
mAgri and Weather Content  

How mobile operators benefit from mAgri services and what 

weather content brings to the product mix 

 



Business Model 

Considerations for Mobile 

Network Operators (MNOs) 



What are mAgri applications and services for? 
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mAgri services open up to new opportunities in mobile 

financial services (MFS) 
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mAgri services show potential to generate direct and 

indirect business benefits for MNOs 

5 



 

mFarmer services have launched across 4 countries in 

Sub-Saharan Africa and South Asia 
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• Started in 2011, the “mFarmer” initiative has now come to 

an end. GSMA partnered with USAID and Bill and Melinda 

Gates Foundation. 
 

• mFarmer provided support to design, launch and 

improvement of mAgri services for farmers. 
 

• Support included seed funding, local content, consumer 

research and service design, technical assistance, support 

to build the product and develop the business case. 
 

• Partnerships with operators, service providers and 

agriculture partners. 



Case study: Vodafone Turkey Farmers’ Club generates 

indirect business benefit to the MNO 
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• Launched in 2009, the Farmers’ Club is 

made of the farmer plans and the VAS 

offering. 
 

• The premium Farmer Club pack is 

priced at 2TL ($0.7) per month.  
 

• Vodafone is responsible for marketing, 

strategy and distribution, TABİT for 

content creation and aggregation. 
 

• Results:  

• 23% lower churn in Farmer’s Club 

base VS total base. 

• 16% higher TOMA awareness.  



Case study: Tigo Kilimo offers free text-based services 

and paid voice channels (1) 
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Case study: Tigo Kilimo offers free text-based services 

and paid voice channels (2) 
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• Phase 1: At launch SMSs (USSD) cost TZS 100 ($0.06) for all content 

types.  
 

• Phase 2: In 2013, Tigo introduced subscription packages at TZS 249-299 

($0.15-$0.18 per week) providing unlimited content for one week. 
 

• Phase 3: Following best practices from other MNO services, Tigo started 

offering a free SMS service and charge a fee to access voice channels. 
 

• Results: 

• Acquisition rates remained slow for the first 12 months, after the first 

year Tigo Kilimo has made large strides.  

• Active users (repeat users) are 19% of the base: Registration is a 

bottleneck.  

• Voice channels have not yet been widely marketed except to existing 

USSD users and do not bring significant revenues to the operator. 



 

 

mAgri services need C-level support, a broad service 

proposition and engaged partners 
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