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About Sankalp
Launched in 2014,  the annual  Sankalp Afr ica Summit has grown to be the
largest  convening of  i ts  type in the region.  I t  supports the regional
entrepreneurship ecosystem and bui lds channels for  learning and repl icat ion
between emerging markets in the Global  South.  Entrepreneurs remain at  the
core of  Sankalp Forum's mission,  and each year through the Sankalp Awards,
we source,  screen,  and support  high potent ial  enterpr ises in their  capital  raising
and with global  exposure.

Due to the ongoing pandemic,  the Sankalp Afr ica Summit 2022 was
unconventional ly  hybr id with three days of  v i r tual  programming from March 1st
to 3rd and one day of  in-person programming on March 4th.  We engaged 1,747
part ic ipants from the Americas,  Europe,  Asia ,  Austral ia ,  and Afr ica.  Due to
increased virtual  access,  we saw a huge r ise in engagement from across the
Afr ican continent.  Through both our v i r tual  and in-person programming,  Sankalp
reached an audience from 95 countr ies global ly ,  39 of  which are Afr ican.

We had an incredibly  diverse representat ion of  stakeholders including
entrepreneurs,  investors ,  phi lanthropists ,  academic inst i tut ions,  entrepreneur
support  organisat ions,  and DFIs al l  of  whom represent every impact sector.

Sankalp is  inherent ly  a col laborat ive effort ,  and i t  is  through your support  that
we are able to grow Sankalp as a platform,  for  and by the impact
entrepreneurship community.
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Africa Summit 2022
Overview

 IN-PERSON 
PARTICIPANTS

294
VIRTUAL 
PARTICIPANTS 

1,453

ENTREPRENEURS
515

SPEAKERS
191

FINANCE
PROVIDERS

355
ENTREPRENEUR SUPPORT

ORGANIZATIONS

271

HOURS OF NETWORKING
240

MEETINGS SET
1,536

COUNTRIES
REPRESENTED

95
STAKEHOLDERS 

CONVENED

1,747



Entrepreneurs
30.8%

Entrepreneur Support Organizations
16.2%

Investors
13.6%

Corporations
10.9%

NGOs
10.4%

Foundations
4.1%

DFI's
3.6%

Other
2.8%

Government
1.3%

ATTENDEE PROFILES



GEOGRAPHIC REACH

This year ,  Sankalp reached an audience from 95 countr ies around the globe,
through both our v i r tual  and in-person programming.  The attendees were from
diverse sectors working on creat ing social  impact in their  respective
communit ies.  We received the bulk of  our part ic ipants from Kenya,  the United
States of  America,  Uganda,  India ,  the United Kingdom, Rwanda,  the Netherlands,
Niger ia ,  South Afr ica,  and many more countr ies.

Addit ional ly ,  we registered a few countr ies such as Chi le ,  Ecuador ,  Er i t rea,
Gabon,  Gambia and Mal i  that  are f i rst - t ime attendees of  the Afr ica Summit.  

Partic ipating Country



DIGITAL REACH

Throughout the per iod of  the Summit ,  we reached 47 mil l ion impressions across
our social  media platforms,  and 815,737 views of  l ive-streamed sessions on
Facebook.



I  was excited because coming to this event there are lots of  fantast ic
br i l l iant  ideas and founders and I  was feel ing somewhat int imidated,  but
having been considered a winner ,  i t ’s  now a responsibi l i ty  on my
shoulders to continue the work that  I ’m doing and real ly  support  the
ecosystem in any way that  I  can.
-  Gabriel  Eze,  Rural  Farmers Hub

We joined the Chal lenge on inclusive insurance.  What we’ve learned here,
we’ve received enough input to improve both our product and our model .
Our experience at  the Summit has been great  because we met investors and
players in the same market  and space as us.  We received very good
feedback as wel l  as connections and foundations for  future partnerships.
-L i l l ian Nassanga,  Emata

Conferences and summits l ike Sankalp real ly  do al low us to reach beyond
our tradit ional  audience,  which typical ly  when we are presenting and raising
awareness around women's insurance opportunity ,  i t ’s  a very insurance-
centr ic  audience.   So to be able to tap into an audience that  is  very much
engaged in addressing similar  issues,  but  might not  be in the core audience
of insurance companies,  this very incredibly  beneficial  for  us.

-  Sarah Ebrahimi ,  Internat ional  F inance Corporat ion ( IFC)

End of  the day,  none of  us can actual ly  do things by ourselves,  but  as a
col lect ive ,  we can do,  and achieve great  things.  I  feel  this is  what
Sankalp does.  I t  br ings people together ,  i t  br ings together different
minds from different  countr ies.
-  Vandana Thottol i ,  SNV & DFCD

What people are saying

I t ’s  a great  way for  us as Agrotech+ and I  bel ieve this is  a great  win and a
great  start  for  the smal lholder  farmers to start  sowing great.  The Sankalp
event has been a success for  us and has created a bigger network not only
in Afr ica but  in the larger world.  We have had many investors who have
shown interest  to invest  in us,  which we did not have before.

-  E l isha Caleb,  Agrotech+

A platform l ike Sankalp is  very key for  startups l ike us.  One benefit  is  to
f ine-tune your product because you are going to be interact ing with
investors who understand business,  so they help you to work out  your
business model .  Two,  you get  to interact  with people who can become
partners and help grow your company and also i t  helps with the visibi l i ty  of
your solut ion to help you grow.

-Sharon Chachu,  Agrotech+

https://www.ifc.org/


Engagement Overview

The Afr ica AgTech & Inclusive Insurance Chal lenge,  where the Sankalp team
identif ied promising enterpr ises in the AgTech and insurance space,
supported them with investment readiness support  and provided strategic
exposure to investors from the Sankalp community.
Strategic engagement at  the Sankalp Afr ica Summit to leverage i ts
knowledge-sharing platform to disseminate and share cr i t ical  information on
the agriculture and insurance sectors.

The IFC’s Global  Index Insurance Faci l i ty  (GI IF)  engaged as a Strategic Partner
for  the Sankalp Afr ica Summit 2022.  In order to bui ld the prof i le  for  Index
Insurance on the Afr ican continent ,  and explore innovative structures for
bui lding the resi l ience of  smal lholder farmers,  thereby support ing the
ecosystem for  insurance providers to thr ive.  Given the size,  scope,  and scale of
the Sankalp Forum in Afr ica,  GI IF decided to plug into the Sankalp Afr ica
Summit 2022 to leverage the exist ing network of  stakeholders ,  such that  they
may be able to amplify  the importance of  insurance,  and bui ld support  for  the
insurance ecosystem in the region.

GIIF ’s engagement at  Sankalp had two major  components,  which were:

1.

2.



Africa AgTech &
Inclusive Insurance

Challenge



Background
Powered by Sankalp Forum, the Afr ica AgTech & Inclusive Insurance Chal lenge
aimed to celebrate and support  young entrepreneurs working at  the intersect ion
of agr iculture ,  insurance,  c l imate,  and gender to bui ld resi l ience for  rural
populat ions.  The Afr ica AgTech & Inclusive Insurance Chal lenge selected the
most promising enterpr ises across three categories:  Data & Analyt ics ,
Agricultural  Productiv i ty ,  and Financial  Inclusion for  Ag.  Through part ic ipat ing
in the Sankalp Afr ica Summit 2022,  the top innovators gained exposure on
investment readiness,  networked with potent ial  impact investors and improved
their  business models.  Col lect ively ,  this program wil l  make their  innovations
more competit ive in future funding rounds.  

Each of  the 3 winners helps solve complex social  chal lenges through cutt ing
edge innovations and high potent ial  entrepreneurship ,  and each of  them has
shown the abi l i ty  to scale ,  disrupt and transform the sectors with their
promising ideas.

call for applications
The Afr ica Agtech and Inclusive Insurance Chal lenge cal l  for  appl icat ion was
opened from February 2nd to February 15th to ident ify  technology- led
enterpr ises in sub-Saharan Afr ica who were offer ing solut ions to the chal lenges
faced in the development of  agr iculture resi l ience.



THEMATIC AREAS

Improving data col lect ion regarding crop yield and weather ,  and/or helping
to forecast
Using the latest  generat ion remote-sensing and imagery solut ions to col lect
data on crops or  l ivestock
Leveraging machine learning,  AI ,  or  blockchain to improve eff ic iencies

Offer ing agronomy support
Providing cl imate-smart  advisory services
Connect peer to peer learning through chatbots or  platforms
Reduce losses through pest  control  solut ions
Assist  in  the management of  l ivestock or  crops through ear ly  warning
detect ion systems

Offer ing loan underwrit ing services
Providing credit  offer ings or  asset-based f inancing services
Offer ing insurance products
Using technology to score credit -worthiness
Offer ing peer to peer lending services or  crowdfunding services

Enterpr ises could be considered within three thematic areas.  Many enterpr ises
were operat ing within more than one of  the fol lowing themes:

1. Data & Analyt ics:  Enterpr ises that  are innovating with the latest  generat ion
technology by:

2. Agricultural  Productivity:  Enterpr ises that  increase the resi l ience of
smallholder farmers through:

3. Financial  Inclusion for  Ag:  Enterpr ises that  are empowering smal lholder
farmers through access to f inance through:

ELGIBILITY CRITERIA
The fol lowing high- level  cr i ter ia were establ ished in col laborat ion with IFC's
Global  Index Insurance Faci l i ty  team and used as pre-requisites for  each
appl icant.

Sector:  Operat ing in one or  more of
the fol lowing sectors:  AgInsurance,
AgTech,  FinTech,  Gender & Inclusion
Scale:  Have a clear  for-prof i t
business model  with high potent ial
for  scale
Team:  Have an experienced and
dedicated promoter team
Investment:  Are looking for  funding
in the range of  USD $10,000 -
$1,000,000

Age:  Business owners must be
under 30 years of  age*
Geographic Focus:  Businesses must
be operat ional  in  sub-Saharan Afr ica
Business Model:  Appl icants must
have a registered,  for-prof i t
business that  is  generat ing revenue
Impact:  Run a high- impact business
that caters to rural  communit ies ,
youth,  and/or women

https://www.ifc.org/wps/wcm/connect/industry_ext_content/ifc_external_corporate_site/financial+institutions/priorities/access_essential+financial+services/global+index+insurance+facility


APPLICANT POOL
We received 208 appl icat ions from 23 countr ies across Afr ica and 25 countr ies
across the globe.  Appl icat ions came in from:

Bangladesh
Benin
Botswana
Cameroon
Democrat ic
Republ ic of  Congo
Eswatini
Ethiopia
Eri trea

Liber ia
Ghana 
India
Kenya
South Sudan
Malawi
Nepal
Niger ia
Rwanda

Sierra Leone
Somalia
South Afr ica
Tanzania
Togo
Uganda
Zambia
Zimbabwe

Nigeria
24.5%

Kenya
15.7%

Ghana
9.8%

Rwanda
6.9%

Zimbabwe
6.9%

Other
6.9%

Tanzania
5.9%

Uganda
4.9%

Ethiopia
4.9%

Zambia
3.9%

Cameroon
2.9%

Malawi
2.9%



screening & Selection
First  Level  Evaluation,  where 2 Sankalp team members reviewed each
appl icat ion
Screening Committee ,  where a combinat ion of  IFC team members and
Sankalp team members reviewed and scored 10 of  the best  appl icat ions,
which were presented by the Sankalp team
Grand Jury ,  where the enterpr ises presented in person to 5 jurors who
scored the enterpr ises to help us f inal ize the 3 winners of  the program

The enterpr ises who appl ied,  went through three rounds of  review,  as fol lows:

1.

2.

3.

SCREENING COMMITTEE
After  the internal  screening performed by the Sankalp Team, ten of  the best
appl icants were selected to be evaluated by the Screening Committee.   The
Screening Committee took place on 18th February 2022 from 10:30am to
12:30pm EST/ 6:30pm -  8:30pm EAT. The Screening Committee selected the top
5 f inal ist  enterpr ises who would pitch to the Grand Jury.

Sankalp hosted a hybrid Grand Jury process where the enterpr ises al l  had the
opportunity  to present their  businesses in person to jury members who were
part ic ipat ing both onl ine and in person.  The Grand Jury took place at  Zen
Garden in Nairobi ,  on Thursday,  March 4th from 3:00 pm to 6:00 pm EAT.
Invitat ions were extended from both the GIIF team and the Sankalp Forum team.

Each enterpr ise had 7 minutes to make their  presentat ion and another 7
minutes for  a Q&A session with the jury members.  After  the promoter team left
the room, the jurors had another 5-7 minutes to discuss the business
opportunity  and del iberate the potent ial  of  the business.  The jurors used the
same framework above to score the enterpr ises.  The jurors '  scores helped
select  the winning enterpr ises.

GRAND JURY



Meet the Enterprises

Lack of  access to qual i ty  farm inputs credit  and agricultural  Insurance for
rural  smal lholder farmers (youth and women)
Lack of  access to cl imate-smart  agronomic information and innovations that
are value chain specif ic 

COMPANY OVERVIEW
Launched in August 2019,  Agrotech+ is  a digital  lending platform that  provides
farmers access to credit  based on alternat ive credit  scoring models as wel l  as
agriculture information,  micro- insurance,  and advisory services.  By doing this
Agrotech+ protects smal lholder farmers against  vulnerabi l i t ies of  cl imate
change through technology.

PROBLEM SITUATION

BUSINESS MODEL
Agrotech+ col lects information from enrol led farmers through a phone survey
and captures the GPS boundaries of  farms and other information through
satel l i te  imagery.  I t  appl ies agronomic machine learning to generate
information services and credit -worthiness scoring.  The company packages
insurance products.  Thereafter ,  the farmers repay the loans through mobi le
money over the course of  the season with ful l  repayments after  harvest.

OPERATING MODEL
The Agrotech+ model  has 2 important  stakeholders – Smallholder farmers,  local
insurers and other stakeholders in the agr icultural  insurance value chain.

AGROTECH+
3rd Place Winner

Location:  Nairobi ,  Kenya
Website:  https://agrotekplus.com/

Promoters:  E l isha Caleb & Sharon Chachu
Contacts:  founder@agrotekplus.com 

https://agrotekplus.com/


Current ly  target ing 400,000 farmers in the Kenya region
Agrotech+ vets farmers and registers them onto i ts  platform in groups of  ten
offer ing them training for  packages to be sourced
Farmer requests an input loan with micro- insurance products v ia SMS
A f ield marking agent walks the boundary of  the f ie lds for  which the farmer
is requesting a loan
Credit  r isk is  evaluated based on satel l i te  data and remote farmer
registrat ion
Qual if ied farmers make a nominal  down payment v ia m-PESA,  receive inputs
and take out bundled weather insurance
Basic farm pract ice training is  provided 

Agrotech+ sets up a business development team focused on closing
inst i tut ional  partnerships with local  insurers and other stakeholders in the
agricultural  insurance value chain and also,  input-side value chain actors
l ike agr iculture- input dealers ,  and f inancial  inst i tut ions (help in creat ing a
rapport  with farmers).
Agrotech+ markets i ts  services to individuals through event sponsorships,
agr icultural  fairs ,  targeted Facebook ads,  f i rst - t ime user discounts,  referral
benefi ts ,  and free agronomic training.
Customers signed up to the company make requests for  del ivery of  specif ic
insurance products in advance with a package del ivered in 36-48 hours

Ful ly  developed mobi le and web appl icat ion with proprietary locat ion
algori thms 
Completed pi lot  working with 10,000 farmers.
Incubated at  Kenya Cl imate Innovation Center
Set up 10 members strong team working on technology and customer
act ivat ion
Winner of  Oracle for  Startups Afr ican Award
In partnership with Oracle Kenya support  in  the provision of  Cloud
Technology 

40,000 smal lholder farmers accessing insured agriculture farm input credit
for  10 Value chains in the next  2years.
Training 20,000 smal lholder farmers on cl imate-smart  agr icultural  pract ices
and agricultural  f inancing 
Demonstrat ion of  at  least  f ive val idated technologies and innovations to
support  value chain-specif ic  cl imate-smart  agr iculture.
Expand to other East  Afr ican rural  smal lholder farmers over the next  5 years 

FARMER ACQUISITION

CUSTOMER ACQUISITION

CURRENT STATUS

FUTURE PLANS



Smallholder farmers in Zimbabwe and the surrounding SADC region lose up
to 40% of their  crops before harvest  due to late diagnosis of  pests ,  and
diseases 
Further  damage is caused by a misdiagnosis of  problems affect ing crops
and the use of  incorrect  t reatment methods

Current ly  target ing 1150 farmers in Norton,  Katanga,  and Mazowe regions
Reach farmers via Zimbabwe Farmers union,  local  extension off icers and
WhatsApp groups with farmers
Farmers register  and send a picture of  their  crop to diagnose i f  anything is
wrong

COMPANY OVERVIEW
Started production 2020 and launched an ini t ia l  test  pi lot  for  farmers '  use via a
mobi le app and later  rei terated to WhatsApp.

PROBLEM SITUATION

BUSINESS MODEL
eAgro is  a WhatsApp and text-based chatbot that  assists in ident ify ing plant
damage from pests ,  diseases and nutr ient  def iciency with the help of  machine
learning.  With one photo of  the crop,  Cropfix  diagnoses crops and offers
treatment.   

OPERATING MODEL
The eAgro model  has 3 important  stakeholders -  farmers,  agro-dealers and
farming organizat ions such as non-governmental  organizat ions,  insurance
firms,  and banks.

FARMER ACQUISITION

eAGRO
Final ist

Location:  Harare,  Zimbabwe
Website:  https://eagro.co.zw/ 

https://eagro.co.zw/


The system picks up the disease and shows them where to buy the nearest
chemicals v ia agro-dealers 
eAgro makes money when farmers register  and when agro-dealers pay their
seasonal  subscript ion

eAgro acquires customers through farming groups targeted advert isements,
Zimbabwe Farmers Union,  and Empower Bank.
Onboard the major i ty  of  customers through partnerships.  For example,  the
United Nations pays for  600 farmers using the eAgro platform
Working on partner ing with insurance and banking f i rms to help underwrite
insurance based on act ionable data of  pest  movement.  

Smal lholder farmers with access to WhatsApp or  text  services aged between
18-45 years 
Insurance f i rms,  banks,  and agro-dealers 

Ful ly  developed appl icat ion with proprietary algori thms patent f i led with
ZIPO 
Over 250,000 images with 87% accuracy in detect ion.  
Covers over 20 major  crops and plants.  
Completed 3 pi lots working with over 1 ,000 farmers
Incubated at  Anzisha Pr ize for  Young Entrepreneurs (MasterCard
Foundation) 
Set  up an 8-member strong team working on technology and customer
act ivat ion
Winner of  Potraz Innovation in Agriculture Award (Telecommunicat ions
Board of  Zimbabwe) 

Increase Partnership with partner  organizat ions target ing renewing
contracts with UN and also gett ing FAO onboard
Expand to 2 ,250 farmers in the 2022-2023 transit ion through key
partnerships and targeted market ing
Break-even cost and expansion expenses in 2023 
Expand to other Southern Afr ica Cit ies over the next  2 years mainly  Zambia
and Malawi

CUSTOMER ACQUISITION

TARGET MARKET

CURRENT STATUS

FUTURE PLANS



Farmers lack access to f inancing,  which means they cannot invest  in the
productiv i ty  of  their  farms'
Banks don’t  lend to farmers because they don’t  fulf i l  the requirements
(col lateral ,  salary statement)  that  banks require 
Informal  money lenders charge interest  rates that  are so high i t  does not
make f inancial  sense for  a farmer to use them for  investments

B2B:  The company provides i ts  partners with technology that  digit izes their
operat ions.  Emata provides this product for  free and in exchange uses their
data and lends i t  to their  farmers.
B2C:  The company lends to farmers.  Emata’s partners get  great  software and
can reward the loyalty  of  their  farmers through loans.  Further ,  farmers get
loans that  are up to 5x cheaper than other opt ions.

COMPANY OVERVIEW
Emata disrupts the $240bn farmer f inancing need in Afr ica by providing
affordable ,  digital  loans to farmers so they can invest  in the productiv i ty  of
their  farms.  The company digit izes the ful l  process,  f rom data col lect ion,
alternat ive credit  scoring,  to loan disbursement.  Credit  scoring uses machine
learning to overcome the barr iers tradit ional  lenders face.  Emata received the
lending l icense in December 2020 and started lending to farmers in Uganda in
February 2021.

PROBLEM SITUATION

BUSINESS MODEL
1.

2.

OPERATING MODEL
The Emata model  has 2 important  stakeholders – farmers and agricultural
middlemen (cooperat ives,  aggregators).

EMATA
Final ist

Location:  Kampala,  Uganda 
Website:  https://www.emata.ug/

Promoters:  Li l l ian Nassanga & Maren Bjørgum
 Contacts:  l i l l ian@emata.ug & maren@emata. io

https://www.emata.ug/


Current ly  target ing 70 partners signed,  10,000 registered farmers,  and
coverage of  4 value-chains by the end of  2022.
The company partners with cooperat ives and aggregators to rol l  out  the
product.  This way,  reaching farmers at  scale ,  eff ic ient ly  col lect ing data for
credit  scoring,  and support ing farmers without a smartphone to apply for  a
loan.
The cooperat ive and aggregator staff  acts as Emata agents,  onboarding
farmers,  and applying for  loans via WhatsApp
Emata disburses the loans using Mobi le Money

The business model  targets smal lholder farmers in East  Afr ica and
cooperat ives and aggregators that  have a farmer act iv i ty  funding gap

Lending to dairy  farmers in Feb-21 and expanded to maize farmers in Feb-22.
Expanding into oi l  seeds.
Part  of  the prest igious Si l icon Val ley-based accelerator  Plug and Play Tech
Center ,  as wel l  as IBM & Vi l lage Capital ’s  Hyper Protect  Accelerator ,
Bui l t  a  talented and dedicated team of 18 software developers,  data
scient ists ,  product managers,  and impact off icers 
Winner of  Catapult :  Inclusion Afr ica 2021,  Fintech Abu Dhabi :  The Search
Afr ica,  and Best Regional  Newcomer (East-Afr ica)  at  the Global  Startup
Awards

Expand into other value-chains in 2022,  and expand to other East  Afr ican
countr ies in 2023
Introduce savings and insurance products for  farmers
Leverage our data to provide data-dr iven agronomy advisory to accelerate
the growth of  our farmer base

FARMER ACQUISITION

TARGET MARKET

  
CURRENT STATUS

FUTURE PLANS



Farmers lack hands-on devices to invest igate their  farm soi l  status before
sowing and this leads them to lose the whole crop due to crop
incompatibi l i ty  
Lack of  appropriate marketplace for  farmers to sel l  their  produce

At the local  sel l ing centres,  farmers buy the device,  download the app,   and
register  for  market  l inkage providing service
Farmers request to register  for  the market  l inkage service
Omishtu-Joy sends f ie lds off icers to assist  the farmers and guide them on
how to use the system and market  l inkage web.  The digital  payment is  cal led
(elebirr ,  Amole)

COMPANY OVERVIEW
Launched in February 2019,  Omshitu-Joy produces crop productiv i ty
enhancement devices and appl icat ions as wel l  as a digital  market ing platform
to l ink farmers to the market.

PROBLEM SITUATION

BUSINESS MODEL
Omishtu-Joy provides a cr i t ical  agr iculture tech device,  a mobi le appl icat ion,
and a need-based fert i l izer  mix service to farmers and conducts short  t raining
for  them. Omishtu-Joy works with numerous local  partners.

OPERATING MODEL
Omshitu-Joy has two important  stakeholders -  farmers,  and end-
users/customers.

FARMER ACQUISITION

OMISHTU-JOY
1st Place Winner

Location:  Jimma, Ethiopia
Website:  http://omishtu- joy.com/

Promoters:  Boaz Berhanu &
Tigabu Abraham Sumamo

Contacts:  t igabri52@gmail .com &
boazict@gmail .com

 

http://omishtu-joy.com/


Omishtu-Joy has a special  department ‘Customer-gravity  ‘which gives the
product descript ion to diversif ied communit ies by their  language,  manner ,
and acceptance by the community.
Omishtu-Joy markets i ts  services to individuals through event sponsorships,
mal l  promotions and fairs ,  targeted Facebook ads,  f i rst - t ime user discounts,
referral  benefi ts and r ider  merchandise
Working with 100 local  franchising and service giv ing centres that  bui ld
good trust  for  our  customers to get  answers for  their  any queries in addit ion
to our website

Customers:  Farmers
Agricultural  research centres,  universit ies ,  investors 
Agriculture organizat ions

Ful ly  developed the device and mobi le appl icat ion 
Completed regional  franchising centres instal lat ion
Target ing 55 mil l ion farmers in the East  Afr ican region
Incubated at  KOICA ICT innovation centre

Opening addit ional  branches in Ethiopia and across Afr ica 
Conducting deeper research on product enhancement and customer
sat isfact ion 
Launch farmer insurance service (broader than current  offer ing)

CUSTOMER ACQUISITION

TARGET MARKET

  
CURRENT STATUS

FUTURE PLANS



Yield productiv i ty  has been decl ining for  3 decades for  most crops
For context ,  the productiv i ty  of  grains in Afr ica is  less than half  of  the global
average.
Farmers lack access to the latest  (and cl imate-smart)  information leading to
their  inabi l i ty  to improve yield ,  and increase income.
Inadequate electronic registrat ion and update of  farmers '  records inhibit
their  access to addit ional  services 

COMPANY OVERVIEW
Rural  Farmers Hub (RFH) is  a business innovation leveraging ICT (mobi le
phones & big data)  that  supports farmers,  corporates and industr ies to make
better  agr ibusiness decisions through data-dr iven and precision advisory
services on improving crop yield and market  l inkages.  I t  was founded in 2018 by
Segun Adegun,  a development professional ,  and Gabriel  Eze,  a tech professional
and commercial  farmer.  

PROBLEM SITUATION

BUSINESS MODEL
RFH’s core product offer ing is  Capture,  a  crop and soi l  health advisory service,
which costs $7/hectare a month or  $28/hectare for  a season.  Once farmers
have been registered on our platform,  RFH is also able to offer  them addit ional
agricultural  services based on their  needs (machine rental ,  fert i l izer  sales,  etc) .
Some of these services are current ly  operat ional  which can br ing in up to $90 in
addit ional  revenue per user.

OPERATING MODEL
RFH model  has 2 important  stakeholders -  farmers,  farmer cooperat ives,
development organizat ions,  nonprofi ts ,  agro-al l ied and chemicals businesses,
and f inancial  inst i tut ions.

RURAL FARMERS HUB
2nd Place Winner

Location:  Abuja,  Niger ia 
Website:  https://ruralfarmershub.com/

Promoter:  Gabriel  Eze
Contacts:  gabriel@ruralfarmershub.com 

https://ruralfarmershub.com/


Current ly  target ing commercial  smal lholder farmers in the West Afr ican
Region
RFH agents vet  farmers and register  them onto the platform offer ing them a
contract
A contract  means farmer and RFH co-decide farming decisions from pre-
plant ing to harvest
The farmer makes payment to RFH
The farmer 's  geographical  coordinates are recorded by the agent on the
platform
Big data of  the farm's coordinates are processed using a proprietary (soon
to be patented) algori thm
This process generates recommendations based on the farm’s current
status.
Recommendations include techniques for  improving soi l  qual i ty  and amounts
of fert i l izer  appropriate to the farm’s current  s i tuat ion
The farmer receives recommendations in real - t ime via SMS,  voice cal ls ,
apps,  and in-person.
RFH maintains a network of  extension workers who regular ly  v is i t  farmers to
check on their  progress
Extension workers remotely monitor  the status of  farms and provide farmers
with addit ional  guidance remotely

Customers:  Agri  extension workers in the age group of  15-29 years who are
tech-savvy (may also be in the 30-40 years age bracket)
Farmers,  cooperat ives,  development organizat ions,  nonprofi ts ,  agro-al l ied
and chemicals businesses,  and f inancial  inst i tut ions are in the bracket of
our customers.

Ful ly  developed mobi le and web appl icat ion with proprietary locat ion
algori thms 
Completed a 6-month pi lot  working with 2 ,000 farmers and 2 customers
(Sasakawa SG2000 Niger ia and National  Agricultural  Extension Research &
Liaison Services with support  from AGRA)
Completed a 6-month pi lot  working with 1 ,000 farmers and 2 customers (GIZ
CARI and GIAE)
Incubated at  Airbus BizLabs,  Shel l  Foundation x Seedstars ,  VC4A,  GIZ SAIS,
and SBC ASIP incubators
Set up a 14-member strong team (43% women) working on technology and
customer act ivat ion
About 200-member network of  extension workers
Winner of  Generat ion Afr ica 2021 Award,  Pitch AgriHack 2021,  Enterpr ise
Innovation Fund 2021
25,000+ customers acquired

FARMER & CUSTOMER ACQUISITION

TARGET MARKET

  
CURRENT STATUS



Continue commercial  rol lout  in more Afr ican markets
Onboard ~10 key corporate customers and 5 mil l ion customers/farmers on
the platform in 24 months
Setup demonstrat ion plots in farming communit ies
Launch the mobi le app for  farmers (DIY) ,  removing the need for  extension
workers
Scale offer ing to include data mining and warehousing,  ag insurance,  and
machine rental  (Uber style)

FUTURE PLANS



challenge program
winners

The winners of  the Afr ica AgTech & Inclusive Insurance Chal lenge wi l l  receive a
total  of  $50,000 USD.The winners are:

1ST PLACE
Omishtu-Joy

Ethiopia

2ND PLACE
Rural  Farmers Hub

Nigeria

3RD PLACE
Agrotech+

Kenya



sankalp africa
summit 2022 
partnership
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Program Manager

Global  Index Insurance
Faci l i ty  (GI IF)

 

Lara Mengarel l i
Vice President

BlueOrchard

Jamie Smouse
Global  Head of  Insurance

Internat ional  Finance
Corporat ion ( IFC)

Levan Shalamberidze
Global  Insurtech Lead
Internat ional  Finance

Corporat ion ( IFC)

Anouk Aarts
Pol icy Advisor ,  F inancial

Sector  Development
Netherlands Ministry  of

Foreign Affairs
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Here is  some important  documentat ion that  are relevant for  this session:

IMPORTANT LINKS

I tem Links

Presentat ions Made Link

Ful l  Session Recording Link

CONTEXT
Climate change is  increasing extreme weather events,  and Afr ica is  great ly
exposed.  Similar ly ,  Covid-19 has laid bare long- ignored r isks,  including
inadequate health systems,  gaps in social  protect ion,  and structural
inequal i t ies.  In sub–Saharan Afr ica,  statutory social  securi ty  schemes cover
only about 10% of the economical ly  act ive populat ion.  Insurance,  therefore,
offers a v iable opt ion to support  economic development in Afr ica across three
main areas:  improving individual  and household resi l ience,  improving business
resi l ience and productiv i ty ,  especial ly  for  medium and small  s ize businesses,
and developing demand and supply of  capital  through premium col lect ions that
are more eff ic ient  to invest  and manage.  Insurance coverage remains low at
1.3%,  1.2% and 1.2% in North Afr ica,  East  Afr ica,  and Francophone Afr ica
respectively.  There are several  chal lenges in increasing access to insurance
with conventional  insurance business models:  a large proport ion of  people
engaged in unorganized sectors in rural  areas;  high distr ibut ion costs;  lack of
data and analyt ics;  h igh customer acquisit ion costs and high costs of  customer
education.  Insurtechs have emerged as a v iable solut ion to increase adoption
as they innovatively  solve these problems by leveraging technology to disrupt
tradit ional  insurance value chains.  Insurtechs are quicker to pivot  and leverage
new technologies to create a digital  infrastructure that  increases eff ic iency in
the distr ibut ion of  insurance,  for  instance.  

SESSION DETAILS
This session was hosted vir tual ly  on Tuesday,  March 1st ,  2022 from 3:00pm to
4:30pm EAT.

https://www.dropbox.com/sh/rwfqsbide598491/AACFcXuaJ5Sd6VNabAWEMqLDa?dl=0
https://youtu.be/wVcPlX2nB-I


KEY INSIGHTS

How insurtech is  helping br idge the insurance and protect ion gap to address
the economic development chal lenges faced by vulnerable households,
farmers,  and smal l  businesses?
Afr ica’s potent ial  as an attract ive growth market  for  investors – with the
highest number of  insurtechs compared to other emerging markets
Opportunit ies and chal lenges faced by insurtechs in Afr ica
How the Global  Index Insurance Faci l i ty  (GI IF)  has been crowding- in
insurtech products and services across several  markets in Afr ica.

The Panel  brought together a team of experts who wi l l  share their  v iews and
experience in insurtech,  specif ical ly :  

INTRODUCTION
Insurance penetrat ion remains low in Afr ica despite an increase in f inancial
inclusion in the continent ,  this provides a potent ial  for  growth of  the market
including support  from investors.  Surpr is ingly ,  Covid has helped in increasing
penetrat ion and adoption of  tech through the use of  onl ine appl icat ions by
making i t  easier  and cheaper to connect to service consumers.

Some of the key factors hindering penetrat ion include trust  issues,  cultural
bel iefs and the complexity  of  products (Some insurance f i rms don’t  make their
products more contextual  and easier  to understand).  Insuretech is  in a posit ion
to help curb some of these issues through feedback from user technology,
designing and changing the products for  easier ,  faster  and more f lexible
operat ions.

As such GIIF 's  analyt ical  work is  focusing on Insuretech mapping in Afr ica.  GI IF
is working towards ident ify ing insurtech companies and technology solut ion
providers for  insurance companies including in the agr i  and SME insurance
space and col laborat ing with a few promising markets to help with f inance and
advisory services by the IFC f intech team. 

Reasons for  IFC investments in the insurance sector  are due to the potent ial
promise of  insurance and technology to expand access to this product.  



The l i fe protect ion gap is  est imated at  wel l  over  $400 bi l l ion.  400 tr i l l ion of
ret i rement savings wi l l  be required by 2050.
The health protect ion gap is  est imated at  over  $300 bi l l ion.  This leads to about
over 100 mil l ion into poverty every year due to the high cost of  health care.  
Cybercr ime is expected to cost  $10 tr i l l ion by 2025.  These gaps are part icular ly
large in emerging markets which grow at  5% faster  than developed markets.
China and the Swiss have outsized this inf luence by creat ing more money with
insurance premiums whi le in Afr ica,  S.A dominates the market  by making over
two-thirds of  premiums on the continent.  

Replacing expensive distr ibut ion models with nimbler  and better  channels
through the use of  technology and the internet  to make i t  easier ,  faster  and
flexible.
Better  analyt ics of  t radit ional  products or  improving the product design
Having a direct  dialogue with cl ients opposed to having different  layers in
between which improves the trust  in  their  services.

PROBLEMS
Signif icant gaps exist  across the three main insurance segments:

SOLUTIONS
Solut ions to help increase penetrat ion of  insurance include:

KEY TAKEAWAYS
Insurtech provides a source of  innovation and growth (made over $10 bi l l ion last
year) ,  i t  makes transactions throughout the value chain eff ic ient ,  sett les claims
faster ,  increases customer engagement through products l i fet ime and helps reach
remote areas esp.  using telemedicine and agri -products.  Non- l i fe insurtech in retai l
and SME segments l ike motor insurance has also increased.



CLOSING REMARKS
Insuretech is  making big steps and has enabled the scal ing up of  t radit ional
ini t iat ives that  try  to reach low-income groups.  In the next  ten years,  we can
speed things up l ike never before by having better  developments and posit ive
impact.  However ,  insuretech has room for  growth as there are many
opportunit ies that  entrepreneurs can unlock i f  they ' re wel l  supported.

Narrowing the insurance gap is  key to foster ing economic development in
emerging markets.  Insuretech in partnership with digital  innovators ,  t radit ional
insurance and other part ies is  real ly  essential  to ensure products are
accessible ,  affordable and relevant to the target  audience for  a better  customer
journey.  Investors should push companies towards a reduction in transaction
costs and scal ing up companies’  business models.

The current  insurance market  ( in Sub-Saharan Afr ica)  is  est imated at  $70 bi l l ion
and is  the second-fastest-growing market  for  insurance global ly ,  only after
Lat in America.  - -  Levan Shalamberidze

In order to digit ize insurance,  t radit ional  insurers themselves can digit ize their
products.  They can also do so through strategic partnerships.  This would help
develop and effect ively  distr ibute products to the target  audience - -  Lara
Mengarel l i



Metric Key Numbers

Reach 1,274,235

Interact ions 160,182

Video Views 245,275

SEEN & HEARD ON SOCIAL MEDIA

"The current  insurance market  ( in Sub-
Saharan Afr ica)  is  est imated at  ~USD 70
bi l l ion and is  the second-fastest-growing
market for  insurance global ly ,  only  after

Lat in America."
Levan Shalamberidze

Senior  Insurance Special ist
Internat ional  Finance Corporat ion ( IFC)



" In order to digit ize insurance,
tradit ional  insurers themselves can

digit ize their  products.  They can also
do so through strategic partnerships.

This would help develop and
effect ively  distr ibute products to the

target  audience."
Lara Mengarel l i
Vice President

BlueOrchard
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02 DE-RISKING WOMEN FARMERS
THROUGH INNOVATIVE INSURANCE
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SESSION DETAILS
This session was hosted vir tual ly  on Wednesday,  March 2nd,  2022 from 3:00pm
to 4:30pm EAT.



Here is  some important  documentat ion that  are relevant for  this session:

IMPORTANT LINKS

I tem Links

Presentat ions Made Link

Ful l  Session Recording Link

CONTEXT
In  developing countr ies in Afr ica,  women play a central  and cr i t ical  role in
agriculture ,  with about 62 per cent of  them involved in farming.  Yet ,  Afr ica 's ful l
agr icultural  prospect remains lower than the rest  of  the world for  i ts  fai lure to
leverage the talents of  both female and male farmers.  

In Niger ia ,  about 70% of rural  female-headed households der ive their  pr imary
source of  l ivel ihood from agriculture.  These women farmers involved in
agricultural  production are faced with cl imate change r isks and production
constraints.  Although rural  women farmers are act ively  engaged in agr icultural
production act iv i t ies ,  they have l imited access to productive farm resources
and a lower production rate compared to men.  These l imitat ions have affected
women's performance in agr iculture.

Agricultural  and cl imate r isk insurance are strategical ly  crucial  to protect ing
small  farms against  weather events,  strengthening l ivel ihoods,  bui lding their
resi l ience,  and reducing their  vulnerabi l i ty .  However ,  t radit ional  agr iculture
insurance and other products are either  above the average farmer 's  budget ,
pr imari ly  designed with the male head of  household as the intended cl ient ,
(fai l ing to recognize women's cr i t ical  role ,  f inancial  needs,  and constraints)  or
more often that  not  cases completely  obscure to farmers that  would benefi t
most from them.

https://www.dropbox.com/sh/p6elo5oipqt55gl/AABK-Qlq9xRWgfBCWKEQ-Dlza?dl=0
https://youtu.be/WCzJ4DJzXmo


According to the Food and Agricultural  Organizat ion's est imate,  women farmers
worldwide could increase their  y ie ld by up to 30 per cent i f  they are provided
with the same access to resources as their  male counterparts.  This increase in
yields could result  in  up to 150 mil l ion fewer people going hungry.

This v ir tual  session sought to improve the overal l  understanding of  rural  women
farmers '  l imited access to agr iculture and cl imate r isk insurance,  share key
insights on current  work focusing on gender-smart ,  d isaster  r isk ,  and f inance
solut ions,  and insurers '  role in addressing these chal lenges.

In this session,  the IFC's Global  Index Insurance Faci l i ty 's  team presented
market research to better  understand the needs and preferences of  women rural
farmers and agribusiness and women-led smal l  and medium enterpr ises in
Niger ia.  IFC also presented the SheforShield:  Insure Women to Better  Protect
Al l  report  -  an analysis of  the state of  the women's insurance market  and the
business case for  insurers to target  women as customers and employees in
developing markets.

Panel l ists presented market  research,  innovative agr icultural  insurance,  and
digital  products aimed at  providing women smallholder farmers in rural  areas
coverage from cl imate and production r isks improving farming pract ices and
income in their  respective regions.  They discussed mult iple implementat ion
chal lenges related to product design,  distr ibut ion channels ,  factors inf luencing
l imited access,  and recommended solut ions to more inclusive insurance.

KEY INSIGHTS
BACKGROUND ON THE WOMEN'S INSURANCE MARKET OPPORTUNITY
There are var ious constraints that  are increasing the vulnerabi l i ty  of  women
such as prevai l ing gender norms,  discr iminat ion,  underrepresentat ion,  and
l imited access to f inance and resources shaping the gender dimension of
cl imate r isk.   Women's increased economic part ic ipat ion and evolving societal
roles are key growth dr ivers in the women's insurance market  opportunity.  With
more women leading single-headed households,  there is  an increased need for
r isk mit igat ion and protect ion tools that  support  them and their  famil ies ,
especial ly  in  the areas of  healthcare and education.

Women are actual ly  more valuable cl ients for  insurers because they are more
wil l ing to spend on insurance because they need more protect ion for  both
themselves and their  family.  Insurance can help manage r isks for  rural  women,  
 though there is  a gap between the awareness and the share of  insurance
companies,  the avai labi l i ty  of  products in the market ,  and the needs and
preferences of  women customers.  Trust  is  especial ly  a important  factor  for  this
demographic due to their  previous negative experiences with insurers.

https://www.ifc.org/wps/wcm/connect/industry_ext_content/ifc_external_corporate_site/financial+institutions/priorities/access_essential+financial+services/global+index+insurance+facility


Bui lding intel l igence is  the f i rst  step in understanding and ident ify ing
opportunit ies in the women's insurance market.

The lack of  sex-disaggregated data col lected and analyzed by insurers about
their  customers reduces the abi l i ty  to ident ify  gaps and implement correct ive
measures.  Col lect ing and analyzing sex-disaggregated data to measure the
current  customer portfol io ,  ident ify  t rends and preferences in purchasing,  and
see potent ial  opportunit ies to cross-sel l  is  essential  to establ ish the business
case and determine potent ial  prof i t  through a targeted approach to the women's
market.

The economic impact of  Covid-19 has been devastat ing by worsening the
gender gap including the f inancial  protect ion of  women. Women's increased
l ikel ihood to work in the service industry and the informal  sector ,  combined
with their  roles as caretakers ,  led to women being disproport ionately  impacted
by Covid related lockdowns and with l i t t le- to-no economic support .  Insurers can
help support  women from the last ing impacts of  Covid-19 by tai lor ing solut ions
that promote their  economic recovery and offer  access to advice and resources
that help them navigate the new normal.



According to IFC's 2015 SheforShield report ,  the global  women's insurance
market opportunity  is  est imated to be approx.  $1.7 Tr i l l ion.  Women stand to
become a strong cl ient  base for  insurers as they play a signif icant role in
economic growth within emerging economies and global  markets.  The
SheforShield report  found that  women are more incl ined to buy insurance
pol ic ies for  themselves and their  famil ies compared to men.  
Insurance companies need to conduct in-depth market  research on the
women's segment to understand the needs,  preferences,  and behaviours of
var ious sub-segments of  women. Once this research is  completed,  insurers
can design solut ions tai lored to their  needs,  improve distr ibut ion channels
to ref lect  women's preferences,  and create partnerships to increase women's
awareness and trust  in  insurance
Based on GIIF 's  research conducted with rural  women smallholder farmers in
Niger ia ,  insurers should know that  whi le rural  women are interested in
insurance,  they lack the awareness of  how insurance can benefit  them and
do not trust  insurers due to low payout rates.  Women revealed that  i f  they
were to purchase insurance,  they would prefer  to pay their  premiums at  the
end of  the season to best  accommodate their  other  expenses.  The types of
insurance solut ions of  interest  to these women include;  innovative health
insurance,  increase awareness and one-on-one communicat ion,  pre-f inanced
insurance premiums that  can be deducted from farm input loans would help
avoid destruct ion,  addit ional  distr ibut ion channels ,  more t imely claim
payouts,  and employing more women as staff  to bui ld trust .

KEY HIGHLIGHTS
1.

2.

3.

https://www.ifc.org/wps/wcm/connect/7a8950dd-db88-4d52-8b88-fbeb771cf89c/SheforShield_Final-Web2015.pdf?MOD=AJPERES&CVID=nZh46on


Metric Key Numbers

Reach 1,277,811

Interact ions 61,809

Video Views 228,612

SEEN & HEARD ON SOCIAL MEDIA

"Penetrat ing the women's market  is
good business,  not  social

responsibi l i ty . "
Fatou Giwa

Women's Insurance
Program Global  Lead,

Internat ional  Finance Corporat ion



"Trust  is  a key issue for
insurance,  i t  is  the core issue

of insurance."
 Rose Gosl inga

Co-CEO and Co-Founder ,
PULA

"We need to bui ld evidence and knowledge on
women's needs across sectors and prof i les of
women to understand what quest ions need to

be asked in the design and implement
insurance programs for  women."

Tuga Alaskary
Advisor ,  and Lead of  the
Centre of  Excel lence on
Gender-smart  Solut ions,

InsuResi l ience Global
Partnership
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INCLUSIVE INSURANCE IN AFRICA:
SCALING PROTECTION FOR THE
MISSING MIDDLE

SESSION SPEAKERS

SESSION DETAILS
This session was hosted in-person on Fr iday,  March 4th,  2022 from 3:00pm to
4:30pm EAT. The session was l ikewise joined via Zoom by a few individuals ,
including Isaac Magina,  one of  the speakers.

Here is  some important  documentat ion that  are relevant for  this session:

IMPORTANT LINKS

I tem Links

Presentat ions Made Link

Ful l  Session Recording Link

https://www.dropbox.com/sh/2l9shwt5dzb9r1h/AACe08QxMAcIrgKGijQKWQgra?dl=0
https://www.youtube.com/watch?v=d4cUWSGqgbQ&feature=youtu.be


Climate-related natural  disasters have increased in frequency and sever i ty  s ince
2000 cost ing economies $268 bi l l ion per  year between 2008 and 2018.
According to the FAO,  drought resulted in $29 bi l l ion worth of  losses in crop
and l ivestock production in developing countr ies.  The WHO est imates that
cl imate change causes health-related damage est imated to reach $2-4 bi l l ion
per year by 2030.  Global ly ,  the protect ion gap – the port ion of  economic losses
not covered by insurance – was 60 per cent in 2018 and at  i ts  lowest level  s ince
2005.  The poor (uninsured smal lholder farmers and MSMEs in emerging
economies) experience the effects of  natural  disasters and the protect ion gap
the most as they lack the means to insure against  these shocks.  I t  is  against
this backdrop that  the InsuResi l ience Global  Partnership has set  out  to del iver
the benefits of  insurance and cl imate resi l ience to 150 mil l ion people by 2025 –
as out l ined in i ts  Vision 2025.  IFC through the Global  Index Insurance Faci l i ty
and a new init iat ive – the Afr ica Inclusive Insurance Program – wi l l  contr ibute
to increasing access to innovative and scale-responsive micro- insurance
products for  the missing middle to enhance their  resi l ience to cl imatic shocks
impacting on health ,  l ivel ihoods and business continuity.  Inclusive insurance is
cr i t ical  to f inancial  inclusion,  community stabi l i ty  and overal l  sustainable
development ,  as i t  empowers individuals ,  famil ies and MSMEs to make choices,
they would otherwise not be able to make.  

Industry experts and the audience unpacked recent trends in inclusive
insurance,  the potent ial  market  opportunity  as wel l  as the regulatory reforms
required to increase coverage for  Afr ica’s rural  poor and MSMEs. Deep insights
into the emerging trends in the inclusive industry ecosystem in Afr ica including
the nexus with insurtech,  gender ,  health insurance and business continuity
insurance were surfaced.  

CONTEXT



KEY INSIGHTS

S imple (pol icy ,  condit ion,  market ing and procedure) ,  
Understandable (Clear ly  state what is  covered) ,  
Accessible (purchasing,  pr ice and premiums) 
Provide Value for  money (Opportunity  cost  of  being insured or  not)  and 
Eff ic ient  (benefi t  the insurer ,  insured and re- insured)

The penetrat ion of  insurance is  quite low. We need to apply leverage and
ensure penetrat ion in Afr ica otherwise we wi l l  be left  vulnerable and highly
exposed.  
Coverage of  insurance is  low ( insurance only covers 2%)
Demand and supply chal lenge (missing component)

Afr ica is  in a precarious posit ion in terms of  cl imate and this is  because many
diseases are usual ly  attr ibuted to i t .  We are also est imated to lose around 30%
of the GDP by 2030 due to cl imate.  We are open to r isk exposure.  Because
cl imate dr ives us,  nature and agriculture are dr iven by rain which means that
loss of  rain adversely affects production more so i t  a lso increases global
warming.  
Inclusive insurance is  about reaching the base of  the pyramid,  reaching the
under-served and the uninsured in the society whether insuring for  Agriculture ,
infrastructure or  t ransport .  

The SUAVE framework has made i t  easy for  cl ients to understand insurance.  I t
states that  insurance products should be:

IFC's new program (Inclusive Insurance for  Afr ica)  aims to reach a number of
countr ies in Afr ica to help scale ecosystems in sectors such as health ,  c l imate
resi l ience,  agr i - insurance and business continuity ,  especial ly  for  the missing
middle (MSMEs) which faced the biggest hurdle with the Covid-19 pandemic.
The four program pi l lars for  scal ing insurance include:  bui lding inclusive
insurance products,  strategic partnerships to help reach the last  mi le ,
promotion of  digital  insurance and women inclusive insurance ( invisible/
missing middle) .

RISKS
Risk markets in 2021 show that :

1.

2.
3.

Therefore,  we need to strategize on how to:  support  r isk mit igat ion and
adaptat ion,  pool  r isks together ,  use Insuretech to improve customer journeys
and scale solut ions and provide credit  f inancing.  This means that  we need to
develop an environment that  is  enabl ing for  market  growth and innovation.



We need to look at  three states:  the current ,  possible and what should be
aspirat ional .  Current ly ,  the r isks we are facing show that  we might always be
food insecure.  A possible solut ion is  we can improve l ivel ihoods by addressing
the part icular  r isks by increasing access to f inance and agriculture services.
Aspirat ion,  we can bui ld a farmer-centr ic  model  by transforming them into smal l
agr ibusiness for  sustainabi l i ty .

KEY OUTPUTS
There is  a need for  communit ies to understand the value of  insurance and own
the purpose.  I t  is  important  to design products that  cl ients understand as this
increases the reason for  buying insurance.  We have to develop products with a
demand-dr iven approach and not supply.  Farmers have var ied reasons for
needing insurance and we need to be broad-minded on what the smal lholder
farmers needs which might not  always be conclusive to agr iculture.

We need to understand the revenue streams of the smal lholder farmers and
have consultat ive talks to understand their  c i rcumstances and issues to f igure
out what products to use or  insurance to provide.  This increases the use of  new
concepts on how technology can come in place to offer  more protect ion to
smallholder farmers which leads to more classes being pul led in.

CLOSING REMARKS
Afr ica offers an untapped front ier ;  a  space for  competit ion for  the next  decade
through design,  creat ion of  products and use of  bundl ing in the plethora of
groups.  We need to digit ize to help reduce transaction costs.  The government
and stakeholders should also invest  in awareness bui lding and publ ic
education.

We have a lot  of  opportunit ies in this space,  we require a concerted effort  with
stakeholders and joint  col laborat ives which hold the key to how fast  we
advance these object ives of  cl imatic insurance.  Development agencies and the
government have a duty to contr ibute toward the betterment of  humanity.



Metric Key Numbers

Reach 88,951

Interact ions 32,325

Video Views 32,272

SEEN & HEARD ON SOCIAL MEDIA

" Industry needs to
design for  the micro

customer."
Dr.  Hassan Bashir
Executive Director ,
Agent for  Inclusive

Insurance Development

" Inclusive Insurance wi l l  p lay
a great  role in improving the

l ives and economy of people."  
Isaac Magina

Head of  Agriculture
Underwrit ing and Market ing,

Afr ican Reinsurance
Corporat ion

 





Entrepreneurs are at  the heart  of  Sankalp,  and the Sankalp Team worked hard to
ensure that  the enterpr ises got unparal le led visibi l i ty  to the Sankalp community
of investors ,  and entrepreneur support  organizat ions.   The enterpr ises
part ic ipated in both vir tual  programming as wel l  as in-person programming of
the Sankalp Afr ica Summit.

PITCHING SESSIONS
The Sankalp Afr ica Forum had three sessions dedicated to featur ing enterpr ises,
with the intent ion of  exposing them to Sankalp’s investor  community.  

1. Entrepreneur Slumber Party |  Pitches from Seed Stage Entrepreneurs  on
March 1st  from 7 pm to 9 pm EAT
2. Entrepreneur Slumber Party |  Pitches from Early Growth Stage Entrepreneurs
on March 2nd from 7 pm to 9 pm EAT

These Slumber Part ies are an opportunity  for  ear ly-stage companies operat ing
across sub-Saharan Afr ica to pitch to investors looking to deploy capital  into
early-stage companies that  are post-revenue.  Entrepreneurs had the opportunity
to pitch and answer quest ions from the audience.  

opportunities for the
entrepreneurs



3. Female Founders '  Showcase  on March 1st  from 3 pm to 4:30 pm EAT

The Female Founders’  Showcase is  a platform that  connects high potent ial
companies founded by women to angel  investors ,  venture capital ,  and pr ivate
equity  companies with the aim of helping them raise capital  and accelerate their
growth.  The format is  s imi lar  to the slumber part ies ,  but  only women founders
are featured.

Here is  a summary of  which entrepreneurs part ic ipated in which pitching
sessions:

Session
Attendance

102

81

88

Links to Session Recordings

Entrepreneur Slumber Party
Early  Growth Stage

Entrepreneur Slumber Party
Seed Stage

Female Founders '  Showcase

Date

March 2nd

March 1st

March 1st

Enterprises
Pitching

Emata,
Omishtu-Joy

eAgro,
Agrotech+

 

Agrotech+

*Note:  Gabriel  Eze of  Rural  Farmers Hub was scheduled to pitch at  the March 2nd Slumber Party ,
but  had chal lenges with his f l ight  which led to a reschedule.  He,  therefore,  did not  get  the
opportunity  to pitch vir tual ly  at  Sankalp.

ENTREPRENEUR TO INVESTOR DEAL ROOM
The Deal  Room is a platform where Sankalp make personal ized connections
between investors and entrepreneurs,  based on the stage,  sector ,  and t icket  s ize
of both the entrepreneur and the investor 's  appeti te.  We have made direct
connections for  Emata,  Agrotech+ and eAgro and each entrepreneur was
connected direct ly  to two unique investors in the Deal  Room. The object ive of
the Deal  Room is to seed conversat ions with investors ,  which can be carr ied
forward in the future.  Investment deals take months,  i f  not  years ,  to close,  but
conversat ions at  such fora are often a cr i t ical  touch point  in  the process.

https://www.youtube.com/watch?v=CKIqg5HZQvU
https://www.youtube.com/watch?v=1xYbKMMiCl8
https://www.youtube.com/watch?v=btZcyTDutbM


The GIIF got extensive coverage from var ious media houses from across Afr ica
gett ing visibi l i ty  for  the program and the entrepreneurs.   

media coverage



Thank you
FOR BEING PART OF THE SANKALP AFRICA

SUMMIT 2022!

We are in act ive planning for  continued engagement year-round through smaller
vir tual  convenings,  Sankalp Dialogues,  and new digital  content.  Fol low us on
LinkedIn ,  Facebook ,  Twitter ,  and YouTube  to stay engaged with us!

Save the dates in your calendar for  the Sankalp Global  Summit 2022,  which wi l l
take place in the fourth quarter  of  2022 in Mumbai ,  India.  I f  you are keen to co-
host a smal l  group or  sector-focused event ,  create and curate digital  content ,  or
are keen to partner  at  future events,  please reach out to us.  

Ariel le Molino
ariel le.mol ino@intel lecap.net

George Murage
george.murage@intel lecap.net

CONTACT US
Margaret Nakunza
margaret.nakunza@intel lecap.net 

Urvashi  Devidayal
urvashi .devidayal@intel lecap.net

https://www.linkedin.com/showcase/sankalpforum
https://www.facebook.com/SankalpForum
https://twitter.com/SankalpForum
https://www.youtube.com/c/sankalpforumlive
https://www.youtube.com/c/sankalpforumlive
https://www.youtube.com/c/sankalpforumlive
https://www.youtube.com/c/sankalpforumlive
https://www.youtube.com/c/sankalpforumlive
https://www.youtube.com/c/sankalpforumlive
https://www.youtube.com/c/sankalpforumlive
https://www.youtube.com/c/sankalpforumlive
https://www.youtube.com/c/sankalpforumlive
https://www.youtube.com/c/sankalpforumlive

