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About the Global Distributors Collective (GDC)

A collective of last mile
distributors (LMDs) around
the world, dedicated to
supporting distributors to
help them reach millions of
underserved customers with
beneficial products, and to
developing the last mile
distribution sector as a whole.

Reach

More than 300
members

Reached more
than 60 countries

Reached more
than 40 million
people

Benefits

Engage with and learn from
members and sector
experts

Increased visibility and
opportunities to connect
with global influencers

A chance to bid for funding
and technical assistance

Opportunity to have a say
in how we support
members and represents
the sector
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1. About the innovation launchpad —>

2. Al-driven market mapping
3. Al-driven sales support

4. Q&A
5. Closing



Who you'll hear from today

Johan van der Schaaf
Inclusive Design and
Digital Advisor
GDC/Bopinc

Dr. Jasper Grosskurth
Managing Director
Dalberg Research

Luke Sichone
Managing Director
Solar Move Africa

David Hugues
Co-founder — Product &
Analytics

Ajua Labs

Joy Pius
Communications &
Corporate Partnerships
Manager

Salpha Energy






What is the innovation launchpad?

Applicants Ai_

1. We scout for emerging innovations
trialed by trailblazers.

2. We collect applications from members that
are interested in adopting the
innovations.

3. We provide Technical Assistance and
innovation vouchers to cohorts of 2-4 GDC
members.

4. We capture and disseminate replication
learnings to benefit the wider
membership.




Al-driven market mapping
Dalberg Research
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About Dalberg Research

We solve complex impact challenges through research and analysis by
delivering evidence-based insights in the development sector by leveraging
cutting-edge methods and technologies.

A%< TONY COWLING Market Research Industry
A b FOUNDATION Innovation Award (2022)

ESO“?AR Making a Difference Award
foundation (2021)

Making a Difference

@ Insight250

sponsored by (J mTab Halo

Dalberg Research
)



Al-driven mapping revealed context specific market intelligence

Through Al-driven mapping, we layered four questions over a country map to evaluate market opportunity, to size demand, and pinpoint
suitable expansion locations, down to the local context

Considerations for Market Expansion Data layers

Population Settlement Typology

\
Population \ Settlement type
a-s0

Demographics Settlement Context

Where do enough people live to What type of market is it—rural,
justify entry? peri-urban, or dense urban?
(Population Density (Settlement Typology)

D &

Accessibility Purchasing Power

Can we physically and logistically Can target households afford the
reach customers? product tier?
(Hub & Road Network Proximity) (Modelled Wealth Indices)

Dalberg Research




One lens. Any sector, any geography, any product

We ran the same four questions independently in each market - for a clean cooking business in East Africa and a solar products
business in Southern Africa.

The core remains the same, despite different contexts — both studies identified pockets of opportunity, ranked by priority

CLEAN COOKING — KENYA OFF-GRID SOLAR — ZAMBIA

Households nationally 4_ 6 M Households nationally

Households in achievable markets (~55%) zz } 1 M Households in achievable markets (~46%)

Geographic archetypes identified 3 Product lines mapped separately
3 geographicbet gpewi titswnproducand 3separ ate pr,odtuicdar dd ntes di fferent popu
di strmbdei on hubs

Ranked sublocation/district level priority list, ready for rollout

Dalberg Research ElY




Spatial intelligence translated to actionable market outputs

Priority target markets by size of opportunity Web-based market data

» ate
Over to the co-

creators and users
- —
oJ of this data.

Dalberg Research

Market Brief



Dalberg Research

JASPER.GROSSKURTH@DALBERG.COM
HILDAH.MUDOGA@DALBERG.COM



mailto:JASPER.GROSSKURTH@DALBERG.COM
mailto:Hildah.Mudoga@dalberg.com

Case study 1:
Solar Move Africa



SOLAR MOVE AFRICA

« Innovation * Access * Sustainability

From market mapping to market action

Sichone Luke, Founder and MD
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Goal : Reduce customer acquisition cost by 20% in 12 months by product line.

High cost for customer acquisition

*  Product - location fit
* Ability to pay
* Location with high demand

* Allocation of marketing resources




QUESTION 02

What was the programme about?

Zambia

Central

Copyright © Ontheworldmap.com
— S—

Dalberg combined

SATELLITE DATA

settlements, grids and nighttime lights

MARKET ACCESS

roads, towns, markets and points of interest

ABILITY TO PAY

population and socioeconomic indicators

PRODUCT FIT

lighting, cooling and pumps assessed separately

The output was not one national answer. It was a ranked market for each product.
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QUESTION 02

The result: Interactive market maps and customised briefs

©

Solar Move Africa Market Sizing and Insights

Capas

Q Buscar capas

v Summary statistics

Districts
v
summary

Solar light
priority

Solar
cooling
priority

Solar pump
priority

Local area
v
summary

Serviceable
zone
households

Serviceable
zone ability
to pay

Solar light
priority
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Lusaka 8 000
Katete 6 000

‘—l

-

. Solar Cooling

Lusaka 113 000
Kitwe 30 000.

—l

Solar Lighting

Lusaka 45 000
Kitwe 25 000

‘—l

Al Customer acquisition showed us the disaggregated Serviceable obtainable market



| What we did not But know after the Al programme

- - r:-'
o @ OX
pHe

Al narrows the search. It does Each product has a different A large population does not
not replace fieldwork priority market.

automatically a good market

“The Al research gave us Precise SOM direction. But the next step is to prove commercial conversion”

SOM: Serviceable obtainable market



| Recommendations:

We now have the numbers.
Customers with specific energy needs W ¢ it B

Locations ranked by product opportunity
Ability to pay built into the segmentation

Al customer acquisition programme should:

@ Funding for a pilot project: Stock distribution in identified areas for a particular

product/Convert hypothesis to commercial conversion

@ Agrant to deploy agents to align the numbers with actual market terrain

@ Review and do a final report after deployment of the inventory to the identified

Direction is proven. Commercial conversion is the next test.




i f.\.)f‘;-! " »
ENERGY EXPERTS

\\ 280 976 960 980 / + 250 962 138 655

0 Solar Move Atrica Co. Lia

SOLAR MOVE AFRICA

* Innovation * Access » Sustainability

THANKYOU

Sichone Luke
Wats:+260 976 960 980

Plot 841,11th Street Nkana West Kitwe-
Zambia

GOMIEEIMD OQNVWENVERDTE NOMIBOO

solarmoveafrica.org




Al chatbot solution
Ajua Labs & Salpha Energy
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sALPHA YAjualabs

Introducing Ajua Labs

We build Al technology powering last mile distribution execution in
emerging markets: coordinating insights, decisions and actions at scale,
S0 you grow your impact without eroding your margins.
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»] TKEnNzZnZ+eKéKA] T KohAat T Ke KA] 2 KA33INznal + K3AoZa

TAjualabs 2 > -

\Z 0 s

the right field
decisions intelligence

7 THE INTELLIGENCE LAYER . -}:.::,
Your best operator, everywhere at once ==
v T P
at the right cvery
moment activity

Field

KoXNeKzZ*Z] nKéKZoINeKnZz3KeéKIoZNeKt tERA3ZZN

FIELD AGENT
Larissa Rakotoarisoa

Antsirabe Il
active

4 visits - 8 calls
today

Recent

activity

Coaching
insights

“Handoa vola amin'ny zoma

ny mpanjifa, nihena ny isa

azo tamin'ny herinandro
lasa”

Promise to pay - Fri



AJUALABS INTRO Tue - visit scheduled ©N°

Example use -case : vordl
Autonomous field collections £ ) Third promise in six weeks, tuo

nbatomah already broken.

Y Al credit analyst e reasoning

% Calls aren't landing, commitment

e CONTEXT el e with no follow-through.

Capture the signal Larissa R. - on route © Customer is 4 km from an active

agent - a visit is cheap.
A collections call, transcribed in @
Malagasy and attached to the RECOHMENDATION
69 CALL CENTER - 2:41 Send a field visit, not another
customer. . - . ’
LULLLLILON&I) call.

e DECISION ||I||-||||

azxz EA] KAo2 X n-Kl’Llj > Kt AI I’LZB\-I’L “Handoa ny volako ny zoma aho.”

) ) ) ) Malagasy - “I'll pay Friday”
Third promise in six weeks, two
T £ . Frd
broken, and an agent 4 km away. o R LEF
- Sahabe H. - #40281
A Y

ACTION . ol Lk
e . . . (@  Randria H. - #48281

DlspatCh the visit Randriamanana H...

S #402812 - joined At risk

16/12/24

The right action routes to the nearest

FIELD NT
Larissa Ramanantsoa AMp

agent already on route. SHS Tier 1  Farmer  PAYG - 12 mo

Q EXECUTION Visit this customer to get a firm
= Ni: Team Atsinanana Il :
v “ i commitment.
9 naZ" L|.||-K* Aggz* r]aLul-KO’ZR r]aZ" o = Third promise in six weeks. Two
tatus on route " .
. irofody already broken. Collect the promised
The brief lands on her phone. She Y promi
) ) . payment and walk through the terms
collects and debriefs by voice v no Open visits 4 -
forms.
</ Dispatch visit 34% 188k &d 1.2km
REPAID OWING OVERDUE AWAY
REPAYMENT - OF 284 580 96 708 PAID
1 Every outcome returns to step 01 — sharpening the next decision
on this customer, and every customer like them.
© il

Uadan debkedas

06



AJUALABS INTRO

Innovation Launchpad Pilot : Autonomous lead
gualification & sales digitization

Objective :

Reduce manual workload for sales personnel, allowing them to focus on closing qualified leads

- tEnA3:N® @ © @SalesReps [N 2

Reaching out to Salpha Using whatsapp as their working tool

1t N2 ™ N2
™ J ™ J
: A33 2] ¢ K: Al n, T o nMalified Leads o Sales

PNAott nEwK3ze32] nKnZN3Es Logged in Odoo Sales Module Digitized, visible in dashboards

O

06



sALPHA YAjualabs

Introducing Salpha

Salpha Energy is a market leader and an award - winning solar technology brand
pioneering off -grid and weak - grid energy solutions across Africa

We assemble, distribute, and support a wide spectrum of solar products tailored
specifically to local power demands; from portable solar home kits to industrial - grade
solar inverters and commercial systems.



SALPHA INTRODUCTION

Salpha : Strategic Objectives

About Salpha Strategic Objectives
dr znaAj 2gkbAAn3nNajnkK Ko33ztnb ® [ead Qualification at Scale : Processing thousands of
monthly inbound leads by filtering high - intent

NtNZgXt gaj at EWKEY ] AAQEWKZ2Z] o Kkt E&] TEESEKZe2ze KINAIZK
J AAEewKZa3 2] E&A0XK3InNAgK$I] ZnN®pAdrpEcKalEffiKiengy> 72 MaKagihg®hlgh evalume
interactions professionally without increasing
bu@ KénznsEKaz21 ljSobKKanz] Edo3 Kodvemeida k £t n & A] K] Zne ANAEK
Az sNznaj +XKzt NAEEK° a*+xnNazKXnljNAt#$ljKgAt Z2gKkNzjtljZEwWK
NZnzagXKlLtiOKogRENNREK L ANK3 ZNnJ] Z® SdarlgsESales Hand - off : Nurturing prospects
through the initial funnel until they are sales - ready,
dbpse EA@ AKIEP &creKba] 2]t 4] * b Ko A g ErfalifigHitéct HaBdkver to sales representatives.
kzNNazNKnAKzZoA3naA] Kke Kz NAoadaoa] +KyXeakg>XKAa] Enzgg3>] n¥K
37232 nKEnNtt ntNZEKIANKZoXINeoze Kt AJ EL3ZNE w

bt ®EggaA] Ko 803EK033%1 nIobKoNz] Badspectd fromgendtd dguiled |j A g o E wK
iat
3 2]

N¢

dic g AkZzgKas bk FIGHATNKAI Knlj S K3 NZEna+taAt EX
EljoX] K szNoXKIANKK] =N#feKojJ AoznaA] wK
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SALPHA INTRODUCTION

Innovation Launchpad Pilot : Autonomous lead qualification & sales digitization

Al nZen
Salpha runs ad campaigns on social ;
media Customers () ° © Sales Reps )
Reaching out to Salpha, asking I} SEEA] #KnljZanNKgss oEKnlj ﬂi\i
o 5 _ i ) _ Questions about products, §ljiznE KNs=t saosaj +x
CLtENRA3ZZINKNZZt j KAEtnpKKkEtnKAININZ] Br@e’é‘,iechr%eﬁ(dﬂét;@}sﬁo%vihgk ) J r}n ?B?J.'v Jv N
immediate response on their inquiry, interest. JAnant znaA] EwKNz+agnznaj +x

especially outside business hours.

Even during business hours, Sales reps ) CUSTOMER-FACING Al ASSISTANT Y AGENT-FACING Al ASSISTANT
are overwhelmed with many inquiries that
can be easily responded. @
We built a system to : ID NAott nK: Z2nz ggQLmiﬂéd(Leads o Sales o
b\.RJV OKANRINK A%3 7] Qualified leads are registered afakEnznaj #KEZgZET
1) Handle the high volume of customer NZg7nsoXKaj I An3z n a ALoMakcalyjp Odoo CRM c A®K3AotgIXwKA] Kz KI
inquiries NZE3Aj 0Kzttt Nzns gy whereall relevant ca*ranayzokl An3wKe :
2) Let the sales reps focus on qualified P EENAZSNKA] At &ne wetdlsarestored. 3INIAN3zjt Koz Elk!/

leads and convert them

Impact: Drastically reduced manual workload for sales personnel, allowing them to focus exclusively on closing qualified lead
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DEPLOYMENT FEEDBACK

Initial deployment & testing feedback

Assessment Area

Data & Messaging
Accuracy

Business Logic &
Information

Visual Assets

Bot Performance & UX

Sales Rep Onboarding

Initial Challenge

Inaccurate product capabilities and non
essential brand details were shared.
Absence of key details, such as installment
payment modalities.

Limited visual media for products.
Responses were lengthy, repetitive, slow,
and lacked conversational Al capabilities.

Initial minor friction during backend
registration.

Strategic Optimization Implemented

Refined knowledge base for precise
product messaging.

Injected comprehensive payment and
financing structures.

Updated media library with high  -resolution

imagery and videos.

Streamlined flows for punchier interactions
and added natural language processing.

Upskilled reps to smoothly manage

backend data, tracking, and follow - ups.

06



ROADMAP

btntNZKaAzZo3z3
elizn” EK] Zen

* Payment & Web Integration : Native integration with Paystack gateway and the
primary e - commerce website for instant checkout.

* Smart Lead Routing: Round -robin lead assignment with time -based re -
allocation logic if a sales representative fails to respond promptly.

* Automated Lead Nurturing: Dynamic broadcast campaigns and automated
messaging triggers for unreached leads to maintain conversion velocity.

* Partner Portal: Dedicated hub for B2B partners to log requests, manage
orders, and track dispatch logistics in real time.



Wrap up and next steps

Your feedback

* Follow ups: Slides, recording, and
speaker contact details

* Next GDC webinar in Sept/Oct

on paths to profitability for LMDs
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