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needs, and how to tailor
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segmentation, and
adapting to customer
needs.
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Using digital marketing
tools (social media, SEO,
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Analyzing industry trends, ., gaill
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content marketing) to drive
user engagement and
platform adoption.
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Improving Digital
Infrastructure & Platform
Features

Enhancing platform
features based on user
feedback to improve
functionality and service
delivery.
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*  Market Analysis &
Customer
Segmentation
Conduct in-depth
market research,
identify customer
needs, and understand
market trends for
strategic business
planning.
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s Advertising &
Marketing Strategies
Best practices for
advertising, creating
effective marketing
campaigns, and
leveraging digital tools
to grow the brand.
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* Delegation & Team
Management
Optimize team
productivity through
effective delegation
and task allocation.
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s Customer
Segmentation &
Market Access
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Identify customer
needs, segment the
market effectively, and
create personalized
solutions.
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e Platform Validation &
User Feedback
Integration

Validate platform updates,

collect user feedback, and

improve the platform with
real-world data.
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e Marketing Strategy &
Brand Awareness
Develop marketing
strategies to raise
awareness and improve
platform visibility.
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o  Market Entry &

Customer Acquisition
Strategies to build
relationships with farmers,
retailers, and B2B clients
while positioning the brand
effectively.
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e Customer
Segmentation &
Identifying Market
Needs
Overcoming challenges
in customer
segmentation and
aligning offerings with
their needs.
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Marketing & Platform
Building

Strategies for building an
online presence, promoting
the platform, and utilizing
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digital tools.
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selecting distribution
channels.
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Optimizing Platform
Enhancing platform
performance, improving
UX, and ensuring
scalability.
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Business Model
Development & Value
Proposition

Defining the platform’s
business model and
aligning it with customer
needs.
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Go-to-Market Strategy &
Market Penetration
Strategies for launching the
platform successfully and
reaching target users.

Customer Acquisition &
Retention Strategies

Attracting farmers, building
trust, and implementing
retention strategies.
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