Way of Farming Farm Production Quality of Life Challenges

46% 41% 40% 19%

NBLR2 NI WOSNE YdRELI2 NI WOSNE YdBRLERZ NI WHSNE VY deprrtchallenges
AYLINR GSRQ AYONBI asSRQ AYLINROSRQ

Customer Voice

fi &m no longer a small-scale farmer but a large scale
one, which is a great milestone in my life. | am even
leasing land. This has made my lifestyle change
drastically and we are able to live a more comfortable
life with my family.oi Kuza, Male

Data Summary

Co mp a n iPerferance: 1,094 customer phone
interviews in Oct 20221 Feb 2023, in Kenya.

Quintile Assessment compares Partner Performance
with the 60dB East Africa Farmer Benchmark
comprised of 69 companies, 5 countries, and 15,000+
farmers.

Performance vs. 60dB Benchmark

®  ~or

20%

- ToP
40%

- MIDDLE

- BOTTOM 40%

- BOTTOM 20%



Gender Snapshot Although male farmers experience higher impact outcomes,

female farmers report a higher satisfaction with the
partners.

Trends by Gender* Key
Me n are more IAlker_to repo_rt overy Male
much i mprovedd quality of I|ife and Overy n =488
much increasedd production compared Fomal
to women. Despite experiencing higher ﬁ}? T * ni"%%g
impact, the NPS for men is lower than 8% e Dimensions Male Female
that for women. ok
% Quality of Life
709 48% @ % very much improved 43% 38%
45%
¥  Way of Farming
=== % very much improved wE e
0 Production
83% 38 /045% M % very much increased 45% 38%
s0% - Net P ter Scor@
& et Promoter Sco
E A % Promoters % Detractors &= €9
Challenge Rate
E % no challenges i 5
Access to Alternatives
Ci}3 % no access 68% 70%

*Results that are statistically significantly different are colored in yellow
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Farmers who have interacted with their partner for over a

Tenure SnapShOt year experience higher impact, indicating depth of impact
increases over time.

Trends by Tenure* Key**
Despite experiencing hlgher impact, d > yedr year
the NPS for farmers with a tenure of n=525 n =530
more than a year is lower compared to
farmers who have engaged with their Dimensions K w88 EsNiyear

partners for a year or less. This may 43X

be partially driven by less tenured

Quality of Life

G

36%

43%

farmers gaining first time access to an - o % very much improved
offering via the partners and not 739 51% % Way of Farming
having access to other alternatives 40% =2 9% very much improved 40% 51%
(see pg. 12-13).
i Production
Note on analysis: M % very much increased 37% 48%
A Throughout this report: A Less ahoe - 37% Net Promoter Seore®
< - - 0,
t enur farthés is referencing 80% . “ah % Promoters % Detractors st 22

those who have engaged with their
partners for a year or less while
i mot e nu thave engaged with
at least a year.

*Results that are statistically significantly different are colored in yellow

Challenge Rate
% no challenges

S D

84%

CﬂD Access to Alternatives 73%

% no access

** Some farmers did not recall their tenure.

excluded from the tenure analysis.

80%

66%

These have been
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Farmer Voices

'We love hearing farmer

voices! Here are some that
stood out.

Impact Stories

AfThe use of Al has
time. The drugs provided by the SACCO have helped
me save some money since | now spend less money
i n treat i nidenmle, Amtectvs . 0

AMy farm yield has
land due to better farming techniques like the use of
t he r i ght Méle $hambh Pridees r . 0

il get the best and
soil was tested, and | was given the best seedlings to
plant. We were also educated on types of cattle feed,

hel ped

my

i mproved

cowsin Tlhe coalces vfer om t he

from

heal t hi est

10

farm pay
fees, and my home needs. We also eat the produce at

home, and | have since bought and reared 40
chickens to cohBmaeeShanba sel |
Pride

the same piece of
il have been able to expand n
care of my family andMdepouseho
M-Shamba

ops because my farm's
ifWe | earnt about hybrid
impressive yields of tomatoes which are very easy to

seeds

so my cattl e iidentale MShambaer now. s e |7 IMalé, Kuza

Opinions for Value Proposition Opportunities For Improvement

Kuza offers good trainings on how to improve our lives AKuza should come up with mor
by creating their income without having to seek the areas of planting different types of crops like how
employment from other sources. Second, they also space crops, how to apply fertilizers and pesticides.

connect and link farmers to other agricultural service They should also provide recommendations on good

providers and this means they can get farm inputs in pesticides to use to protect our crops from getting

good time and also at affordable prices. i Female, destroyed by pe-demaledKuzadi sease
Kuza

ifiThe fact that they availed to me, hat 1 had, | acked

so long. | had not come across the spreading tents,
nor did | have any market for my products but through
the company, | was able to access them. | also got the
seeds f r eei leemale; $hambg Rrided

néomet i mes 't here argocgel ays i
when requested. This delay sometimes causes

someone to miss plarntMaeg at t
Amtech



Farmer Profile
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About the Farmers and their Farms
Income Profile

First Access

Availability of Alternatives
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About the Farmers
and their Farms

To understand the profile of the
respondents, we ask questions
pertaining to their demographic details.
The summary is on the right.

On average, farmers are 48 years old
and have engaged with their
respective partners for over a year and
a half.

Farmers report cultivating most of their
land with a product and/or service from
one of the partners. This suggests that
farmers rely significantly on the
services and products offered by these
companies.

They are also highly dependent on
farming for their income i on average,
farmers report that two thirds of their
household income came from farming
in the past year.

Over half of the farmers we spoke with are female. On average, they
cultivated 77% of their land using the offering from their respective partner
and 66% of their household income in the past year came from farming.

About the Farmers We Spoke With & Their Farms

Date relating to respondent characteristics (n = 1,094)

Total / Average Kuza Amtech M-Shamba Shamba Pride
(Sn‘;"mp'e SIS 1,094 277 275 265 277
Female 55% 49% 43% 53% 76%
(proportion)
P, g 48 44 47 51 49
(in years)
Avg. Engagement with partner 1.62 1.25 2.25 2.08 0.9
(in years)
Land cultivated last year using partner
offerings 7% 88% 74% 81% 66%
(proportion)
Household income last year from farm 66% 70% 66% 65% 63%

(proportion)
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Income Inclusivity

47% of all Kenyans and 65% of Rural
Kenyas live under $3.20 per day. In
comparison 3 of the 4 partners are
reaching 24% - 36% of farmers living
under $3.20 despite serving rural
Kenyan farmers. This presents an
opportunity for partners to find ways to
reach more lower-income farmers with
their services.

The Inclusivity Ratio shows the degree
to which companies are reaching low-
income customers in their countries of
operation.

A ratio above 1 means that a company
is serving a higher proportion of low-
income customers than the national
population. A ratio below 1 means a
company is reaching a lower
proportion of low-income customers
relative to the national average.

Partners seem to serve farmers who are relatively better off financially

compared to the Kenyan national average. This suggests there is room to
reach poorer farmers.

Poverty Profile

% of farmers living below $3.20 per day (2011 PPP);
estimated using the Poverty Probability Index®

Kenya National:
47% of citizens live
under $3.2/day

Overall

Kuza 24%

Amtech 29%

M-Shamba 36%

Shamba Pride

| LA

Inclusivity Ratio

Degree to which company is reaching population segments at
$1.90, $3.20, and $5.50 per day income lines

60dB East Africa, Ag
Benchmark:

OVERALL 0.75

KUZA 0.53

AMTECH

I IO
©
a

M-SHAMBA 0.74

SHAMBA PRIDE 1.11

* While the PPl is based on 2011 household survey data, it is the most widely used and allows for comparison across markets.
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https://www.povertyindex.org/

First Access

Despite serving more well-off farmers,
partners are successfully reaching
farmers who lack access to products and
services like the ones they provide.

Farmers who have been with one of the
partner companies for a year or less are
significantly more likely to be accessing
the offering for the first time. This
indicates that partners are reaching more
underserviced farmers in the last year
compared to before.

(o]
" No statistical differences by gender

More than 7 in 10 farmers did not have access to a similar offering before

working with their respective partner.

First Access

Q: Before [Company], did you have access to a [product/ service] like provides?

- MIDDLE
Partner Gender

299 309

719 700

S K\ v»“’ @VV
G;z? 3 &

359

659

Tenure

B No mYes



Access to
Alternatives

Farmers who have engaged with Amtech
and M-Shamba are significantly less likely to
find a good alternative compared to farmers
who work with Shamba Pride and Kuza. This
implies that Amtech and M-Shamba have
more unique offerings in the markets they
operate in.

Similar to what we saw on the previous
page, less tenured farmers are significantly
more likely to report lack of available
alternatives compared to more tenured
farmers.

Insight:  Partners are servicing an
underserved market with scarce offerings. In
the past year especially, they have managed
to tap into an even more underserved farmer
base.

o
" No statistical differences by gender

7 in 10 farmers do not have access to good alternatives to
thep ar t offenngsd

Access to Alternatives
Q: Could you easily find a good alternative to [Company] [offering]?

- MIDDLE
Partner Gender Tenure

(0]

21% 19%

20%

23% 33% 23% 22% 27%

Overall Kuza  Amtech M-Shamba Shamba Male Female <=1year >1year
(n=1,063) (n=275) (n=263) (n=249) Pride (n=473) (n=590) (n=518) (n=507)
(n =276)

mYes
Maybe

= No
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Impact Performance

To Do Do Do Do Do Do I»

Way of Farming

Farm Production

Farm Earnings

Household Savings
Household Debt

Household Decision Making
Quiality of Life

Climate Shocks
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" : 89% of farmers report improvements in their way of farming, with 46%
WayOfFarmmg' reporting significant i mprovements. Th

Overview Africa Farmer benchmark.

Way of Farming

We tried to gauge the

of ferin gs on farmer so Q: Has your way of farming changed because of [Company]?
farm. eoee@ - or
. . 40% Partner Gender Tenure
Farmers who have engaged with their _—
:

partner for over a year are more Ilkelyto. —9% 5% 6% ) % 1% —0 5% = Got much worse
report Overy much i mpr 17% 13% .
. . . 11% m Got slightly worse
indicating that impact deepens over time. No change
Kuza farmers are significantly more likely to = Slightly improved
say their way of far mi = Very much improved
i mprovedd compared to
For Discussion:What about Kuz
training enables way of farming 89%
improvement compared to the trainings 66%
other partners provide? Is this something Yo% =
other partners can integrate in their way of 46% 46% N o, ° I 45% 20%

o - 0,
doing business? 33%

Overall Kuza  Amtech M-Shamba Shamba Male Female <= 1lyear >1year
(n =1,093) (n=277) (n=275) (n=264) Pride (n =488) (n=605) (n =524) (n=530)
(n=277)
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Way of Farming:
Top Drivers

Farmers mentioned a variety of reasons of
how their farming has improved as a result of
engaging with one of the partners. The top
themes that emerged were use of better
quality inputs and improved planting
methods.

Using these top farming
improvements in outreach materials could be
agreatlevertogetp ar t masting farmers
more engaged and to attract new farmers.

Impact 18

Use of better-quality inputs emerged as a recurring reason for improved
farming across all partners.

Top Reasons For 89% of Farmers Who Say Way of Farming Improved

Q: How has it improved? Open-ended data, coded by 60 Decibels.

Improvement #1 % Improvement #2 % Improvement #3 %
2“:268) Better farming skills 41% gﬁ{gﬁd eppliesiion o 33% Using better quality seeds  26%
,(Annltggg) :(Jaseigg (ol GRERL) Bl 47% Improved milk production 17% Using artificial insemination 9%
M-Shamba Plantin_g using quality seeds 24% Usi_n_g good quality 11% Planting more variety of 9%
(n = 246) / seedlings fertilizers crops
Shamba Pride  Using good quality 31% Better land preparation 2504 Improved application of 18%

(n = 229)

fertilizer/manure/pesticide

Use of better quality inputs

methods

fertilizer

Improved planting methods
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] Most farmers report an increase in their farm production because of
Farm Production partners. 4 in 5 are able to realize this increase while planting the same
amount of land.

Farmers who report 6 v emugh i mp r o v e d 6Farm Production

way of farming are more likely to say their Q: Has the total production from your farm changed because of [Company] service?
productlpn overmU(_:h i ncreased.o..’ ~op
suggesting that better farming practices are 40% Partner Gender Tenure
translating into tangible farm outcomes. — —
I EEE— I ] I [ | [ ]
. . | 5% L B ]
This may also be able to explain why Kuza (6% gy e 5% = Very much decreased

are also more likely to say their production
Ovemugh i ncr e aompakd to other
partners.

farmers, who are more likely to report 11% 10% 10% 13% 17% = Slightly decreased
significant way of farming improvements, No change

u Slightly increased

m Very much increased
More tenured farmers are also more likely
to realize significant increases in their
production compared to their less tenured
counterparts.

° Men are more likely to experience 6 v efr y
' much i ncr e a f$agnd 6 production
compared to women.

Overall Kuza Amtech M-ShambaShamba Male Female <=1year >1year
(n =1,094) (n=277) (n=275) (n=265) Pride (n=488) (n=606) (n =525) (n =530)
(n=277)




Farm Earnings

Farmers with 6 vemuch i ncr eased?d

production also report 6 v e rmuch
i ncr e aearm@ndsd Kuza farmers are
more likely to report significant increase in
earnings compared to others. This is
perhaps unsurprising given they are also
more likely to report significant increases
to their farm production.

Tenured farmers are more likely to report
0 vemugh i ncr e aanagsdFarmers
are producing more and therefore selling
more which emerges as the top reason for
increased farm earnings. Other reasons
are reduced cost of farming and increase
in price of produce.

° Men are more likely to experience
" 0 v emugh i n cr e tasneedridings
compared to women.

20

84% of farmers report an increase in their farm earnings with 36% reporting
significant increases. This is in the top 40% of 60d B dEast Africa Farmer
benchmark.

Farm Earnings

Q: Has the money you earn from farm changed because of [Company]?

eooe@  -Tor
40% Partner Gender Tenure
— 5% 6% - 4% = Very much decreased
11% 0
11% 13% 10%

u Slightly decreased
No change
= Slightly increased

m Very much increased

Overall Kuza  Amtech M-ShambaShamba Male Female <=1year >1year
(n =1,089) (n=276) (n=274) (n=264) Pride (n=487) (n=602) (n=522) (n=528)
(n =275)



Farm Productivity

Contrasting to what we saw before, less
tenured farmers are more likely to say that
their increases in production come from the
same amount of land i.e., their productivity
increased compared to more tenured
farmers.

o
" No statistical differences by gender

Of the farmers whose production increased, 76% were able to realize this
increase by farming the same amount of land / livestock as before,
suggesting an increase in productivity.

Farm Productivity

Q: Was this increase because you reared additional [land / livestock] or was it from the same amount of [land / livestock]?

eooce@ - wr
20% Partner Gender Tenure

87%

= Additional
[land/livestock]

= Same
[land/livestock]

Overall Kuza Amtech M-ShambaShamba Male Female <=1year >1year
(n=917) (n=266) (n=227) (n=235) Pride (n=418) (n =499) (n =405) (n =486)
(n=189)
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Household Savings

reporting increased household savings.

Savings

Farmers whose earnings O v e much Q: Has the amount you save as a household changed because of [Company]?
i ncr e are ;o likely to report 6 very
much i n cr e asavengl 6compared to Partner Gender
_others. S|m|IarIy, thf)se reporting 0 slightly oy == mmm — ——
i ncr e aasnag @&e more likely to say . —

) , ] - A 11%
their savings6 s | iignhctrleyas e d 6 21% Y 8% 210 22%

Similar to what we have seen so far,
K u z angpact on farmer savings is highest
compared to other partners, while Shamba
Pr i dieléast. Tenure farmers are more
likely to report increased savings
compared to others.

36%

° Men are more likely to report
' increased savings compared to
women.

Tenure

25%

16%

22

Increase in farm earnings has enabled farmers to save more with 4 in 5

= Very much decreased
u Slightly decreased

No change
u Slightly increased

= Very much increased

Overall Kuza  Amtech M-ShambaShamba Male Female <=1year >1year
(n=1,091) (n=275) (n=274) (n=265) Pride (n=486) (n =605) (n=522) (n=530)
(n=277)
















































