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lessons learned
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. Objectives and scene-setting

Different online sales models: how to choose?
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3. Discussion with panelists
4. Open Q&A
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. Next steps and close
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Why this topic and why now? Distributors
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 Today LMDs primarily use sales agents/retail outlets/partners to
distribute beneficial products

* Online sales an increasingly attractive option for LMDs, accelerated
by covid19 crisis

e E-commerce has its own challenges but also offers clear benefits for
LMDs as well as end-consumers: choice, affordability, data
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Structuring questions for last mile distributors Collective
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* Reach new market segments?

an e-commerce offer? rationale beyond COVID response? o Enable cross-subsidies to lower income users?
e Other?
— Should I run customer acquisition * |Is my target audience tech-savvy?
offline or online (or both)? e Does my product require demonstration?
#2Howcanldoso |  Should | build my own platform * Does the opportunity justify the investment?
cost-efficiently? or leverage an existing one? * Can | leverage internal tools and capabilities?
| Should | operate payment and * Does my product require installation?
logistics in-house or outsource? * Does my product require credit?
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distributors can develop very different online sales models e
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FOCUS OF ONLINE SHOP

Target Customers

New Customers Existing
(Diaspora / Recipients of Remittances) Easy Solar Customers

Payment Method

Debit/ Pavpal* Bank Cash Mobile
Credit Card yp Transfer Deposit Money*

Sending to

Sierra Leone Liberia

Country to Send From

Top Diaspora (US,

UK, Germany) Sierra Leone World Wide

Marketing

Top Diaspora (US,

UK, Germany) Sierra Leone Worldwide

shop.easysolar.org

easy solar
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Free: § 44,00
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SMART Home Shop

tomorrow.

Each product comes from a small shop in rural South India that is struggling'to'make ends meeél
amidst the COVID-18 pation-wide lockdown. Your purchase puts moneéy directly in thé pockets

[

those who need your money the most:

Support rural shops through Essmart

Shop here to help small retailers during the lockdown and through
the recovery period. Every purchased product directly benefits rural
shops:

1. Margin and profit sharing: each product here represents a
product in a shop that is unable to be sold due to the lockdown -
YOU help it move and put rupees in shopkeepers' pockets!

2. Flexible credit: each sale helps us extend credit periods to shops
experiencing low footfalls during these months, so there is more
focus on recovery and less stress about repayment. No one likes
bills!

Choosing Essmart stores over Amazon supports local economies
across South India with ethical policies, not of transnational
e-commerce without profit-sharing policies.

BUY PRODUCTS & SAVE LIVELIHOODS
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TATA Screw Driver Set (8
Blades) SunKing Pro 200 BOSCH TrueMixx Pro 1000
Rs. 264.00 Rs. 1,499.00 W Black
TATA Pruning Cutter Secateur Rs. 7,999.00

Rs. 335.00
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Clic Medium (1,0mm)
1x60s

R290,29

JUMB\ s Epping
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BACK Shower

Lifebuoy Bar Soap Care 100G x 1
Lifebuoy

Shower
B ) 1x 100G

[l 6001085125767

R4.50

&&= Hyper Devland

R5.29

JUMBys Jumbo Epping
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= B o

Cereals Instant Baby Maize Porridge
Maize Mixed Fruit  Mixed Grain  F
200 g

Purity Cereals Maize 200G

F@ Purity
i 1x 200G

[l 6001059949757

(W, . |

e} R17.99
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Shop,t Connecting the informal economy
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total R18.99

Dettol Soap Hygiene Soap Eventone @
Original 150G
unit R 9.99
total R 9.99

Sasko Wheat Flour White Bread 10KG €

unit R 75.99
total R 75.99

9 Place order




Frontier Markets"
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Payment i Y Tt & Try Hry HaE

Return to Branch Paid in Advance Cash

Amount :
Return Orders : Cash on Delivery
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Toech & Lichts  Acri Products ¥itchen Aooliances )

Pay Online

Pay through EMI
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Withdraw Cash
Solar Rakshak Solar Rakshak

INR 200 Plus
INR 300

o
¢ 3

Home - My Orders Action
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Leveraging Jumia to sell online: two options
The case of Jumia Ivory Coast b

(1) Opening a shop on Jumia (2) Using Jumia 3PL
Jumia Mall Social Networks

E-commerce JuMi A?-?

Prepayment / Cash on Delivery

*
Payment JUMIA T DAY
Dropshipping / Jumia Express Dropshipping
ctjccd* | |
Logistics JUMIA & LOGISTICS JUMIA § LOGISTICS
JUMIAZ EXPRESS

* Cash on delivery payments are conditioned to the area of delivery
**lumia does not serve every location in lvory Coast, but has a strong presence with over 80 cities covered - to get more information go to www.jumia.ci

JUMIA ©
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Q1: Customer acquisition

How do you acquire customers?

Are the consumer segments you're reaching via online sales different
from the ones you were previously reaching?

What have you learned in adapting your customer acquisition
strategy?
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Q2: Value chain partnerships

What components of the value chain have you decided to outsource vs
manage in-house, and why?

If you were to do it again, would you do it differently?

What partnership options do LMDs have along the value chain?
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Q3: Lessons learned

What is the main unexpected challenge you have faced?

What single recommendation would you make to LMDs contemplating
the e-commerce opportunity?
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e Summary document and
recording

e Check out our COVID-19
resources hub:

www.globaldistributorscollective.org
[covid-19-resources
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