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1 YEAR 
6 COUNTRIES 
  
GHANA, MALAWI, SRI LANKA,  
BANGLADESH, MYANMAR, PAKISTAN



BACKGROUND

DOES SHE 
THINK  
THE SAME WAY  
WE THINK?  
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BACKGROUND

WHAT 
SERVICES 
DOES HE 
TRUST? 
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Only 25% of registered 
farmers on Mobile 
Agriculture product use the 
service more than once 



USER CENTERED DESIGN 
FOR MOBILE AGRICULTURE
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USER-CENTERED DESIGN CAN ADD 
VALUE WHEN DEVELOPING 
PRODUCTS FOR YOUR CUSTOMERS, 
ESPECIALLY HARD TO REACH ONES.

l ike farmers



USER-CENTERED WHAT?

HUMAN CENTERED DESIGN
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It is NOT going into a farm 
for a day of focus groups 
with farmers
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It is NOT just marketing and 
product department’s 
responsibility 



HUMAN-CENTERED DESIGN

USER-CENTERED DESIGN  
IS AN INNOVATION PROCESS  
IN WHICH END-USER NEEDS, ASPIRATIONS, 
AND CONTEXT ARE GIVEN EXTENSIVE 
ATTENTION AT EACH STAGE  
OF THE PRODUCT DEVELOPMENT PROCESS.
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 228 
“Over the last 10 years, design-led companies  
have maintained significant stock market advantage, 
outperforming the S&P by an extraordinary 

Source:  The Design Management Institute and Motiv Strategies 
Based on comparison of the S&P with a ‘Design Index’ portfolio of 15 companies that invest heavily in design, including Apple, Intuit, Starbucks and Walt Disney 

% 

WE KNOW THAT 
INVESTMENT IN DESIGN 
BRINGS RESULTS 
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SOUNDS COMPLEX?  

IT’S NOT HARD TO START



USER CENTERED DESIGN 
FOR MOBILE AGRICULTURE
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RESEARCH INSIGHTS 

REFINED HYPOTHESES

DISCUSSION GUIDE

NOTE-TAKING TEMPLATE

USER ARCHETYPES

LIFE CYCLE MAPPING

IDEATION EXERCISES

CUSTOMER JOURNEY

CONTENT CONSIDERATIONS 

AGENT TRAINING 

GO-TO-MARKET STRATEGY

USER VALIDATION PLAN CARD SORTING 

LOW-FIDELITY PROTOTYPES

To apply a user-centered process, you need to first align 

on team setup, existing knowledge, and assumptions. 

Discuss the overall goal for your mAgri service and how to 

set up user research to ensure that farmers’ voices and their 

ecosystem are integrated into the mAgri service.  

To create meaningful products, you need to be closer 

to user, market, and context of use. This understanding 

starts with going out in the field, asking the right 

questions, and testing hypotheses with farmers to guide 

you throughout the design process.

To develop a mAgri concept that is deeply rooted in 

insights captured in the field, you need to analyze 

the information collected, and identify the right 

opportunities for your mAgri service, considering all the 

diverse voices of the farmers and their ecosystem. 

To shift from concept to realization, you need to prioritize 

features and plan how to create value, deliver, and 

capture it over time. While the product starts to take 

shape, organize additional validation sessions with the user 

to make sure you are going in the right direction.

The launch is only the beginning of the journey, not the goal. 

When the product launches, you need to continuously gather 

feedback from farmers and the ecosystem to refine and 

improve the product, looking at all the aspects that shape  

the final user experience.

PLAN

LEARN

CREATE

DEVELOP

MAINTAIN

RECRUITING CRITERIA

RESEARCH PLAN

ORGANIZATION READINESS

TEAM SETUP 

COLLABORATION TOOLS

SUCCESS CRITERIA

MISSION COUNTDOWN 

HYPOTHESIS GENERATION

ECOSYSTEM MAPPING

PREPARATION ACTIVITIES OUTCOMES

Phases Objectives Tools

HOW IT WORKSHOW IT WORKS

IN-DEPTH INTERVIEW 

FARMING LIFE CYCLE

TRUST CIRCLE 

HOUSE-FARM TOUR

INTERCEPT INTERVIEW

VALUE PROPOSITION

SERVICE BLUEPRINT 

MINIMUM VIABLE PRODUCT

ADVOCATE & SKEPTICS MAP 

BUSINESS MODEL

PRODUCT ITERATIVE PLANNINGMONITORING PLAN CUSTOMER JOURNEY ISSUES





BUILD YOUR TRUST CIRCLE 
Prepare a set of little cards that represent all the players  

you identified in the ecosystem (one player per card). 

Do not exceed more than eight players or the exercise can  

become overwhelming. 

1

2

3

4

TRUST CIRCLE INSTRUCTIONSLEARN / ACTIVITY

MAP THE PLAYERS ON THE CIRCLES 
Pick the first player you want to discuss and ask the participant 

how much he or she trusts that player. You can place the card on the 

circles yourself based on the answer, or ask the participants to do that by 

themselves. Place the players who they trust the most at the bottom and 

center of the sheet, and players they trust less to the outer circles.

SHOW THE WORKSHEET AND CARDS TO THE PARTICIPANT  
During the in-depth interview, place the cards in front of the 

participant so that he or she can see every item. Introduce the cards 

one by one and explain the circles visualized in the worksheets to represent 

the different degrees of trust for information around the farmer.

 

ASK WHY 
The exercise is just a trigger to dig deeper into certain aspects. Before 

jumping to the next players, always ask why the current one has been 

placed in a certain position. At the end review the entire map, trying to 

make some broader considerations about the ecosystem and user’s trust.

 

UNDERSTAND WHO FARMERS TRUST FOR 

INFORMATION; THESE INSIGHTS ARE A FOUNDATION 

FOR THE MAGRI PRODUCT AND MARKETING AND 

DISTRIBUTION PLANS LATER.

T I M E CO M P L E X I T Y R O L E SM AT E R I A L S
20 minutes
exercise

• Worksheet
• Player cards

Low: basic  
moderation skills

Interviewer

B
A
N
G
L
A
D
E
S
HTrust

Circle
LEARN  / ACTIVITY

RECOMMENDATION: IF YOU ARE AT THE 
BEGINNING OF A LONG FIELD RESEARCH TRIP, 
YOU MAY CONSIDER LAMINATING THE CARDS  
TO BETTER PRESERVE THEM



CIRCLE OF TRUST AND INFLUENCE MAP LOCATION__________________________        PARTICIPANT ID_____________________

Identify who/what the participants interacts with the most,
and how this influences decision making

Family Farmers

Middle men

Local store

TV & Radio
Agri Expert

Informal 
money lender

Mobile 
operators

Bank
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CONTEXT

CIRCLE OF TRUST
Operator Perspective 

“Who do trust for help and information on your farm?”



CIRCLE OF TRUST AND INFLUENCE MAP LOCATION__________________________        PARTICIPANT ID_____________________

Identify who/what the participants interacts with the most,
and how this influences decision making

My family

High 
performing 

farmers 

Seed & 
Fertiliser 
AgriBiz

Buyers and 
Middle men

Local store
TV & Radio

Agri Expert

Informal 
money lender

Mobile 
operators

Bank
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CONTEXT

CIRCLE OF TRUST
* Resulting data aggregated from 18 farmer interviews

“Who do trust for help and information on your farm?”

Sri Lanka Farmer Perspective 



WHAT IS NEEDED?
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THE  mAgri DESIGN  
TOOLKIT  IS AVAILABLE TO HELP 
YOU START USER-CENTERED 
DESIGN,  
BUT ORGANIZATIONS, PEOPLE AND 
PROCESSES NEED TO CHANGE TOO 
TO SUSTAIN THE JOURNEY. 



KEY LEARNINGS (01)

GO SLOW TO 
GO FAST 

MOBILE 360 AFRICA - OCTOBER 2015

LISTEN:  



KEY LEARNINGS (01)

BANGLADESH: PAPER PROTOTYPESGHANA: CONCEPT EVALIATION

GHANA: VOICE MESSAGE SIMULATIONSRI LANKA: PAPER PROTOTYPES

 I got real feedback about 
what farmers really want 
and changed the design. I’ll 
work with paper prototypes 
on any other future project.
 [Grameenphone UX expert]

The user validation 
challenged some of the 
initial assumptions we made 
about the pricing. 
[Ooredoo, PM ]



KEY LEARNINGS (02)

BE 
INCLUSIVE 
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EVERYONE SHOULD LISTEN:  



KEY LEARNINGS (02)

SRI LANKA: VALUE PROPOSITION TESTING

GHANA: CONCEPT EVALIATION

SRI LANKA: TEAM SETUP

I wish we had taken colleagues 
from other teams such as 
marketing and technology to the 
field frequently during the 
research stage. They would have 
had insights about farmer needs 
that could have been embedded in 
the product.
[Dialog, Product Manager]



KEY LEARNINGS (03)
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DON’T 
CONSIDER 
FARMERS AS 
JUST FARMERS 

LISTEN TO DIFFERENT VOICES: 



KEY LEARNINGS (03)

MALAWI: ECOSYSTEM MAPPING

GHANA: USER ARCHETYPESGHANA: USER ARCHETYPES

The lead farmers are the 
most trusted source of 
information. This insight 
completely changed our go-
to-market (GTM) strategy. 
 [Maq, Grameenphone UX expert]

Don’t assume that all 
farmers are the same when 
you design a product. 



LET’S EARN OUR 
CUSTOMERS’ 
TRUST 



http://www.gsma.com/mobilefordevelopment/magri-design-toolkit

http://www.gsma.com/mobilefordevelopment/magri-design-toolkit


mAgri TOOLKIT WORKSHOP 

T H A N K S !


