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REUTERS MARKET LIGHT

* Reuters Market Light is the first highly personalised
professional information for farmers in India.

 Launched in Oct 07 in Maharashtra, RML has over
170,000 subscribers across 12000 villages.

* By one estimate, RML might have reached up to a
million farmers in India.



CUSTOMER PAIN EMNATES IN THE AGRICULTURAL
SUPPLY CHAIN

Case in Point: India
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DISAGGREGATED DEMAND AND MULTIPLE
INTERMEDIARIES CREATE INFORMATION ASYMMETRY

= Up to 20% of unjustified price

= Poor price discovery in the variations of same crop in
value chain nearby markets
= Lack of accurate and timely = Farmers get as little as 25%
weather information value of the final price of their
raw produce vs. 40-50% in the
= |ack of reliable and timely US and the UK

information that affects prices
= Buyers pay premium up to
= Lack of timely information that 20% due to lack of information
affects productivity
=  35% of wastage in fruits and
vegetable markets

Source: University of Agriculture sciences, Technopak retail report, FICCI research, Primary research (n=2000), Trials (~ 600), McKinsey Faida report



Crop planning Selling
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CUSTOMER PAIN IS BOTH FINANCIAL AND EMOTIONAL

“If | had known timely and accurate information about
the price of mustard in Latur market, | would have
made 40% more money.”

“Heavy rains decayed my coffee berries. Had | known
this in advance, | would have harvested early and
reduced my heavy financial l0ss.”

‘I get a very poor price for my crop. | do not trust my
buyer. | take my produce to the market and have to
accept his money. | am not treated with respect.”



RML DIRECTLY ADDRESS CUSTOMER PAIN

RML provides personalised information that impacts customers livelihood and
productivity through mobile phones.

3-5 sms updates every day in local language sold on a subscription for 3, 6 and 12
months.

Mg AT Ase
g=rehielt o wueh
Local News and

Market data Weather Forecast Advisory

REUTERS

EACH INDIVIDUAL GETS WHAT HE WANTS.



The service model

Step 1 — Farmer purchases RML Scratch card from Agri input shops, local banks ,etc.
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Step 3 — RML starts delivering weather, market info,

news and crop info on Farmer’s mobile phone




RML WAS BORN IN THE REUTERS INNOVATION
PROGRAM IN JANUARY 2006

Launch and
Concept Piloting, detailed Production and Separate
testing and business market trial entity
Ideation and prototyping modelling and * Customer need * Bottom-up

» Do they need team build out * Price points financi_al and
on mobiles? « Top down sizing * Costs (at scale) operational

* Price points? « Bottom-up costing drivers

Research
* |s there a
need?

Seed Prototype Prototype Start-up 3-year
funding funding funding funding commitment
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FARMERS HAVE MADE SERIOUS MONEY DUE TO RML!

anikrao Gawade held back 70
‘Sold 100 bags of onion quintals of onions following RML
after following the prices news. In the next 20 days, realised a
and realised a benefit of 70% gain, made extra profit of
Rs. 50 per bag. i.e. total of £350, or nearly 33% of annual

Rs. 5,000”. 10% higher income.
profit. 5% of annual

“l sold my Soya bean crop
as soon as | heard of labourers in 3 instance
Bird flu incident and tfotalllfn£g8to 53- Gg-
Made Rs.30,000 ‘ e
which | wouldn’t have af




RML
Customer
Name

Mr. Nagare

Content

Price

Case Description

Mr. Nagare, a farmer in Abhi village in
Aurangabad district held back the sale of
1700 Q uintals of Maize he had harvested.
He kept tab on Maize prices and also
called up his Commission Agent in
Jalgaon (neighbouring district) to verify
the price movement. On O ctober 31,
2007 he was offered INR 610.00 Per
Quintal. On November 4, 2007, the rate
was INR 770.00 Per Quintal. Nagare sold
his maize on November 4, 2007 as soon
as he got the call from the Commission
Agent.

Subscription
period
(in months)

3.0

Crop
Subscribed

Maize

Quantity Offered Price RML Price
(in quintals) (Rs.MQuintal) (Rs.MQuintal)

1700.0 610.0, 770.0

Examples

Profit made
due to RML
in Rs.)

272000.0

ROI
Quarterly
(%)

155328.6%

Panjab Rao
Shelke

Price

In October, he received information
regarding soyabean prices would
increase. Therefore held back his sale of
30 quintals of Soyabean at
Rs.1200/quintal. 15 days later, he was
able to sell his produce at Rs.
1600/quintal

W eather

In O ctober, he received information about
incoming rain in his region. He told his
workers to store the stock carefully. There
was heavy rain the area and he was able
to save crop worth Rs. 15000

3.0

Soyabean

30.0 1200.0] 1600.0,

12000.0

Soyabean

NA NA NA

15000.0

15328.6%

Kailash
Narhari
Sonawane

Price

Early December, he received information
that prices of cotton would increase as
supply in the market was lesser than
expected. He held back his sale of 92
quintals @ Rs. 2200/quintal. 5 days later,
he sold his produce at Rs. 2350 per
quintal

3.0

Cotton

92.0 2200.0 2350.0

13800.0

7785.7%




RML’s IMPACT AND MODEL IS BEING WIDELY STUDIED.

Government and Semi-Government Institutes
« The UNDP accolade in 2008

« ICRIER study in 2009

* World Economic Forum in Cape Town in 2009

* 10, Downing Street in 2009

Leading academic Institutes
* London Business School case study in 2009

« Cambridge University Business and Poverty Leadership
Program in 2008 and 2009

» Oxford University and World Bank Study in 2008
Leading Media

« BBC, Sunday Times, FT, New York Times, International
Herald Tribune, Fox News, the Wall Street Journal,
Knowledge @ Wharton, and USA Today

« Mention in Nandan Nilekani’s book ‘Imagining India’

* Four page write-up in C.K. Prahlad’s book — Fortune at the
Bottom of the Pyramid

5-25% additional annual income of all farmers interviewed by ICRIER



RML: WE HAD TO BUILD AN END-TO-END OPERATING
MODEL FROM SCRATCH

Sourcing

Content sourcing
network of
Market Reporters
and Chief market
Reporters in all
key markets in
Maharashtra

Weather, news,
aavisory and
price information
on 20 crops—
increasing to 40
by Nov 08.

Production
&
Delivery

Own user profile
application and

vernacular language

content aggregator

In-house customised

delivery system

Access to all
networks in
Maharashtra and
reduced cost of
sending smses

Sales
&
Distribution

Sales force of over
300

Distribution
partnerships with
Post Office and the
State governments

Nearly 40,000
cumulative
acquisitions since
Oct launch,
primarily of 3
month contracts.

Marketing
&
Support

TV, Radio,
newspapers, and
local events in over
25 districts covering
hundreds of villages

Vernacular customer
support centre

CRM tool to manage
customer data and
complaints

Customer
Insight

Customer Insight
Management
program in place

500 plus farmer
feedback every
month

Best-in-class
customer insight
practises applied
over 18 months
before launch



Partnership-driven sales and marketing

Telecommunication firms selling
talk-time or handsets to farmers

Agri-input firms selling agro-
chemicals, seeds etc to farmers

Banks and credit societies selling
loans and insurance to farmers

Consumer goods firms selling aill,
tractors, etc to farmers

Government, semi-government
bOdieS, NGOs SeIIing agri-input to ADITYA BIRLA GROUP
farmers




Factors affecting adoption

The early adopters are generally from a mid size group

Others need to either share the experience or learn about it
The willingness to adopt is much higher post experience

The need is driven by the agricultural season and hence cyclic

Offerings should include allied business information like
poultry, livestock, animal husbandry, sericulture, etc.



Be the global leader in providing
intelligent information services on mobile
phones to rural markets
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APMC (Mandi) activity

Farmer’'s meet




