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Estimated Increasing Water Demand by 2020

MORE THAN AS MANY AS

PEOPLE PEOPLE
CURRENTLY LIVE IN COULD EXPERIENCE
WATER-SCARCE WATER SCARCITY IN
REGIONS. NEXT 5-10 YEARS.
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OF THE FOOD PEOPLE

FARMERS ARE MORE SUSCEPTIBLE TO

CLIMATE CHANGE

BY 2050 IN SOUTHERN HEMISPHERE

1ok, 1607

LESS MORE
CROP FOOD
YIELD NEEDED




77% FUTURE CROP GROWTH

THIS WILL BE ATTRIBUTED TO

FINANCING
OPTIONS

TECANOLOGY§ DEMAND

DRIP IRRIGATION MENTALITY
FERTIGATION SHIFTS

cLMATE REsISTANT B & [RAINING

S RAINS




BENEFITS OF DRIP
REDUCES WATER REQUIREMENTS
REDUCES LABOR
REDUCES WEED GROWTH & DISEASE
INCREASES YIELDS
ENABLES YEAR-ROUND FARMING

IMPROYES INPUT EFFICIENCY

MORE CROP PER DROP




High Potential for Smallholder Farmer Income

Impact of Drip, Inputs & Technical Assistance
on Farmer Earnings in Cambodia
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Irrigation

Area Equipped for Irrigation as a % of Agricultural Area

World |r”gﬂtEﬁ Area Mha
L[] Less than 0.87




AFRICA MARKET POTENTIAL
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LAND DRIP

THE SECTOR COULD GENERATE UPWARDS OF

US $21.1 BILLION

IN REVENUES AND SELL 84.6 MILLION DRIP IRRIGATION KITS




A Wealth of Information
Collected from the World’s Experts
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A Roadmap to Reach 1 Million Smallholders

An aggressive campaign will require collaboration. It will begin with

concentrated efforts in key regions.

Global
Pockets Opportunity
of Impact, & Regional Global
but not Scale Partnerships Initiatives Scale
@ @ @ @
30 year history 2015 2016 - 17 2017 - 2020




Our Question:

How can we unlock the global drip
BoP market opportunity?
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Insight:

and market access.



We must also unleash
- 3 .

a new class of micro-entrepreneurs

AR,

who can make a profitable business

of selling, training and providing services.
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Perception

Smallholder Mindset

Market Research Data:
Top Perceptions that Influence Purchase Decisions
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Parsonal service

Smallholders rely on

s, _
peer influence. g Brand loyaly

Lack of knowledge

CAumlity

Mistrust of
large corporations
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Benefits of Drip Not
Understood

Market Research Data:
Perceptions of the Benefits of Drip
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Irrigation will be aasier
Less labor time

Less water r&qu-red

= Easier farming overall

Increased crop yield
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Off season production
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Price &
Access to
® Finance

Market Research Data:

Obstacles to Willingness  Key Criteria

In;ight' Accessing to Spend in Access
* Irrigation to Finance
Technology
Prlce and availability of fmancmg are
o o = —— = —
among the Iargest obstacles to farn@ — L — s
- g ~=— e L m— = “E
accessing irrigation technology. N -
- d ‘.1" = T
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- Market Research Data:

Obstacles to Accessing Irrigation Technology
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Price & Access to Finance

Market Research Data:

Willingness To Spend
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Price & Access to Finance

Market Research Data:

Key Criteria in Access to Finance

Nominal Inleres! Rales

High
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Distributing to Smallholders

Market Research Data:
Where Smallholders Shop

Most Important
Agricultural Input Stores

Head of Coop / Lead Farmer

Insight: Kiosks / Village Bazaars
somewhal
T : . " i : Imporiant
By leveraging agricultural input Traveling Sales People
[ P . e AN
stores, we can increase the NGO
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footprint of information and a
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Least Important

products reaching smallholders.
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Insight:
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Word-of-mouth and

demonstration plots are the most

S 7 e T
I T A

X -. A- f : . s : h. - . .
T _é..'uv

effective promotional channels.

-

Word of Mouth / Lead Farmer / Viltage Expert

Promotion

Influencing Smallholders

Market Research Data:
Channels That Deliver Influence
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We need to share the burden of risk

with micro-entrepreneurs

in a balanced way 4

so that everybody wins.
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Case Study

Changing
the mindset

Early Majority

: Late Majorit
) Early Adopters , JONLY
Insights: -
Laggards
Innovators .

Early adopters are good promoters of

fl‘ .'..

demonstration farms, but the early

majority don’t follow automatically
INNOVATION ADOPTION LIFECYCLE
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Behaviour change is achleved best in groups:
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Case Study

Tight Value Chains

35 Million Households
Contract Farming

Smallholders
Loose Value Chains are d Iffe rent

165 Million Households
Surplus Sold in Informal
Markets

5 _ =g Sources:
Noncommercial = el - CGAP, 2013.

Smallholders - iDE Finance Paper, 2015.
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NGOs,
Governmental
Programs

Technical

P Assistance
Loans

300 Million Households
Subsistence Farming
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Loose Value Chainé

165 Million Households
urplus Sold in Informal Markets
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Case Study

n" 35 Million Households
Contract Farming
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