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The Ministry of Women and Child 
Development launched in Au-
gust the new SHe-Box portal, a 

centralized platform for registering and 
monitoring complaints of sexual ha-
rassment by women in the workplace.

Union Minister Annapurna Devi also 
launched the new website of the Minis-
try during the event.

The new SHe-Box portal serves as a 
centralized repository of information 
related to Internal Committees (ICs) 
and Local Committees (LCs) formed 
across the country, encompassing both 
the government and private sectors.

It offers a common platform to file 
complaints, track their status, and en-
sure time-bound processing of com-
plaints by ICs. It provides assured re-
dressal of complaints and a streamlined 
process for all stakeholders. The portal, 
through a designated nodal officer, will 
enable real-time monitoring of com-
plaints.

As India approaches its centenary in 
the next 25 years, the government has 
placed significant emphasis on wom-
en-led development over the past de-
cade, recognizing the pivotal role of 
women’s leadership in driving inclusive 

economic growth.
A cornerstone of this initiative to 

enhance women’s participation in the 
workforce is ensuring that workplaces 
are safe and secure, enabling women 
to thrive and 
succeed. The 
Sexual Harass-
ment of Wom-
en at Workplace (Prevention, Prohibi-
tion, and Redressal) Act, 2013, protects 
women from sexual harassment in the 
workplace and addresses their griev-
ances. In line with this commitment, 
the new SHe-Box portal represents a 

significant step forward in addressing 
and managing complaints of workplace 
sexual harassment.

In addition to the SHe-Box portal, 
the ministry launched a newly-de-

veloped web-
site tailored to 
meet the needs 
of the govern-

ment. This website aims to establish a 
cohesive visual identity across digital 
platforms, enhancing the government’s 
engagement with national and global 
audiences. As digital platforms become 
the primary point of contact for citi-

zens, maintaining a strong and compel-
ling brand presence is essential.

Speaking at the event, Annpurna 
Devi stated, “This initiative is a criti-
cal step forward in providing a more 
efficient and secure platform for ad-
dressing workplace-related sexual ha-
rassment complaints. It furthers the 
government’s commitment to creating 
a safer and more inclusive working 
environment for women across India.” 
She expressed confidence that the por-
tal will ensure that complaints can be 
safely registered without personal in-
formation being publicly accessible.

India launches portal to monitor complaints by women of workplace sexual harassment
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Agri-influencer Mame Abdou Diop, prepares social media content in his mango orchard in Gadiaga, Thies region, Senegal, on July 25.

Agri-influencer Nogoye Sene, senior agronomy 
technician and director of Ebeno Agrobusiness, carries 
a tray of seedlings in a field at Sinthiou Dara in the 
commune of Keur Moussa, Senegal, on July 25.

Senegal ‘agri-influencers’ seek to shake up key 

THIES, Senegal (AFP-Jiji) — 
Crouched next to a pile of fresh 
mangoes, Senegalese farmer 
Mame Abdou Diop shoots a Tik-
Tok clip hoping it will be a hit with 
his burgeoning social media fol-

lowing.
Diop, 30, is part of a new wave of agricultural 

entrepreneurs in the West African nation em-
bracing online platforms to boost sales, share 
knowledge and carve their own path in a key 
economic sector.

Since 2020, Diop has run a small business 
managing plots of land and growing a range of 
crops from watermelon and mangoes to onions 
and beans.

But since launching on TikTok, Instagram, 
Facebook, Snapchat and LinkedIn two years 
ago, he has seen profits soar and his client base 
more than double.

“I used to make videos for fun, I didn’t even 
know what kind of impact social media would 
have,” said Diop, who has amassed nearly 14,000 
TikTok followers and 2,000 on Instagram.

But he soon realized the videos were “very 
good marketing,” he said in the village of Gadia-
ga, east of the capital Dakar.

Agriculture represents roughly 16% of Sene-
gal’s GDP, but the industry suffers from chronic 
underperformance.

The new government has prioritized attaining 
food sovereignty, with the aim of creating more 
jobs in a country plagued by youth unemploy-
ment.

Senegal imports almost 70% of its food re-
quirements, despite 60% of the labor force grow-
ing food crops, according to the International 
Fund for Agricultural Development.

‘Get more visibility’
Low productivity is due to a number of factors 

including a lack of quality infrastructure and 
technical support as well as poorly organized 
value chains and crop processing.

For Senegal’s young and increasingly urban, 
tech-savvy population, social media offers an 
opportunity for innovation.

Diop films himself in reels and adds his phone 
number to advertise his mangoes, which are sold 
directly to local businesses or exporters shipping 
to Europe or Morocco.

Buyers contact Diop by text or through social 
platforms, and after a price is agreed, the crops 

are delivered directly.
He said social media allows him to bypass 

costly or inefficient middlemen, reduce the price 
and pick, process and sell his mangoes in a day.

N’Diaye Pape, 26, a fruit juice seller in Dakar, 
found Diop while scrolling on Instagram and 
appreciates the speed of his service.

“I saw the quality. So I contacted them and 
they delivered on time,” he said.

Social media also allows farmers to share 
and monetize technical expertise, said Helene 
Smertnik from research firm Caribou Digital, 
which studied the use of social media in Senega-
lese agriculture in partnership with the Master-
Card Foundation.

“Quite a number of people become consul-
tants and start making a decent amount of mon-
ey,” she explained.

Using a stick to transplant a row of chillies at 
a farm, 27-year-old Nogaye Sene explained how 
Instagram had helped her fledgling consultancy 
take off.

“I started social networking in September ... to 
get more visibility and to find people,” she said.

“They contact me directly on Instagram. So I 

give them my number, then I visit their fields 
and now I help them with production,” she add-
ed.

Sene, who describes herself as an agri-influ-
encer, manages plots for around a dozen clients, 
helping with land development, market garden 
production and the planting of fruit trees.

She shares videos and selfies offering tips on 
how to grow and harvest crops, install irrigation 
systems and manage farming projects.

She found the majority of her clients through 
Instagram, where she now has over 3,000 fol-
lowers.

Sharing expertise
“There is this quite fertile ground ... in that 

there is this mix of youth that is more and more 
online and using social media both for enter-
tainment and trade,” said Smertnik.

But the trend is in its infancy and mostly con-
fined to urban individuals working in small-
er-scale value chains, she said.

Agri-influencer and horticulture entrepre-
neur Adjaratou Kosse Faye is the founder of a 
social media cooperative sharing expertise and 
training with fellow producers.

What started as a small forum on the so-
cial media platform Clubhouse during the 
COVID-19 pandemic is now a WhatsApp group 
with over 50 participants.

Faye said she had only met a handful of the 
members face-to-face but stressed that the 
group had allowed knowledge to be shared on 
a regional scale.

“We have farmers from Ivory Coast, Burkina 
Faso, The Gambia and Mali,” she said.

“I think it’s wonderful that we can trust each 
other and that social media has enabled us to 
create this network,” she added.


