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Annual Report – Year One

Introduction
During first year of implementation of the MADE programme, the team has acquired an in-depth
understanding on how the selected markets work in the North as well as the challenges faced to bring
out the desired change in these markets. The team still believes that the overall approach set out in
the Intervention Plan for MADE remains valid, although there is a need to adjust and adapt
interventions and activities to incorporate the learned lessons and circumvent the existing challenges.
Doing this will ensure that MADE is on the right path in year 2 to bring about the outcomes that DFID
has set for the programme. As a result, most interventions identified in year 1 will continue in year 2,
either as a continuation of the pilot phase, the beginning of the adaptation phase, or the start of the
scaling up/replication phase. However, the first year has also allowed the team to identify which are
the required skills and organisation structure required within the programme to make this happen, so
the proposed changes to the composition of the team are also part of this report.
In summary, this Annual Report presents the progress achieved by MADE in its first year of
implementation, the main lessons learned, how these lessons inform our work plans for year 2, the
strategic implications these have, and, finally, the interventions and activities that we will be
undertaking in year 2 to achieve the outputs and outcomes set out for the MADE programme.
More specifically, the report is set out as follows:
 In Part A we present the progress achieved during year 1 of the programme for each market as
well as the main lessons learned.
 In Part B, we synthesise the wider lessons learned, assess which are the strategic implications for
the programme, and present how these strategic considerations should be operationalised for the
remaining of the programme.
 In Part C we present the reviewed theories of change for each market (informed by what occurred
in year 1), the interventions that we will be undertaking in each market, the cost of these
interventions for year 2 and their expected contribution to the MADE log frame.
Finally, there are four annexes that form part of this report (included as separate files):
 Annex 1: Market Review Tables. This annex presents, in tabular form, a more detailed analysis of
the progress of each intervention in every market.
 Annex 2: Overall and Market-Specific Work Plans. This annex presents the overall MADE work
plan for year 2 as well as the detailed work plans for each market.
 Annex 3: Action Research Progress Report and Assessment of Scalability. This annex presents a
detailed review of all the action research interventions undertaken during year 1 and assesses
their scalability.
 Annex 4: Business plan and proposed budget for year 2. This annex presents the financial
summary for year 1 of implementation of the programme, an explanation (and justification) of the
proposed changes within the team for year 2 onwards, a proposed revised budget for the
remaining four years of the programme, and a monthly financial plan for year 2.
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involved sampling three paravets from the Upper East, West and Northern regions
and developing profiles of their businesses to better understand their business
structures, operational capacities and constraints. The findings of this mini-survey
will inform the detailed design of the paravet business model which will be
undertaken during the first quarter of the coming year.
Intervention
L3. Support
emergent and
large farmers
to develop a
more
commercial
approach to
their
businesses

As with the other crop markets the launch of BDS to commercial and emergent
farmers has been delayed due to difficulties in identifying quality BDS providers.
As with these other markets the approach will now involve partnering with a number
of BDS providers and guiding them through the process of developing and rolling
out commercially sustainable BDS services to livestock farmers. To inform this new
approach a preliminary assessment of the BDS requirements of small and
emergent livestock farmers was undertaken in the final quarter of year 1. This
involved surveying a small sample of livestock farmers (9 in total) to better
understand the capacities and weaknesses of their business models, with the
intention of then tailoring a package of BDS services to meet these needs. The
consultants commissioned to carry out the scoping exercise are currently in the
process of finalising their report.

Intervention
L4. Assess the
feasibility of
monetising
livestock in
northern
Ghana to
increase
access to
finance for
livestock
farmers

This intervention aims to assess to feasibility of a number of options for monetising
livestock (i.e. using them as collateral or insuring them). One of the key objectives
of this intervention in year 1 was to pilot a micro-insurance product for livestock. In
quarter 3 a service provider
was contracted in to undertake an
assessment of the feasibility of developing this livestock micro-insurance product,
this involved the following:
 Assessing the interest of the commercial insurance sector in Ghana in
developing livestock insurance products or programmes as well as the
expected demand for livestock insurance by livestock farmers in Northern
Ghana;
 Identification of the main (insurable) risks for the insurance sector with regard
to small ruminants in Northern Ghana;
 Assessing the quality of the actuarial and other data available in Northern
Ghana and the identification of the data requirements for developing the pilot
intervention vs. scaling-up the pilot at the regional/national level;
 Recommending the micro insurance products most appropriate to Northern
Ghana including assessing the potential to bundle livestock insurance solutions
with other products and services currently offered to rural households and their
delivery channels (e.g. crop-weather insurance-livestock, or life-health-croplivestock).
 Identification of a suitable partner for the implementation of the pilot micro
insurance scheme.
Feedback from the consultant has been positive indicating that it will be feasible to
introduce a livestock insurance product in Northern Ghana. The consultant is
expected to deliver his final report this month (May 2015) at which point plans will
be put in place to launch the pilot and test the recommended micro insurance
product.

Intervention
L5. Provide
advocacy
support to
Livestock
Associations

This intervention aims to generate for more effective government policy support for
the livestock sector in Ghana. A couple of activities have been undertaken this year
which will help to bring about the required policy reforms. Firstly, a livestock
stakeholders’ platform (similar to the groundnuts alliance) has been established
and the first meeting took place in MADE’s office in October 2014. The livestock
policy platform will act as a forum to identify and prioritise key policy issues and
deicide on the most effective means to be adopted to influence policy makers and
bring about the required reforms.
The second major step was the appointment of the Institute for Development
Studies (IDS) in February to produce evidence on the policy and institutional
support and public investment needed by the livestock sector in Ghana. The
research will be used as an evidence base to empower stakeholders in the industry
to advocate for more effective public policy framework promoting and supporting
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the development of the livestock sector in Ghana, particularly in the North.
Intervention
L6. Promote
private sector
investment in
fattening
stations and a
modern
abattoir in the
North

1.6.2

This intervention aims to attract a large private investor
was the most
promising potential investor identified during the inception phase) to invest in the
establishment of a network of fattening stations and small abattoirs and processing
facilities across the North.
Progress with this intervention has been extremely slow this year, due primarily to
long delays in agreeing a scope of collaboration with
Although there was a
clear willingness on
part to work with MADE they were unable to commit to
a schedule of activities with us due to uncertainties regarding the financing of its
planned investment (two fattening stations and three abattoirs) in the North. Over
the past couple of months though
has secured finance from a number of
sources, giving renewed impetus to the partnership, this resulted agreement being
reached on a final scope of collaboration with
and the signing of an MoU with
them in April 2015. The partnership with
will now focus on helping them to
build a supply chain involving 3,000 smallholder farmers to feed the two fattening
stations and abattoirs it plans to establish. The pilot farmer outreach programme
to be initiated with
next year is discussed in Part C of this report, which
outlines our plans for next year in the livestock market.
During the year MADE has also engaged other potential investors. Discussions
have been held with a second abattoir operator
, also based in Accra. A
draft MoU was shared with the company in March 2015 and will soon be finalised
for signature. The company has also expressed a strong interest in setting up an
abattoir in the North but lacks the funds to do so because all its resources are
currently committed to running the abattoir in Accra. MADE intends to support
to secure financing to invest in the North and also introduced them
, however after preliminary discussions it seems that the cost and
structure of funding being offered by
is not in line with
s
expectations. Whilst assisting them to identify alternative sources of finance MADE
will also encourage
to source more livestock from the North and in the
coming year plan to pilot a similar farmer outreach programme as that which we
intend to undertake with
. This will be done by working though
principal supply agent,
(a livestock trader based in Tema),
whom we have also held discussions with during the year.
currently
procures most of its traded animals from
. It is interested in MADE’s
assistance to strengthen the network of agents it uses for its procurement
operations in Northern Ghana, facilitating access to finance and linking it to a
network of progressive farmers in the north who will serve as end buyers for
improved small ruminant breeds. In return for MADE’s assistance
will
support MADE achieve its livestock smallholder farmers outreach targets and
outcomes.

LESSONS LEARNED

The following are some of the key lessons learned in the first year:
 In spite of its commercial potential, the livestock sector, unlike most crop sectors, has received
very little attention from both government and donors. The few government and donor sponsored
livestock development programmes that have been implemented have focused either on direct
state intervention (e.g., the state sponsored Livestock Development Programme) and/or targeted
the poorest of the poor (e.g., Heifer International’s small ruminant loan programme). While this
makes it difficult to find any actors with sufficient appetite and capability for business partnerships
for market development, it is also an opportunity for the MADE programme to add unique value.
 The assumption that there would be proactive radio stations and ICT based information providers
to partner to develop commercially oriented and sustainable programmes did not hold.
 There are existing para-vets practicing (albeit very few) whose needs may be addressed by BDS
to enable them grow and play some of the roles anticipated for the selected and prepared paravets.
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 The distortion of the BDS market due to heavy donor subsidies and grants seems to have
negatively affected the appetite and capability of potential service providers to develop
commercially oriented and sustainable products and services. It is therefore important to modify
the approach to BDS providers and give them support so that they can deliver the services
required by MADE.
 The process of engaging sub-facilitators is long and it is difficult to find those with the right
capabilities and financial strength, including good appreciation of MADE’s market development
approach. For example, MADE’s engagement with
has been challenged by its inability
to mobilise resources on time and its own internal organisational and business weaknesses.
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Activity 2.
Facilitation of
women
producers’
linkages to
networks

In the first year women producers (in each of the crop markets) were provided with
assistance to organise themselves into groups in order to facilitate easier access to
inputs and support services and to facilitate inter and intra-group information
exchange. For example in the groundnut market the aggregator
was
supported to provide training and orientation on group dynamics; a total of 1,522
farmers, 592 of whom were women. This has facilitated women’s timely access to
seeds and other agro-inputs support such as ploughing, fertilizer and other
chemical services.

Activity 3.
Facilitation of
women
producers’
access to
markets

As emphasised in the market review section limited progress has been made this
year in improving access to markets for producers in the North, including female
producers. Several promising discussions have however been initiated with a
number of large off-takers in the South which we will take forward in the coming
year. One of the most promising is with
, a large supplier of fresh
vegetables to the Accra market.
was established and is being managed
by a high profile woman entrepreneur who is particularly interested in linking up
with and sourcing vegetables from women producers in the North.
plan also includes establishing a series of pack houses for vegetables in strategic
locations around the North, the packing and sorting of vegetables in these pack
houses have the potential to create significant employment and income
opportunities for women.

Activity 4.
Facilitation of
access to BDS
and Finance
for women
traders and
processors

The BDS interventions in each of the six markets are all focused on supporting
women processors and traders. None of these BDS interventions were however
launched in the first year primarily due to difficulties in identifying capable BDS
providers. MADE will modify its approach to contracting BDS providers and we
expect to be able to launch these interventions in year 2.

2.1.2

LESSONS LEARNED

Some lessons learned during the first year of implementing MADE include:
 Aggregators, input dealers and extension agents can provide effective platforms for integrating
female farmers and increasing their access to extension services if they receive the adequate
support from MADE.
 While the use of the “role model” farmers is important for engaging other farmers, particularly in
the case of short-cycle crops such as vegetables, it may actually be counterproductive with respect
to strengthening the role of female farmers. This is because these “role model” farmers tend to be
very traditional and perceive being more inclusive on the gender aspect as a “threat” to the status
quo.
 The role of value chain coordinator has been played more effectively by aggregators acting as
MADE’s partners and to some extent NGOs serving as sub-facilitators. It is important, however,
that MADE ensures that they also adopt a gender focus in their interventions.
 There may be other equally (if not more) effective approaches and stakeholder appetite to address
the irrigation challenge including the development of the irrigated land rental market which may
provide the opportunity to address women’s access to land.

2.2 CLIMATE CHANGE
As set out in the Climate Change Strategy, each market had to undergo a screening process, in which
climate sensitivity and environmental risks were assessed, and where appropriate, mitigation
measures were suggested. MADE undertook an environmental and climate change screening at the
market rather than intervention level. The reason was that interventions within one market shared
similar risks from climate change, and to the environment and to CO2/GHG risks.
During year 1 of implementation, the Market Development Specialists acted as the Climate Change
Champions to ensure that climate resilient varieties were introduced, and that good agricultural
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specialists to develop standardised content for MADE’s media programmes
covering the six market sectors. The standardized content will be shared with
radio stations, aggregators and other partners interested in adopting it for
media education programme in the future.
Activity 2.
Facilitation of
better linkages
between farmers,
input dealers,
traders, service
providers (incl.
financial
services),
agribusiness and
exporters

A “What is MADE” booklet - introducing the programme, its objectives, market
sectors and how it can support business initiatives - has been produced and is
now awaiting publication and dissemination.
A service provider has been commissioned (in quarter 3) to develop investment
profiles in each of MADE’s markets. These investment profiles will provide the
content for the investment promotion packs to be produced and disseminated.
A first draft of the investment profiles was received at the end of quarter 4 and
is currently being reviewed. The investment opportunity tours and market
development conference(s) will follow once this material has been finalised, this
is expected in quarter 2 of the coming year.
The MADE website was formally launched in the last quarter of year. The
website provides information on the programme and opportunities in the market
sectors, as well as access to relevant reports and other documentation. A
section of the site explains how MADE uses the M4P approach to give poor
farmers better access to markets.

Activity 3.
Improving
provision of
commercially
actionable
information to
farmers and
farmers’
organisations

This year a number of methods were explored to understand the most effective
way to disseminate commercially actionable information to farmers, these
primarily involved the provision of information through the pilot radio
programmes (described above) as well as through field level GAP
demonstrations (described in the market review sections). The organisation
and rolling out of the GAP trials and demonstrations were particularly instructive
and provided us with a good insight into who is best placed to disseminate
information on good practices to farmers and how this information should be
packaged and presented. Further methods (infomercials, SMS
communication, call centres) will be tested and assessed in the coming year,
this is discussed in further detail in the communications plan for next year in
Part C of this report.

2.3.2

LESSONS LEARNED

 Our experience with the broadcasting of the pilot programmes has indicated that the listenership
base for such programmes is potentially very large. Effective design and presentation of such
programmes is crucial to maintaining listenership and attracting and maintaining sponsorship. The
feedback from the first year indicates that presenting these radio programmes as panel
discussions may not be the best way to engage and maintain an audience. The on-going
evaluation of the radio programmes will assess this in detail and recommend alternative ways of
presenting these programmes and getting our message across to the audience.
 Private firms showed limited interest in supporting financially and sponsoring the cost of radio
programmes. We recognise that the expectation that agribusinesses would make a financial
contribution was unrealistic, particularly with no evidence to show what value they could obtain
from such an investment. A large, regular audience is the only way of attracting regular
sponsorship for such radio programmes. Looking ahead to next year, it is therefore of crucial
importance that production companies bidding for the production of the flagship clearly
demonstrate how they plan to ensure sufficient listenership levels to attract and maintain sponsors.
 The consultants preparing profiles have indicated there is muted investor interest that may be
further developed using the profiles with good “marketing”
 The communications/media market in the North has been severely distorted by subsidies given by
donor programmes. It is therefore extremely difficult to engage radio stations and ICT based
information providers to own and develop new business models that would allow for the
commercial sustainability of the radio programmes initially sponsored by MADE. The focus,
therefore, should be on the sustainability of the results of the interventions rather than the
interventions themselves.

20

Annual Report – Year One

Part B. Strategic implications for year 2
As shown in Part A of this report, MADE has progressed to varying degrees in the opening portfolio of
markets and interventions. The experience and learning to date has led us to conclude that while we
need to make some adjustments to our approach in each of our six markets, we have not yet
encountered any fundamental errors in our theories of change. Not all are fully tested as yet and we
are making some adjustments, but the general conclusion is that they are sound and that it is
definitely worth continuing these interventions in these markets.
However, we have already learned enough to reflect on wider strategic implications for MADE beyond
this ‘market by market’ level. In this section we summarise the wider lessons learned and their
strategic implications.

Lower than expected capacity of the private sector in Northern Ghana
The capability of private sector firms in the North is limited and lower than had been envisaged. For
example, we had assumed that private seed companies would have the resources and capability to
invest in developing the market for seeds, but MADE has had to support them in the development of
the new varieties. The team has had to engage much more than expected with these businesses We
have no doubt that we are right to focus on the private sector as the main driver of market
development and we need therefore to address this.
STRATEGIC IMPLICATIONS
In Year 2, we will to use a combination of approaches to strengthen the private sector in the North
and attract more firms from other parts of the country (and at international level) to the North. These
include:
 Strengthen the capacity of the existing private sector firms in the North. We propose to do this
through the design (and piloting, if approved) of a Business Growth Accelerator intervention.
This intervention would involve providing business development and support service to private
businesses that will help them to eliminate organisational, operational, and strategic bottlenecks
that prevent the client firms from growing. This is similar to the services of management consulting
firms, but with an adjusted service offering to address the peculiar needs of small and medium
sized agribusiness firms based and/or operating in Northern Ghana.
 Focus MADE’s resources in attracting large and capable private sector businesses from the South,
particularly Accra. In the early stages of year 1, MADE had limited success in attracting investment
from Southern buyers and exporters into the North. This initial approach focused on the cold
solicitation of proposals. However, it soon became clear that there was a need to leverage the
businesses’ own investment and expansion strategies, which meant that the team had to devote
more resources than expected to identify and engage with these businesses in the South. In the
cases where we have managed to attract interest successfully, the MADE team has had to
establish a more permanent engagement with the business and undertake several visits to the
headquarter offices in the South. As a result, we are proposing to engage a Business
Development Adviser, who would be someone based in the Accra who would facilitate linkages
and partnership with businesses outside of the North, and help attract investments from Southern
businesses to markets MADE works in.
 Continue to support capacity development directly through BDS and mentoring, design (and pilot)
facilitating the arrangements between them, and actively seek capable partner businesses and
investors from outside the programme area.

Poor capacity of sub-facilitators and BDS providers
Our approach as programme implementer is to commission sub-facilitators to undertake the bulk of
the activities within MADE interventions to address the lack of public goods. MADE has a small team
and we do not have the capacity to, for example, undertake training programmes ourselves. This
approach, however, assumes that there are capable service providers to do this for MADE in the
North.
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Overall, we have found that there are important challenges in finding capable providers in the North to
do this. This has resulted in a range of issues: delays in delivery of services, poor quality, and
unrealistic offers from providers.
To address cost and local content implications, we have tried in some cases in to address the weak
capacity of service providers in the North by partnering small teams from international organisations,
e.g., FMS, with local consultants and experts using the international experts to mentor, coach and
transfer knowledge to the local teams. However, this approach is costly and is not applicable to all
interventions that require such services.
STRATEGIC IMPLICATIONS
In Year 2, we will continue to provide support through partnering experts from international
organisations with local teams, but we will also:
 In the case of sub-facilitators such as NGOs, we will learn from experience what partners can and
cannot do, so utilise them at their capacity and do not place unrealistic expectations on them. We
will also continue to use international providers sparingly but where necessary.
 In the case of BDS providers, we will aim to strengthen the market of BDS providers through a
BDS Provider Mentorship Scheme. Through this scheme, MADE would engage with all tenders
applying to a “call for proposals” to support them in understanding the ToR and assessing their
capacity, incentives and relationships to deliver the desired activities. MADE would then engage
further with the most promising providers to clearly identify the areas where they would provide
their services, assess the level of support and mentoring required, and ensure close monitoring of
implementation. This approach would allow for the development of a more capable and
competitive market for BDS providers. We will also aim to make BDS providers beneficiaries of the
Business Growth Accelerator intervention.

Addressing coordination failures is key to success
Coordination challenges are always at the heart of connecting small scale farmers to markets. The
solution promoted has for a long time been the formation of farmer based organisations of one form or
another to consolidate and sell the farmers’ produce in bulk. While this can work, there is little
evidence that it generally works and there are innumerable examples of it failing. Within MADE and in
recognition of the lack of effective farmer organisations in the programme area, we have focused on a
different solution in which aggregators develop their business model on addressing the coordination
challenge.
Studies carried out by the Monitor Group1 suggest that aggregation models can, especially those with
the lowest levels of intermediation provide significant increases in income for smallholder farmers who
trade with aggregators. The sources of the increased income are different across models – some
originate in savings on transport costs but the larger increases are said to come from the provision of
more value added services (e.g. sorting, drying, grading, credit provision, warehousing). The income
increases are said to range from 5% to 40%. Crucially, also, the study revealed that the aggregation
models can be a profitable business model. While they demonstrated thin and volatile margins, often
fluctuating between one year and the next, average margins were 2%-3% overall, comparing
favourably with margins obtained by global grain traders such as ADM (3%). This suggests that
agribusinesses deploying the aggregation models are potentially, at least, commercially viable and
sustainable.
STRATEGIC IMPLICATION
For year 2 and onwards, we see aggregators as key intermediaries between producers and actors
further up the value chains in our crop markets. We therefore aim to continue testing and replicating
the “aggregator model”, recognising that it is central to MADE and innovative so the programme
must focus on learning from its experience developing these aggregator businesses.

Agri-finance is important and lacking
The financial services sector is not providing funding to farmers and agribusiness in the North.
Although in the initial market assessment we had already identified access to finance as a constraint
1 Market Based Solutions to Poverty in Africa,
Monitor Group, May 2011

,
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and had included a number of interventions to address it, we need to take a deeper look at the
systemic constraints in the financial sector. Our progress in year 1 has been limited but a number of
feasibility assessments are now ready to go. This will be of strategic importance, as unlocking finance
could be a game changer for a number of market constraints.
STRATEGIC IMPLICATIONS
In year 2 we will need to have a more clear understanding of financial sector constraints faced by the
agribusiness sector. We will ensure that the feasibility assessments that are about to start include this
wider analysis as part of their assignments and, if this is not enough, we will commission a specific
study on the existing constraints to agribusiness financing in the North. We will develop a clear
strategy on how to unlock the financial sector in the North.
Consistently, MADE will remain open to develop new interventions in the area of financial sector and
look for opportunities where our intervention fund resources could be used. This could include, for
example, areas such as guarantee facilities.

Sequencing and timing of interventions is challenging
In agriculture, testing, piloting and scaling are not as clearly sequential as might be assumed. While
an intervention might work well in one year, unexpected issues might occur the next as a result of
weather for example. The converse could also apply when initial problems can be overcome in
subsequent seasons. This of course complicates the timing of sequential and supporting initiatives.
This is further complicated by the operational reality of operating in the North, where doing business is
more challenging.
STRATEGIC IMPLICATION
There is a strategic issue around managing this reality, building in flexibility and mechanisms for
making decisions that will sometimes necessarily be based on partial information. In year 2, we will
ensure that the MADE team continue to develop their intervention management skills, building in
flexibility and responding to changes. We will need to strengthen the use of our intervention
monitoring plans to ensure that feedback loops are working well and make sure that results
measurement and knowledge management at the center of our approach.
In line with these and other needs, we are proposing a re-organisation of the MADE team for year
2. Further details on the proposed changes, the rationale, and the new suggested structure can be
found in Annex 4 – Business plan and revised budget.

Some supporting markets are severely distorted
A core principle of M4P is the avoidance of market distortion by the programme. We have faced
challenges where the markets we are working in are already distorted by the many other donor
funded initiatives in the North. A good example is the communications/media market where many
radio stations have built a substantial part of their business model on selling air time to donor funded
programmes. This makes it extremely difficult to engage radio stations and ICT based information
providers to own and develop new business models that would allow for the commercial sustainability
of the radio programmes initially sponsored by MADE.
STRATEGIC IMPLICATION
In Year 2, we will have to compromise and assume that, in some cases, it will not be possible to
assure the commercial viability of our interventions. Our focus will be rather on ensuring the
commercial sustainability of the result of these interventions.
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Part C. Looking ahead - Year 2
SECTION 1. MADE MARKETS
1.1 ONION MARKET
1.1.1

REVIEWING THE THEORY OF CHANGE

The interventions designed in Year 1 were intended to test the following theory of change.

After year 1, we have been able to validate a number of assumptions behind the ToC.
Overall, the approach of using trials and demonstrations has proven to be very effective and feedback
from the various partners involved has been positive. The combination of practical field level
demonstrations and information on various onion seed varieties has been particularly beneficial in
allowing farmers to make informed decisions on varieties suitable for their locality and their target
markets. But although initial adoption rates by farmers seem to be positive, we will need to wait until
the scale up phase of the intervention in year 2 to see if this will result in the availability of large
volumes of onions in northern Ghana, comparable to the volumes in Niger and Burkina Faso.
We will also need to wait for year 2 to assess the assumption that large wholesalers and importers
have the appetite to source onions from Northern Ghana. However, the recent partnership with
. (see Intervention O3) and talks with other value chain actors indicates that the interest is
there. But the fact that we do not yet have a sizeable onion production means that we will need to wait
until year 2 to assess if these linkages do indeed emerge.
The most significant challenge to our assumptions is that using sub-facilitators to reduce the
transaction cost involved in connecting with thousands of smallholder farmers would serve as a strong
incentive for large wholesalers and importers to contract the farmers. The reality on the ground has
proven that an additional “level” was required to facilitate the link between smallholders farmers and
the large wholesalers and importers. This role has been played by the aggregators.
Insufficient progress has been made with the financial service providers to test the ToC for the
warehouse receipts initiative.
The figure below presents an updated theory of change in the onion market.
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1.1.2

INTERVENTIONS FOR YEAR 2

This section presents the interventions that MADE will be implementing in year 2 of implementation.
The specific activities required to implement each of these interventions are detailed in Annex 2 –
Work plan onion market.
Intervention O1. Improve farmers’ access to and use of improved varieties of onions
In year 2 we will continue to partner with
to scale up the action research interventions and
develop them as full pilot interventions, both for the rainy and dry season varieties, in the Upper East
Region. Evidence/adoption GAP demonstrations will be mounted to showcase the return on
investment of using the improved seeds (increased yields, larger and more consistent bulb sizes,
better appeal to the market, etc.,) and the practices to be adopted by farmers in order to achieve the
desired returns. MADE will, also, continue to broker relationships between
and local input
dealers to make improved seed varieties available to smallholder farmers.
We will also replicate and scale up the
model by engaging with other seed companies.
capacity is limited and cannot be used as a scaling up agent for the other regions. MADE
is already in advanced discussions with
(a Dutch seed company with a Ghana subsidiary)
to replicate the model piloted in year 1 with
in the Upper East and West Regions.
will provide seed samples for the demonstration plots and technical experts to train input dealers, lead
farmers and extension agents on the growing of their seed varieties. The lead farmers and the
extension agents will subsequently extend the training to the smallholder farmers using
demonstrations while the input dealers will serve as the primary source of information on the benefits
of the improved seeds when farmers visit their shops for seeds and other inputs. The lead farmers
will provide land and (together with some of the smallholder farmers) labour for the demonstrations.
The local input dealers will make time to participate in the training programmes with some making
their shops available to be used as “case studies” for training of the local input dealers. We expect
select seed varieties that are already adapted to Northern Ghana, but otherwise there
might be the need to run some adaptation trials/action research. In year 2 we will also aim to attract
other input dealers in the demonstrations (e.g. suppliers of fertilisers and chemicals). Discussions are
at an advanced stage with
) who, in addition to their interest in providing plant
nutrients and protection chemicals, are also keen to promote their own onion seeds, especially in the
Northern Region.
To enable this to happen, MADE will appoint a sub-facilitator(s) to work with
Discussions
are already on-going with the
in Garu to engage them as subfacilitators. In addition, MADE will explore a different approach to that of sub-facilitators: using private
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discussions between the company and the Ghana Agricultural Insurance Pool (GAIP). For
smallholder farmers, the model addresses their working capital needs and improves their access to
and use of the right inputs to enable them maximise yields.
custom, also, improves the
farmers’ access to a good segment of the onion market where they can obtain better returns including
stable (if not higher prices).
This model, when tested and proved successful, will be used to engage medium size buyers drawn
from the Techiman, Kumasi and Accra onion markets, as it would allow the aggregators to supply
them sustainably and at good quality.
Intervention O4. Improve access to finance by farmers
The lack of progress in year 1 for this intervention means that in year 2 we will continue to explore the
original approach: to provide technical assistance to banks and MFIs in the Upper East to train their
staff and improve their systems to lend profitably to onion farmers and to establish a system of
warehouse receipts (same bag in, same bag out) to be operated by large farmers and/or buyers. As
a result, activities will include:
 Mobilise agricultural finance expert(s) to assess the capacity of rural banks and MFIs in the Upper
East to develop innovative products and systems to increase credit to the agribusiness sector,
including to improve household storage facilities. If feasible, then the intervention would involve
supporting them in adopting the new systems to lend profitably to farmers.
 Prepare a feasibility study to determine the viability (operational and commercial) of establishing a
warehouse receipt system in Northern Ghana If feasible, MADE would then support selected
financial institutions to set up a warehouse receipts system (same bag in, same bag out) in
partnership with other market actors.
This intervention is, in reality, a cross cutting one across all crop markets, as the issues faced by
farmers are the same.
In addition, MADE will also start exploring opportunities to involve international financial institutions
(e.g
) into investing in the agribusiness sector. In this regard, initial
contacts have already been made with
which is keen on holding further
discussions with MADE to explore how to work together.
Intervention O5. Establish public private partnerships (PPP) for irrigation
The Terms of Reference have been drafted but contracting the service provide to implement them in
year 2 remains in stand by pending DFID’s assessment.
The original concept of this intervention required MADE to work closely with the
to commission technical assistance to assess the challenges and
opportunities for the rehabilitation and maintenance of small water bodies (tanks, small reservoirs). If
the recommendations were acceptable to both
and suitable water associations, and with DFID’s
approval, we would then provide support in the form of technical assistance to two water associations
in the Upper East Region to:
 Enable them to contract a private firm to carry out rehabilitation and maintenance.
 Build their capacity in areas such as management, financial and advocacy to improve their
governance structure and be able to exercise governance over the use of water and the collection
of water charges.
Action Research AR-O1. Develop a rental market for irrigated land
The work undertaken under Intervention O3 revealed opportunities for exploring the development of a
rental market for irrigated land as an alternative approach to addressing the irrigation constraint.
This approach will be tested as an Action Research intervention which, if successful, will be further
developed as a pilot. It comprises engaging a supplier of irrigation kits (e.g. pumping machines, drip
and sprinkler kits) like
with farmers and/or landholders who rent out their land.
would provide the irrigation equipment on a credit basis and farmers/landowners would repay it on a
long term basis.
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1.2 RICE MARKET
1.2.1

REVIEWING THE THEORY OF CHANGE

The interventions designed in Year 1 were intended to test the following theory of change:

The key assumptions underlying the original ToC were that working through aggregators would
enable Avnash and other processors to build the rice supply chain using a form of contract growing
scheme. At the same time, farmers would be willing to grow perfumed rice using GAP because of the
increased availability of inputs, effective extension support and the fact that supplying to
and
the other processors would offer a secure market for the new varieties. Lastly, that good quality BDS
and access to finance would be sufficient for women parboilers and processors to grow their
businesses.
After year 1, we have been able to reassess a number of assumptions behind the ToC and adjust and
update it accordingly. The major change is due to the fact that the contract growing arrangement
between aggregators and
not materialise in the first year. The intention was to test the
model of using large processor/end-buyer
to control and coordinate the supply of inputs to
farmers, with aggregators being used as intermediaries in this process. However, given the
uncertainty about when
mill will become operational, the focus in year 2 (informed by the
positive experience working with other aggregators) will be modified to allow and encourage
aggregators to take more control of the process. This will include delivery of services and inputs to
farmers and identifying and dealing with processors and other end buyers.
Progress with BDS support to the women involved in parboiling and processing was limited due to
difficulty in identifying quality BDS providers. This means that this part of the ToC remains untested.
The figure below presents an updated ToC in the rice market.
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1.2.2

INTERVENTIONS FOR YEAR 2

As emphasised above, MADE has made some very positive steps in initiating its activities in the rice
market in year 1. In particular the working relationships with both aggregators
has worked well and as we are now in a position where we can scale this up in the coming year and
initiate relationships with more aggregators.
In year 2, we will focus on the following interventions2. The specific activities required to implement
them are detailed in Annex 2 – Work plan rice market.
Intervention R2. Support multiplication of certified seeds for market varieties of rice
In year 2 we will continue to support the approaches to seed multiplication that started being piloted in
year 1 and are still ongoing. These will include:
 Continue to engage with community based seed growers (smallholder farmers) to support them
(through
) in producing certified seed for other farmers and, if successful, on contract for
aggregators. It is expected that the rain pattern in the 2015 rainy season will be good enough to
enhance the availability of water in the Tono Irrigation Dam and allow the most promising of the
community seed production groups (i.e. the Navrongo group) to use the irrigation facilities to
produce seed in the dry season of the 2015/16 crop year (i.e. from November 2015 to March 2016)
for the planting in the subsequent crop year.
 Continue the efforts to link aggregators with sources of certified seeds, including the development
of investment profiles to highlight the investment potential in seed production and attract larger
seed producers to the North.
 Continue to support those aggregators that are capable of producing their own seed (e.g.
) to sustain or expand production of their own certified seeds.

2 Note that Intervention R1 is now presented in Part A/Section 2/2.3 - Communications.
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1.3 GROUNDNUT MARKET
1.3.1

REVIEWING THE THEORY OF CHANGE

The interventions designed in Year 1 were intended to test the following theory of change:

The key assumptions underlying the original ToC were that: the increased availability of inputs and
effective extension, including on the management of all production processes to control aflatoxin
(provided through aggregators) will be sufficient to get farmers to grow new varieties of groundnuts
using GAP for production and aflatoxin minimisation, aware that there are processors and end-users
willing to buy them; appetite exists in public research agencies
) to partner with the
private sector to commercialise research findings and that these research institutes have codified
research findings (e.g., GAP protocols) that can be transferred to farmers using extension methods;
aggregators, processors and end-buyers will be able to better coordinate their activities and build a
supply chain linking producers in the North to major markets in the South and overseas; and good
quality BDS and access to finance will be sufficient for women groundnut processors to grow their
businesses.
After the first year we have been able to make a preliminary assessment of the validity of some of
these assumptions. We have found that working through aggregators to expose smallholder farmers
to recommended GAP using demonstrations has proven to be effective, this will be further tested in
the coming year as we work with more aggregators. In addition, and as mentioned above, farmers
have demonstrated a willingness and capability to adapt the recommended GAP practices promoted
in these demonstrations. Input dealers and extension agents have been active participants in the
demonstrations mounted in the first year and have shown a strong desire to learn and to continue to
engage with the farmers to build their capacity (obviously recognising the commercial potential of the
services and products they are providing to the farmers). These are all important in sustaining these
measures. Improving the business models of aggregators and linking them with off-takers is also
crucial in terms of ensuring sustainability. It has become apparent in the first year that the business
models of aggregators across all markets are weak and supporting them to improve their business
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Intervention G2. Aflatoxin control and crowding-in end buyers
MADE will continue to support the
in year 2, providing extra grant funding to
to continue to work with
to strengthen its aflatoxin management systems and develop a
pathway to the export market leveraging the links with Intersnack. The experience in year 1 suggests
that using technical assistance to provide both production and technology support and market
linkages can be effective in lowering aggregators’ risk aversion and increasing their appetite for
innovating to meet market demands such as aflatoxin free groundnuts and other quality and quantity
requirements. This will be supplemented by introducing the British NGO
to some of the
aggregators to be engaged in 2015/2016 crop year for them to develop models similar to the
model.
This intervention will also explore other market outlets for aggregators, in particularly the partnership
between
and
. The anchor of the model is
driven by its interest
to procure as much aflatoxin free groundnut as possible to enable it supply its customers including
(groundnut paste for blending with chocolate to produce chocolate
spread and whole nuts for embedding in the company’s chocolate pebbles).
also, exports
groundnuts paste itself to customers in the European Union. With the assured market to be provided
by
will provide input credit to farmers through aggregators and recover the
cost at harvest when the aggregators sell the harvested crop to
s. The input credit (with
or without a complement of agricultural equipment and implements) from
will enable the
aggregators to, in turn, offer enhanced crop production support service packages to their out-growers
(smallholder farmers) thus enabling the farmers achieve improved yields with the aggregators
obtaining sufficient good volumes of good quality groundnuts to meet
needs. If proven
successful, this model will be scaled up in subsequent years.
Intervention G3. Institutionalisation of the Groundnuts Alliance
Bringing together
, extension services, input suppliers and dealers, farmers’ organisations, major
merchants and end-users to facilitate better coordination and sharing of information on the groundnut
market is important. Based on the quality of discussions at the recently held groundnuts value chain
actors’ forum, the prospects for an effective alliance appear good. In year 2 we will focus on
institutionalising the
and using it as the main platform and mechanism for
bringing the different actors in the industry to work together. This requires going back to the original
plan of using meetings and other stakeholder platforms to share MADE’s vision for the groundnut
market to foster and facilitate the formation of the GA.
Intervention G4. Develop lease and rental market for the provision of mechanisation services
The priority for year 2 will be to contract a sub-facilitator to take this intervention forward. It is still
envisaged that the intervention will be piloted in six groundnuts growing districts. Based on the initial
findings of year 1 activities, the sub-facilitator will work alongside the agricultural leasing expert to rollout and pilot the leasing scheme. As originally planned this will involve the following steps:
 Identify and support reputable dealers in agricultural equipment to source equipment for groundnut
planting, weeding and harvesting.
 Facilitate the development of a partnership between the equipment dealers and
will finance the leasing of the equipment.

that

 Facilitate the development of a partnership between aggregators, large farmers, tractor hire firms
and other agricultural equipment service providers, large input dealers as lessees on one hand
and
as the lessor on the other.
 Support the lessees to establish a network of agents to make the services of the equipment
available to farmers.
 Ensure that the bank and lessees develop suitable maintenance arrangements.
Intervention G5: BDS for small scale/artisanal and SME groundnut processors
In year 2 we will identify a BDS provider to implement the ToR drafted during year 1 The approach to
identifying the BDS provider is detailed in Part B in this report.
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1.4 OTHER VEGETABLES (INCL. CHILLI) MARKET
1.4.1

REVIEWING THE THEORY OF CHANGE

The interventions designed in Year 1 were intended to test the following theory of change:

The key assumptions underlying the original ToC were that: a combination of demonstrations,
farmer training and better access to markets for fresh products will be sufficient to convince farmers,
to grow new varieties; exporters and other end buyers in the South had sufficient appetite and interest
in investing in a supply chain and sourcing vegetables from the North; BDS and access to finance will
be sufficient for women traders to grow their businesses to create jobs.
Our experience and lessons learned in the first year have allowed us to review and reassess some of
these assumptions. Overall the assumptions remain valid. For example farmers have demonstrated
willingness to change their practices and adopt new varieties, sustaining this is contingent on
ensuring that farmers have access to end markets though, ideally a guaranteed off-taker such as
. As mentioned above attracting investment from these end buyers has not been easy.
The end buyers we have spoken recognise the potential for large scale commercial production in the
North, however a combination of difficult local investment climate, the lack of detailed information on
specific investment opportunities and the absence of critical enabling infrastructure (in particular a
cold chain connecting the North to the South) is preventing them from committing. We have been
unable to test the BDS assumption due to difficulties in engaging competent BDS providers, as
mentioned above.
The figure below presents an updated ToC in the other vegetables (including chilli) market.
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1.4.2

INTERVENTIONS FOR YEAR 2

As highlighted in the market review section the chilli market interventions will now be treated as part
of the other vegetable market. The priorities for the coming crop year include promoting the
widespread adoption of the successful varieties from the tomato trials; extend the outreach of the
market interventions (i.e. adoption demonstrations) that were successfully piloted in the first year;
and to engage new seed companies to promote their varieties (particularly
as discussed in
further detail below)
In year 2, we will focus on the following interventions. The specific activities required to implement
them are detailed in Annex 2 – Work plan other vegetables (including chili) market.
Intervention OV1. Encourage the use of high yielding varieties of seeds and other inputs
suited to the domestic and export markets
The focus of this intervention will continue to be on introducing and promoting the use of better
vegetable seed varieties to the North. MADE will build on the results of the action research
undertaken in year 1 and pilot the introduction of successful tomato seed varieties (e.g. Cobra and
Buffalo varieties). To do this, MADE will continu to partner with
to organise
evidence/adoption GAP demonstrations in the Upper East Region. MADE will also, continue to broker
and strengthen relationships between
and local input dealers to make the improved and
market preferred tomato seed varieties available and accessible to smallholder farmers.
MADE will also continue to build relationships with other seed companies.
and
are in advanced discussions with MADE for a partnership similar to what has been
developed with
for facilitating the promotion and adoption of a number of the
company’s vegetables in Northern Ghana. This may require running adaptation trials (action
research) for
seed varieties that haven’t be tested and/or adapted to Northern Ghana. The
vegetable seeds they are particularly interested in promoting include carrot, sweet corn, tomatoes,
eggplant, cucumber, cabbage, chill and onions.
In the case of chillis,
have proposed three specific varieties which they want to promote in
the North (and have already been tested in the North). This will allow MADE to organise, in year 2,
demonstration plots in 10 locations across the Upper East and Northern regions.
will
provide the seed and technical expertise, while lead farmers will manage the plots. They will receive
technical support from
as well as local agriculture extension agents.
have agreed to
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1.5 LIVESTOCK MARKET
1.5.1

REVIEWING THE THEORY OF CHANGE

The interventions designed in Year 1 were intended to test the following theory of change.

The key assumptions underlying the original ToC were that a combination of media campaigns,
demonstrations using para-vets, emergent and large farmers and establishing modern abattoirs will
be sufficient to change farmer’s attitudes; it will be possible for para-vets to develop profitable
businesses despite the current attitudes of farmers; the opportunity to use livestock as collateral for
loans would incentivise smallholder livestock farmers to invest more in their herds and that this in turn
would reduce the risks traditionally associated with livestock by banks and therefore make banks and
other financial institutions accept animals as collateral; there is sufficient investor interest (particularly
from Southern processors and abattoir operators) in sourcing livestock from the North and investing in
value added facilities such as abattoirs and fattening stations.
Given the limited progress during the first year a thorough assessment of the validity of these
assumptions has not been possible. The following are some of our preliminary observations on these
assumptions:


Judging from the feedback and response to the radio programmes, it is apparent that some
smallholder farmers have the appetite to change and adopt a more commercial attitude towards
their livestock. The media campaign assessment and evaluation assignment will help to assess
the impact of the radio programmes and size and extent of the appetite.



The feasibility study on the potential to introduce livestock insurance suggests that all key
stakeholders (progressive livestock farmers, the insurance industry and regulator, banks and
other financial institutions) all have an appetite for and see the benefit of livestock insurance.



Equally the feedback from the livestock policy stakeholder meeting indicates that both sides of the
public private divide appreciate the value of constructive engagement and informed discussion on
livestock policy reform.
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There is strong investor interest in establishing fattening stations and abattoirs in the North and to
develop formal supply relationships with local livestock farmers.

A slightly revised version of the livestock theory of change is presented below.

1.5.2

INTERVENTIONS FOR YEAR 2

Based on the partnerships established and the progress made towards the final quarter of last year,
more substantial results are expected from the livestock interventions this coming year. Our priorities
and plans for the livestock interventions are outlined in detail below.3
The specific activities required to implement them are detailed in Annex 2 – Work plan livestock
market.
Intervention L2. Establish para-veterinary practitioners as suppliers of inputs and services to
emerging farmers
The design of the paravet business model was started in the final quarter of last year. The
outstanding work to be undertaken to finalise the design and launch of the scheme includes the need
to incorporate stakeholder feedback on the selected business model. The model will include: clearly
defined core products and services and key tasks to be performed by a para-vet(s) adopting the
model for establishing themselves as business entities; clearly identified customer and customer
segments (e.g., emergent livestock farmers, fattening stations and abattoirs) and the corresponding
needs that the model’s core products and services are aimed at addressing; revenue generation,
profitability and sustainability models, market demand and profitability models.; appropriate pricing
structures for the para-vet services based on the selected model; appropriate product and service
distribution models that will enable the para-vet to develop the necessary customer base and
footprints on the grounds; the resource requirements (including investment and working capital
finance) necessary for setting up para vet practitioners to establish, operate and manage their
practice as a profitable business entity in line with the selected business model; and a 5-year
(notional) business plan for the recommended business model outlining the cash flow projections for
the period.
The design of the model is expected to be completed by the end of Quarter 2. This will pave the way
for the selection and preparation of proactive para-vet (up to thirty will be selected) who will be
3 Note that Intervention L1 is now presented in Part A/Section 2/2.3 - Communications.
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assisted to adopt and adapt the model to launch para-vet start-ups. This will involve MADE working
in close collaboration with the sub-facilitator to undertake the following:
 Identification of suppliers of drugs and feed and veterinarians that are willing to appoint para-vets
as stockists and distributors of their products and services; and work with these suppliers of drugs
and feed and veterinarians to advertise for applicants (para vets) interested in the opportunity.
 Appoint trainers and BDS providers and work with them to provide training in business
management and provide BDS to the selected/appointed para-vets to support them to manage
their business and access finance and services they need to develop their businesses
 Work with the BDS provider to help the para-vets become emergent livestock farmers
demonstrating the commercial return from livestock.
 Link the para-vets to fattening stations and abattoirs who will use them as agents for supply and/or
procure animals.
 Mobilise and organise traditional farmers to participate in “learning visits” to the demonstration
farms.
Intervention L3. Support emergent and large farmers to develop a more commercial approach
through the provision of BDS
The modified approach to BDS which is set out in Part B of this report will be used to guide the
launching of BDS to livestock farmers in the coming year. The plan is to identify a short-list of four to
five BDS providers who we can partner with and support to design and roll-out appropriate BDS to
sixty livestock farmers (twenty from each of the three Northern Regions). The BDS will aim to support
them grow and expand their existing operations and holdings into more commercially viable and
sustainable businesses, and with more effective and professional business management practices.
The BDS will include, amongst other things, training on: business planning and management
principles to improve performance quality and consistency; financial analysis; credit sourcing; and
transportation and distribution. Receiving these services will allow the selected emergent and large
farmers to become more profitable businesses and to take advantage of emerging market
opportunities. This would then enable them to provide backward linkages to traditional and other
emergent farmers to improve commercialization in livestock production. Their success will also help
to demonstrate the value and pathway to commercialising livestock to other farmers.
Intervention L4. Assess the feasibility of monetising livestock in northern Ghana to increase
access to finance for livestock farmers
was contracted last year to test the feasibility of introducing a micro insurance product
for livestock in the Northern region. Although the consultant has yet to deliver his final report (this is
expected in June 2015) the feedback from him has been that there is scope to pilot a micro-insurance
product for livestock producers. The focus for the coming year will therefore be on testing and rolling
out this pilot micro-insurance scheme. The intention is that
will be contracted to
coordinate these activities working in close collaboration with our livestock sub-facilitator. The exact
activities involved in this will be agreed with
after they have submitted the final feasibility
study.
Intervention L5. Provide advocacy support to livestock associations
The assignment initiated by the Institute for Development Studies (IDS) in Quarter 4 of Year 1 will be
taken forward in Year 2. IDS’s programme of work addresses four key areas:
 The nature of the opportunity for livestock production in Northern Ghana (i.e. for the further
development of ruminant production and/or processing in the North)
 Relevant experience and lessons from Burkina Faso and Niger
 Strategy and tactics for building a constituency for change
 Programme of specific actions to build a constituency for change
th

IDS will deliver a report covering the first two areas by June 30 2015 and based on the findings and
recommendations of the report, options will be explored for moving ahead and designing the actual
advocacy campaigns with the livestock associations.
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SECTION 2. CROSS CUTTING THEMES IN YEAR 2
2.1 GENDER
The following will be the focus of our gender activities in the coming year:
 Scale-up successful initiatives initiated in Year 1. In particular the initiatives which have
facilitated female farmers access to improved services and inputs in the onion, groundnut, rice and
other vegetable markets will be scaled-up in the coming year. The plans for scaling-up our
activities in each of these markets is described in detail in section x.
 Launch the BDS initiatives for women traders and processors. As mentioned in the review
above the BDS initiatives are heavily focused on promoting the activities of women traders and
processors were not launched in the first year. One of the key priorities therefore for the coming
year is to quickly identify and partner with service provider to design and roll-out the BDS. Again
this is described in further detail in section x.
 Alternative initiatives: This includes new interventions such as the Business Growth
Acceleration. There are, also, worthwhile alternatives to other originally planned initiatives (e.g.,
the development of irrigated land rental market which may provide the opportunity to address the
female related constraint of low access to resources for irrigation and decisions related to these
systems) that will be explored.
In addition to the MADE Gender Specialist, MADE will engage the expertise of an international
Gender Expert who will conduct a mid-term review of the gender strategy to assess how effectively
the gender focus is being applied to on-going initiatives and propose new tools and strategies to
further strengthen the gender approach in the programme.

2.2 CLIMATE CHANGE
MADE will continue to work on the principles set out in the Environment and Climate Change Strategy
during year 2. These are:
 Preference for market development that is adaptable to different products according to the climate
pattern – i.e. a different product using a similar market chain and similar production skills – in this
case the production/market system is resilient and adaptable rather than the specific crop.
 Preference for market development of products that are adapted to high temperatures, short
growing seasons and periods of drought and/or flooding.
 Investment in infrastructure that reduces exposure to climate induced shock and stress – irrigation,
flood prevention, erosion control etc.
 Promotion of techniques that are more resilient to climate stress such as conservation agriculture
(with mulch cover reducing soil water loss), improved rangeland management (reducing burning),
diversification etc.
Environment and climate change will continue to be mainstreamed in all MADE interventions. The
screening tool will stay at the market level. We expect that at mid-term an update on the screening
tool will be helpful. This is because:
 Interventions will have been underway for more than one planting reason, and there will be
opportunities to assess results from interventions
 A mid-term review will take stock of where MADE has got to and set out plans for the rest of the
programme.
 The business accelerator growth programme will have shaped up by this time, and an
accompanying assessment on environment and climate change can be developed for the
programme.
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ANNEX 1: DETAILED MARKET REVIEW TABLES
See attached file.

ANNEX 2: DETAILED WORK PLANS FOR YEAR 2
See attached file.

ANNEX 3: ACTION RESEARCH PROGRESS REPORT AND ASSESSMENT
OF SCALABILITY
See attached file.

ANNEX 4: BUSINESS PLAN AND REVISED BUDGET
See attached file.

