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Agenda and objectives

Welcome and scene-setting (Hystra)

Panel discussion with speakers from

African Queen Limited, Copia, Frontier s
Markets, Jumia, and Niokobok

Wrap up and thanks
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Who you will hear from today

Moderator
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Ajaita Shah

Francis Dufay

CEO
Jumia
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Who 1s 1n the
room today?

A quick poll
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So, why are we here?

Fast growth of e-commerce in Africa and India, now at 15-30%
penetration

* Trend expected to continue to reach 600m users in Africa and
500m in India by 2027

* Much of this growth is from secondary cities and rural areas

* Sales expected to grow even faster, thanks to increase in
basket size

... How to make e-commerce inclusive to maximize the (social)
benefits from this trend?



Question round 1

Tell us about your e-
commerce model,
specifically the ways in
which you have made it
inclusive...
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Frontier Markets Model: investing in community of rural digital entrepreneurs and its all-
encompassing technology platform
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ECOMMERCE & FINTECH
(= copaa MASS MARKET

AFRICAN CONSUMER SPENDING

COPIA’S B2C ECOMMERCE SERVICE LEVERAGES A DIGITALLY
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A SN ENABLED AGENT COLLECTION CENTRE NETWORK

50,000 Collection Centres

| o 80% digital on app
e 81% women

$1.2T1 h 7Y S N e Increase income by 79%
IN 2020 Sy .

2.5m customers

. 75% women

CHALLENGES ABOUND FOR THE PERI-URBAN/RURAL :jifj 1o Quality products | Best prices | Free delivery
MASS MARKET CONSUMER :

|| * Financial Services

Unrivalled consumer reach

71 * Managed distribution | Community sourced resources
| » Digital backbone | Lowest unit costs
* 75% kilometres driven off road




Jumia and Inclusivity

We believe that technology has the potential to transform everyday life in Africa, for the better

Women Empowerment

Jumia provides an environment for women
entrepreneurs to thrive:

- J-Women program launched by Jumia in
Ivory Coast in 2020, where they recruit,
train, brand, and support dedicated, women
JForce sales agents who could help drive
awareness and support potential women
customers to order online.

- A study conducted by IFC in 2020 found
that more than 30% of the sellers on
Jumia Coéte d’lvoire are women
entrepreneurs and more than 50% on
Jumia in Kenya and Nigeria.

Youth Empowerment

Jumia created thousands of opportunities
for the young population in Africa.

- They can be their own boss and become
young entrepreneurs (JForce) by
promoting e-commerce and earning
commissions through sales on Jumia.
JForce is the conduit of a number of on-the-
ground campaigns & activations which are
particularly effective to introduce rural
populations to e-commerce.

- According to a report done by BCG in
2019, 5 million jobs can be created by
online marketplaces in 2025.

Rural Communities

Rural consumers often have limited
access to a diverse range of products in
their local areas.

- Jumia has stepped in to address this by
offering an extensive selection of
products at affordable prices in its
online marketplace. Customers in rural
areas choose to shop on Jumia for its
competitive pricing, wide range of
products, and availability.

- Jumia's JForce agents provide
valuable assistance to rural
consumers by helping them place
online orders and sharing information on

the best deals.
JUMIA D



. e Building decent jobs
Allowing income redistribution
for our resellers
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Developing the right company

Giving access to market
culture

to small local brands
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AQ: Founded in 1993, AQ is a leading FMCG player in Uganda. AQD was
born from COVID creating a full-country last-mile solution for retailers

Simplifying access

@IaxoSmithKline A Q DIRECT I

Convenience in Motion ‘
o Kim-Fay™>» Create affordable & efficient

access to consumer products for all

#  Available on the
o App Store

Customer ORDERING Direct SALES
@ y
- Toll-Free customer care P T s <
sales rep [ |
e WhatsApp ordering
WhEtSApp iew Returns
Direct Tuk-Tuk sales rep »G
AQ Direct App ordering (@)

3 GETITON
*® Google Play

AFRICAN QUEEN

Omni-channel Route-To-Market model  EEEEEEEEE——— No.1 DISTRIBUTOR LTD

*Fulfilment using own_infrastructure



Question round 2

Which is the key
performance indicator
(KPI) that you're most
proud of in terms of
inclusiveness, and why?
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Question round 3

A special one for each of you
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Thank you and wrap up

Your feedback

Recording and slides

Hystra: Micronutrient Forum on last mile

model for nutritious foods, Wednesday
18t October (1.30-3pm GMT)

GDC: Innovation webinar on e-mobility,
Tuesday 7t November (1-2pm GMT)

Contact us: Today’s webinar was hosted by the GDC in partnership with

GDC@practicalaction.org.uk Bll and Hystra
Iklarsfeld@hystra.com
Iklarsfeld@hystra.com Glob ‘utors —
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