
Listening Report 2020

What we learnt from the people 
our entrepreneurs serve



Introduction

1  The Next Half Billion refers to the 500 million people expected to come online using a mobile phone between 2017 and 2022. 

At Omidyar Network India (ONI), we invest in bold entrepreneurs who help 
create a meaningful life for every Indian. Inherent in this purpose is our 
commitment to ‘every Indian’, with a deep focus on the Next Half Billion1 
(NHB). In the context of Covid-19, the importance of understanding and 
serving ‘every Indian’ becomes even more relevant.

In order to support our entrepreneurs and the NHB, we have instituted an 
annual systematic process to listen to the voices of the people whom our 
entrepreneurs serve. In 2019, we did this in partnership with 60 Decibels – 
they spoke with 200+ customers of each of 16 portfolio organisations, i.e., 
more than 3,000 people in total.

At the time of conducting the study last year, we had two objectives for
this exercise:
 • Help our entrepreneurs do even better in serving their customers
    every day
 • Help us have an ‘ear to the ground’ about the evolving beliefs, 
    needs, attitudes and behaviours of the NHB (predominantly the
    lower middle-income segment of India’s population) that ONI
    seeks to serve.

With this in mind, we are sharing the seven key insights we learnt from the 
set of customer surveys conducted in 2019.

Thank you for engaging with this report. We welcome your feedback, 
especially around areas for further enquiry in which you would be interested, 
and ideas on working together.

On behalf of our entire team at Omidyar Network India,

Roopa Kudva
Managing Director
Omidyar Network India



2  Respondents were asked if they “could easily find a good alternative”, and 59% responded “no”.
3  This is in real 2018 terms. This is based on $3.2/person/day (in 2011 PPP $), which represents the ‘low income’ threshold as 
  defined by the World Bank.
4  We define new smartphone users as those who have come online in the last 2 years.

Some highlights

are women are new 
smartphone users4

live on less than ` 21,000 per 
household per month3

33%24% 19%

report quality of life 
improvement due to ONI 

investee’s product or service

69% 59%

of respondents feel ONI 
investees are providing a 

unique product or service2

3,426
CUSTOMERS
INTERVIEWED



To learn more about what our investees do, please 

see page 18 for all participating investees.

Key Insights
& Implications

“Thank you - I’m very happy today that you [are 
asking me] and [giving me] a chance to improve 
the app ... I hope you inculcate the suggestions 
and make it even better and I will also try to 
spread [the word about Doubtnut] further.”

Listening regularly to customers yields 
unique insights, enabling continuous 
improvement, which enhances 
customer loyalty.

2

“Savings are very important for people with limited 
income. It is difficult to save but even if you can 
save 500 or 1000 it is a big deal and this company 
is helping us do that. I will definitely recommend.”

Creating positive social impact and 
customer loyalty can go hand in hand. 

“The teachers are really good, and they teach 
the concepts nicely. You don’t have to travel, 
so it’s very convenient, and it’s much cheaper 
… I never used to understand Physics, but 
Gaurav Sir has changed [that].”

It is possible to engage with, acquire, 
and eventually monetise customers 
at all income levels – especially 
with technology.

1

“Impact => Returns”, i.e., do good 
to do well.

Focus on serving key unmet needs 
to win over customers.

Make customer surveys integral to 
your business processes. 

3

~ Student learning on Doubtnut ed-tech app

~ Customer using Kaleidofin savings product

~ Student using Vedantu ed-tech app



“For the first time ever, I can share my writings 
outside of my diary. I am a 51 year-old woman, 
and I had no confidence that I could write 
anything good. Pratilipi has the platform, writers 
and advisors that I needed. After joining, suddenly 
people liked my work.”

A large female customer base can be 
a source of competitive advantage.

“myUpchar saved me a lot of time and eased 
my life. If I had gone to a clinic and waited 
for my turn, I would have wasted my day, 
but in myUpchar I can take suggestion and 
prescription anytime.”

Ease-of-use/convenience is the 
most valued attribute for customers 
of tech-based platforms – even more 
than discounts.

5

76

“Searching for [a] reliable and trustworthy 
lender, [I found] Indifi after going through lots 
of Google reviews. It’s fast, reliable, and safe. 
Just what I was looking for. Very supportive 
and nice staff.”

For some foundational services, such as 
finance and property, customer service 
is mission critical - across income levels.

“[My] self-confidence has increased. There is a 
problem-solving mentality
that I now carry which is directional and 
focused ... I feel emboldened.”

Secondary benefits such as self- 
confidence could be more important 
to customers than expected.

Consider further 
differentiating your product 
based on ancillary benefits.

Invest in women-centric design to 
serve a new customer segment.

Prioritise the customer’s 
convenience – if not, a 
competitor will.

Invest proactively in customer 
service; it is not just a 
firefighting tool. 

4

~ Pratilipi writer

~ Customer consulting a myUpchar  
   doctor online

~ Teacher in Dream a Dream’s Teacher  
   Development Programme ~ Customer with an Indifi loan



Methodology

5  To learn more about what our investees do, please see page 18 for all participating investees.

States and UTs surveyed

Omidyar Network India (ONI), 60 
Decibels, and our investees developed 
a set of customized survey questions 
to ask customers, keeping in mind their 
strategic priorities and the Lean DataSM 
approach of 60 Decibels.

Each investee was asked to provide a 
list of ~1,500 customers for 60 Decibels’ 
researchers to interview.

Surveys were conducted on the phone 
and online, with a majority of our 
respondents (71%) providing their inputs 
over the phone.

We aimed to reach at least ~200 
respondents per investee, in order for 
the results to be statistically significant.

We commissioned a series of surveys of 
our customers for 16 of our investees5 in
partnership with 60 Decibels. They interviewed 
3,426 customers in total across 27 states /
UTs (see map above), in 7 languages, in 2019.

The responses were then categorised 
into quantitative and qualitative themes, 
compared to global benchmarks, and 
further analysed to provide detailed results 
for all investees.

Investees then had the opportunity to 
discuss their detailed results with ONI and 
60 Decibels, with many of our investees 
choosing to create detailed action plans 
based on the feedback from the survey.

We recognize that there are some methodological 
limitations to surveys such as these, but we feel 
this provides an important customer perspective 
about our investees.



Make customer 
surveys integral 

to your business 
processes 

As part of ONI’s 2019 listening exercise, 6 of our 16 investees 
participated in Lean DataSM studies for the second time – and 
all 6 either improved or maintained6 their Net Promoter Score® 
(NPS – a customer loyalty metric7), with an average increase of 
12 points. The customer feedback from the first set of customer 
surveys in 2017 and 2018 enabled our investees to devise ways 
to address opportunities for improvement, and double-down on 
the areas where they were already succeeding. By focusing on 
achieving operational excellence, organizations were able to 
increase the percentage of promoters and subsequent word 
of mouth marketing.

Our investees are using their 2019 insights to inform their 
strategic priorities for the future. Some investees have built 
detailed action plans based on the survey results.

Listening regularly to customers yields unique 
insights, enabling continuous improvement, which 
enhances customer loyalty.

6  One of the six organizations maintained their very high NPS of above 60. We include them amongst investees who improved their performance   
   because maintaining an NPS above 60 is excellent.
7  The Net Promoter Score® (NPS) is a common gauge of customer loyalty. Respondents are asked on a scale of 0-10 how likely they are to  
   recommend the investee to a friend or family member. Respondents who answer 9 or 10 are promoters, 7 & 8 are passives, and 6 and below  
   are detractors. NPS is the percentage of promoters minus the percentage of detractors. Any score above 20 is considered good, and a score  
   above 50 is excellent.

“Mostly you get all the answers 
and videos for my questions. 
Very rarely it happens that I am 
not able to find my answers… I 
was also recommended by my 
friend. He told me that you can 
solve problems using this app 
and it has been useful to me … 
I [now] suggest this [app to my 
friends] also. If I face any problem, 
then this is my go-to place.”

Average Net Promoter Score for 6 organizations who 
have conducted Lean Data more than once.

Student learning on Doubtnut ed-
tech app, highlighting the importance 
of customer recommendation and 
NPS improvement 
(Doubtnut is one of the 6 investees 
that has conducted the Lean DataSM 
study twice. In the 2018 study, the 
top suggestion for improvement was 
to increase the number of questions 
and solutions, which Doubtnut did, 
yielding positive results in 2019.)

Detailed insights

1

1st Lean Data 
exercise (2017/18)

2nd Lean Data 
exercise (2019)

~



There was a direct correlation between a high NPS and the 
likelihood that respondents said that the investee’s product 
or service had improved their quality of life (a common gauge 
of ‘depth of impact’). A lot of management research shows 
that increased customer loyalty usually implies better 
financial performance8.

While it may seem natural for these two parameters to be
correlated, the qualitative responses show us that respondents 
generally share different answers when asked to explain 
their NPS versus when asked to explain their quality of life 
improvement. This shows that they had different reasons for 
recommending a product/service and for why an organisation 
had an impact on their lives. We see this in the responses 
from the same Pratilipi customer on the left side of the page.

One nuance that we saw in the results was that early-stage 
organisations had a weaker correlation between NPS and 
quality of life, potentially suggesting they may still be finding 
product-market fit. We believe that listening to customers 
and iterating their operating models will help them find this 
fit faster. We look forward to observing their trajectory on 
this graph over the next few years.

Reason provided for
high NPS:  
“It is a good platform for writers 
where they can publish their 
works and it is also a good 
platform for readers who have 
a fondness for literature.”

Reason provided for Quality 
of Life improvement:
“I have liked writing since 
childhood, but I used to write 
in secret in some or the other 
diary thinking that someone 
might make fun of me if they 
read it. But then I joined Pratilipi 
and got encouraged by the 
readers … Now whenever I am 
happy or sad, I go to Pratilipi… 
Now I spend less time on 
Facebook and other social 
media sites and spend free 
time largely on Pratilipi.”

8  The Loyalty Effect - https://www.bain.com/insights/loyalty-effect-the-hidden-force-behind-growth-profits-and-loyalty-book/

“Impact => 
Returns”, i.e., do 
good to do well.

Creating positive social impact and customer 
loyalty can go hand in hand. 2

~ both quotes from the same
   Pratilipi writer

Net Promoter Score

80

60

40

0
-50 -25 0 25 50 75 100

20

% of respondents who replied that their 
lives had “very much improved” because 
of the investee’s product / service

https://www.bain.com/insights/loyalty-effect-the-hidden-force-behind-growth-profits-and-loyalty-book/


9  Some of these investees may have a ‘freemium’ model or some free content available – users of those services are also included in this figure.

One of the foundational tenets of investing for returns with 
social impact is that it is possible to have profitable business 
models serving customers across all income levels. We 
were thus happy to see that for our for-profit investees that 
offered paid products or services9, 30% of their customers 
lived on under ` 21,000 per month. This demonstrates to 
us that business models can work for customers across all 
income levels, as long as organisations are adding value to a 
customer’s life.

We have seen that technology is a critical enabler in making 
products and services both scalable and affordable, and we 
look forward to partnering with more entrepreneurs using 
technology to help create a meaningful life for every Indian.

“Instead of using myUpchar, if I 
had decided to see a doctor in 
person, it would have cost me 
higher than myUpchar and in 
this hot summer I may have to 
wait for a couple of hours which 
really is a hard task to do. With 
myUpchar I saved some money.”

~ Customer living on less than
   ` 21,000 per month, who   
   has consulted myUpchar   
   doctors online

Focus on serving 
key unmet needs to 

win over customers.

It is possible to engage with, acquire, and eventually 
monetise customers at all income levels – especially 
with technology. 3

Inclusion for investees with paid products/services

Investees

20

30

40

% of respondents who live on 
under ` 21,000 per month

Average share of low-income consumers: 30%



10  Innovating for the Next Half Billion
11  Unlocking Digital for Bharat - Omidyar Network India, Bain & Company and Google
12  India Internet Report 2019 - IAMAI
13  Based on smartphone usage tenure.

“The programme is good 
and there are a lot of women 
in my knowledge who have 
enrolled, and they too like 
everything about it. Most 
important is that we are 
able to save from our own 
expenses in bits and pieces.”

In our 2017 report, ‘Innovating for the Next Half Billion’10, we identified 
seven barriers that the NHB face on their digital journey. One of these 
was the inhibition of women to use the internet, combined with a 
lack of access. We observed that this barrier remained in 2018, in our 
‘Unlocking Digital for Bharat’ report11. Despite internet subscribers 
in India growing rapidly, women continue to be a small fraction of 
the online population, with a clear gender gap that is especially 
evident in rural India12. While this is of concern, this also presents 
an opportunity for entrepreneurs to serve this population and 
differentiate their product/service from competition. 

Through our 2019 listening exercise however, we also observed 
that several of our investees had a gender mix that was heavily 
skewed towards women!

Three of our investees (in particular) had extremely high rates of
women customers. The common thread across these three 
organisations was that their products and services were designed 
keeping the female customer in mind, as opposed to treating 
them as a secondary customer. Pratilipi, for example, has built a 
community of writers and readers where women are welcomed. 
Initial pieces on the site were moderated well, after which the 
community took a life of its own and evolved into the welcoming 
place it is today. Pratilipi also has many women on their ‘language 
lead’ team, who coordinate with authors, further ensuring that 
women feel welcomed on the platform. Kaleidofin is designed to be 
women centric. The majority of their salespeople are women, and 
sell a product designed specifically for women.

We also saw that women are starting to come online13 at an 
increased rate. Of our customers, a larger fraction of those who 
came online in the last two years (35%) than those that had come 
online earlier (21%) were women.

~ Customer using Kaleidofin
   savings product

A large female customer base can be a source of 
competitive advantage.4

Invest in women 
centric design 
to serve a new 
customer segment.

0 20 40 60 80 100

Kaleidofin

Dream-a-Dream

Pratilipi

https://www.omidyarnetwork.in/insights/innovating-for-the-next-half-billion
https://www.omidyarnetwork.in/insights/unlocking-digital-for-bharat-50-billion-opportunity


14  Promoters are respondents who responded with 9 or 10 when asked: “On a scale of 0-10, how likely are you to recommend [investee] to a  
    friend or family member?”

Promotion Drivers

Convenience and ease-of-use continue to be incredibly important 
for customers. When asked what they value most about eight of our 
tech-based investees, responses from promoters15 suggested that 
convenience and ease-of-use are the primary value driver as well as 
a key differentiator. This held true across all income segments, even 
amongst the NHB. This suggests that ease-of-use is not a concern 
only for the affluent.

Today, consumers have access to most things at their fingertips, 
and they therefore expect products and services to be instant
and intuitive. Organisations should intentionally design their
offerings to satisfy this demand for ease-of-use and convenience. 
If they don’t, then it is all too easy for customers to switch to a 
competitor who does fulfil this requirement. 

It was interesting to note that even in the case of discounted 
offerings, it was the range of products, filtering, ease of browsing, 
and being able to quickly get to what a customer wanted that 
was important (even though the lower prices were appreciated 
by customers). Only 2% of promoters cited price or discounting 
as the reason for promotion.

I am able to pay [my] house tax 
conveniently. I don’t have to go 
to the [government] office, wait 
in the queue, and waste my time 
for more than an hour.

“Most important factor is time, 
and RailYatri saved our time. 
We can book our seat at home 
only within seconds.”

Respondents were asked: What specifically 
about the investee would cause you to 
recommend it to a friend or family member?

~ User of eGovernments
   Foundation’s municipal platform

~ Customer of RailYatri’s
   transportation app

Prioritise the 
customer’s

convenience 
- if not, a 

competitor will.

Ease-of-use/convenience is the most valued 
attribute for customers of tech-based platforms – 
even more than discounts. 5
30

20

10

0
Ease of use /
Convenience

Quality Interaction / 
Responsiveness

Access Others



Although the top reason cited for a Quality-of-Life improvement 
by customers was typically related to the core product or 
service offering (i.e., learning outcomes, a saving mindset), 
additional ‘secondary’ outcomes emerged as a close second. 
It is important for companies to identify what those secondary 
benefits are, and how to make them a source of competitive 
advantage. In fact, one of the investees from the graph above 
has started using this secondary benefit in their marketing 
materials, witnessing a positive customer response.

In the education sector, the secondary outcomes cited by 
customers were all associated with life-skills such as self-
confidence, empathy, focus, and discipline. It is ONI’s hypothesis 
that life-skills improvement will continue to be in demand, and 
entrepreneurs should pursue both for-profit and non-profit 
avenues of addressing this need.

Investees in the financial inclusion and emerging technology 
sector also saw these secondary outcomes. Interestingly, both 
sets of customers mentioned confidence.

“I have the confidence to 
save money and support 
my husband financially.”

“I have learnt dedication and 
concentration [and am getting] to 
know a lot about how to prepare 
for competitive exams. [This is 
in addition to] getting a deep 
understanding of the concepts!” 

~ Customer using Kaleidofin
   savings product

~ Student using Vedantu ed-tech app 

Quality of life improvement drivers

Secondary benefits such as self-confidence could 
be more important to customers than expected.

Please explain how your 
quality of life has improved?

6

Consider further 
differentiating your 
product based on 
ancillary benefits.

Education
Investee 1

Education
Investee 2

Education
Investee 3

Emerging Technology 
Investee

Financial Inclusion 
Investee
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Respondents were asked: What specifically 
about the investee would cause you to 
recommend it to a friend or family member?

Financial inclusion & property rights promotion drivers

Especially in today’s day and age, customer service can be 
a source of competitive advantage. We observed this to be 
particularly relevant for our financial inclusion and property 
rights investees. Finances and property are inextricably 
linked to people’s sense of self. A late e-commerce delivery 
would cause far less anguish than an incorrectly debited 
bank account or customer uncertainty about their savings 
or land title.

Keeping the customer involved, up to date, and making sure 
they feel heard is incredibly important – especially when 
hard-earned money or property is involved. Among those of 
our investees who dealt with finances or property, customer 
service was most valued by customers. They appreciated 
responsiveness, pre-emptive updates, transparency, and 
the feeling that they could ‘trust’ customer service. This 
generally held true across income segments as well, with 
lower income customers even more likely to recommend a 
product or service due to the ‘right’ customer service.

“88 percent of [Indian] consumers have switched providers 
in the past year due to poor customer service.”

“The customer support is very 
active, and they try and close the 
ticket in 48 hours. If they aren’t 
able to do that, they drop an email 
that it might take longer time.”

“It takes months to find a 
customer, and seconds to 
lose one.”~ ‘Digital Disconnect in Customer Engagement’

    report, Accenture, 2016

~ Customer with an Indifi loan

For some foundational services, such as finance 
and property, customer service is mission critical - 
across income levels. 7

Invest proactively in 
customer service; 

it is not just a 
firefighting tool.

Ease of use /
Convenience

QualityOverall
Positive

Customer
Service

Others



REMOVING OBSTACLES  

A NEW IDENTITY  

FAST AND EASY  

ON SOLID GROUND  

AUTHENTICITY MATTERS  

“It is fast, secure, and 
easy to use. It has [a] 
range of options. It 
always works very fast. 
It improves and makes 
our day-to-day activities 
much easier.”

“The local administration, other goons used 
to capture our pasturelands earlier. But now 
we are aware and conscious about our rights. 
This is all because of the FES training. The 
information we received there was very helpful.”

“After taking [a] loan from 
Indifi, we had renovated our 
property and we got good 
clients and better rates for 
our rooms, and we are now 
financially sound, better 
than before.”

“I like to express my emotions through words. After reading 
thousands of stories on Pratilipi, the level of my writing has 
improved. Along with this, my confidence has increased 
due to the encouragement received from readers, it has 
strengthened my self-respect and has also given me a 
new identity.”

“The service and products are transparent and 
genuine. They do not put out any misleading 
information on their website either. I have 
brought different products from here and it has 
always been authentic quality.”

“When I asked myUpchar to send 
executives to collect a blood sample from 
my home, the patient for whom they were 
called couldn’t even get up from the bed. 
If myUpchar wouldn’t have been there, 
then I may have to face many difficulties. 
I even saved money, as I was getting a 
discount on myUpchar.”

~ Foundation for Ecological Security trainee

~ Customer consulting a myUpchar       
   doctor online

~ Customer with an
   Indifi loan

~ Customer on HealthKart e-commerce platform 

~ User of IndusOS’s local-
   language platform

~ Pratilipi writer

Voices

THE RIGHT DECISIONS  

“The government wants to 
provide land rights to these 
people. This data is going to 
help the government in 
taking decisions.”

~ Customer using Transerve’s
   location data

AWARE OF OUR RIGHTS 



 “It’s very easy to use 
and more informative. 
Also, it gives better deals 
than those of other 
apps while booking 
online bus tickets.”

EASY AND COST
EFFECTIVE  

~ RailYatri user

GENUINE 

CONFIDENT 

ACCESS TO KNOWLEDGE  

BROAD PERSPECTIVES  

HAPPINESS AFTER 51 YEARS 

TEAM WORK  

“I’m more confident of 
getting higher marks in 
my upcoming exams, and 
I’m able to understand the 
concepts better.”

“All the teachers felt like 
we were part of a larger 
community. Learnt to 
effectively work as a team. 
The training was very useful 
for it spoke about patient 
listening, decision making, 
and realizing our capacity.”

“I could relax and have more time, [rather] than 
looking out for funds to develop my business. I 
have been running this organization from 1968 
onwards, so it gives me happiness after 51 years.”

“We stay in a small place where 
there are hardly good schools, 
leave alone good teachers. In 
Vedantu, there is a separate 
learning module for each subject. 
My son has improved his 
knowledge to a great extent.”

“Newslaundry has helped broaden my perspective. 
After hearing variety of opinions on political 
movements it has helped me learn more about 
biases and intentions behind such decisions. 
Also, I enjoy my drive to and from work when I’m 
listening to Newslaundry podcasts on the way.”

“Unlike other fraudulent companies that have 
come and gone, I feel that Kaleidofin is very 
genuine, because they are not collecting 
money at one go, they are doing it month 
by month. Also, they have given us a 
diary, and we get a message every month 
regarding our debit and status update.”

~ Newslaundry reader & listener

~ Student using Vedantu
   ed-tech app

~ Student learning on
   Doubtnut ed-tech app

~ Teacher in Dream a 
   Dream’s Teacher
   Development Programme

~ SME owner with a NeoGrowth loan

~ Customer using Kaleidofin savings product

IMPROVED LIFE QUALITY 

“It is becoming easy to file complaints which saves our 
time and even the municipal officers are responding 
quickly to our problems, and that definitely has 
improved my quality of life.”

~ User of eGovernments Foundation’s
   municipal platform



Strategy & Impact team at ONI

VARAD PANDE
Investment Partner | Strategy, 

Impact and New Initiatives
varad@omidyarnetwork.in

RAHUL BHIDE
Consultant | Strategy 

and Impact
rahul-consultant@omidyarnetwork.in

 RUCHI HANASOGE
Senior Manager | Strategy

and Impact
ruchi@omidyarnetwork.in

About 60 Decibels

About Omidyar Network India
Omidyar Network India invests in bold entrepreneurs who help create a meaningful life for every Indian, 
especially the hundreds of millions of Indians in low-income and lower-middle-income populations, ranging 
from the poorest among us to the existing middle class. To drive empowerment and social impact at 
scale, we work with entrepreneurs in the private, non-profit and public sectors, who are tackling India’s 
hardest and most chronic problems. 

We make equity investments in early stage enterprises and provide grants to non-profits in the areas of 
Digital Identity, Education, Emerging Tech, Financial Inclusion, Governance & Citizen Engagement, and 
Property Rights.

Omidyar Network India is part of the Omidyar Group, a diverse collection of companies, organizations 
and initiatives, supported by philanthropists Pam and Pierre Omidyar, founder of eBay.

60 Decibels is a tech-enabled, social impact measurement company that makes it easy for companies and 
organizations to listen to the people who matter most. Using their Lean DataSM approach, they speak 
directly to customers, employees or beneficiaries, mostly through phone-based surveys. This targeted, 
repeatable approach to gathering customer insights and social impact data has been used by more than 
300 of the world’s leading impact investors, companies, foundations, corporations, NGOs, and public 
sector organisations.

mailto:varad%40omidyarnetwork.in?subject=
mailto:rahul-consultant%40omidyarnetwork.in?subject=
mailto:ruchi%40omidyarnetwork.in?subject=
https://www.60decibels.com/
https://www.omidyarnetwork.in/


Participating investees

Bon empowers self-employed 
and gig-economy workers in India 
with easier access to working 
capital, many of whom are first-
time borrowers of formal credit.

Doubtnut is a multi-lingual 
online learning app for 
K-12 students.

Indus OS targets millions of 
early smartphone users in India 
and other emerging markets to 
unlock the power of smartphones 
and discover the Internet by 
meeting their local language and 
other personalised needs.

NeoGrowth is a hassle-free, 
short-term loan platform that 
helps small- and micro-sized 
retailers in India, who do not 
have access to traditional bank 
credit, to address everyday 
business cash-flow challenges.

RailYatri/IntrCity is a one-
stop long distance mobility 
solution for train and bus 
travelers across India.

Dream a Dream empowers 
young people from vulnerable 
backgrounds to overcome 
adversity and flourish in a fast-
changing world using a creative 
life skills approach.

Foundation for Ecological 
Security secures common 
lands for rural communities 
to drive conservation and 
restoration of natural resources.

Kaleidofin helps under served 
Indian consumers to meet their 
life goals by matching them with 
financial solutions tailored to their 
unique needs—all in an intuitive 
and easy to use mobile app.

Newslaundry is an 
independent digital media 
platform focused on promoting 
high standards of ethics, quality, 
and transparency.

Transerve Technologies 
works with cities to provide 
affordable tech solutions to 
infrastructure management 
issues such as property 
tax collection.

eGovernments Foundation 
transforms urban governance 
with the use of scalable and 
replicable technology solutions 
that enable efficient and effective 
municipal operations, better 
decision making, and contact-
less urban service delivery.

Indifi Technologies seeks 
to improve access to MSME 
financing in India by providing 
small businesses with access to 
multiple lenders.

HealthKart is India’s largest 
online nutrition and fitness 
destination.

myUpchar is trying to solve for 
awareness and access problems 
related to healthcare in Tier-2 
and Tier-3 India.

Pratilipi is India’s largest self-
publishing platform for readers 
and writers of Indian languages.

Vedantu is an interactive online 
tutoring platform for students.

https://bon.pe/
https://doubtnut.com/
http://www.indusos.com/
https://www.neogrowth.in/
https://www.railyatri.in/
https://dreamadream.org
http://fes.org.in/
http://fes.org.in/
https://kaleidofin.com/
https://www.newslaundry.com/
https://transerve.com/
https://www.egovernments.org/
https://www.indifi.com/
https://www.healthkart.com/
https://www.myupchar.com/en
https://www.pratilipi.com/
https://www.vedantu.com/


Legal Disclaimer: This report is for informational purposes only and should not be construed as investment 
or other professional advice. Information has been obtained from sources believed to be reliable but Omidyar 

Network and Omidyar Network India do not warrant its completeness or accuracy. Omidyar Network 
and Omidyar Network India own a significant equity stake in some of the companies referenced in this 

report, and expect to continue making investments in these and other companies in this sector.


