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Introduction 

This Annual Report reflects strictly backwards on MADE’s achievement of its second year of 
implementation against its logframe. It also details more specifically the progress and changes in 
approach to each core and supporting markets over the past year. As well the adjustments and lessons 
learned with regards to the configuration of the team to properly implement, realise, and measure the 
goals set out for year 2.  

More specifically, the report is set out as follows: 

 Section 1 presents the overall programme achievements from year 2 against the logframe;  

 Section 2 details the progress towards systemic change broken down by each core market and cross 
cutting market; 

 Section 3 reflects on the how the work in cross cutting areas of gender, communications, and 
knowledge management was integrated into the MADE programme during the previous year; and 

 Section 4 outlines the changes that occurred to MADE’s operational areas including Monitoring and 
Results Measurement (MRM) systems, Value for Money (VfM), and overall programme 
management and team structure.    

Year 2’s achievements have confirmed that MADE is progressing in the right direction. Two years of 
implementation has validated MADE’s overall theory of change. There is now some evidence that 
market actors are beginning to change their behaviour in response to programme facilitation.  The early 
signs of behaviour change confirm the validity of the programme’s assessment that the private sector 
can be incentivised to lead the transformation of Northern agriculture. Enterprise performance (better 
functioning markets and increased market system capacity) has, also, been largely confirmed as the 
viable and sustainable route out of poverty (improved incomes) for smallholder farmers and small scale 
rural entrepreneurs: the programme’s target beneficiaries. 

These confirmations are reflected in the results MADE has achieved against its core output level targets. 
By the end of Year 2, MADE has directly facilitated 35 market actors to change their business practices 
and influenced over 25,000 smallholder farmers and small scale entrepreneurs (9,387 of which are 
women) to use new or improved inputs designed to improve their profitability. This is further reinforced 
by the achievement of support output level targets such as MADE’s ability to facilitate the development 
of 10 new or improved services and products being provided to smallholder farmers and small scale 
entrepreneurs.  

Large-scale independent assessments of productivity/yields, turnover and sales increases are yet to be 
completed as the crop year has just come to an end.   Outcome level indicators and targets have thus 
been assessed and reported based on partner reports.  Internal M&E data verification and quality 
assurance indicate that the figures reported by the partners are significantly robust and realistic.  All the 
same, the programme has begun the process of independent data collection and analysis.  This will 
serve essentially to validate the assessments made from the partner reports and help improve the 
partner data collection and reporting process.   .  

Following the positive reaction to facilitation (as manifested by achieved logframe targets), MADE is 
poised to deepen reported initial behaviour change and to leverage it to drive change elsewhere across 
other market functions.  How this will be achieved is set out in the Year 3 Strategy, a separate forward 
looking document, which includes work plans, forecasting, risk strategy, and updates to the logframe 
and programme structures. 
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intervention around business development 
services (Market 6)  

partners grow their businesses and hence be a position to 
source more produce from the smallholder farmers 
supported by MADE in Northern Ghana. 

MADE should develop a new strategy of 
engagement with southern buyers and 
producers and seek to broker at least one deal 
with such partners in the 2015/2016 agriculture 
season. MADE is recruiting a short term 
private sector market liaison specialist in the 
Accra. Target – September 2016.  

A two part strategy was adopted involving the recruitment of 
a business engagement advisor at the beginning of Year 2 
and the development investment opportunity profiles to 
stimulate the interest of southern and other investors. The 
first did not work out well as the advisor failed to engage 
constructively with the team in Tamale.  The second part of 
the approach resulted in the showcasing of the profiles 
(prepared in collaboration with Monitor Deloitte, South 
Africa) during the MADE launch and first agribusiness event 

in the early part of Year 34. There have since been early 
indications of interest in the profiles.  

MADE and DFID has agreed a scale back 
strategy and consolidation of particular 
markets. A key recommendation is to build 
capacity of project teams focusing on markets 
where traction has been less evident, with 
plans for existing team restructuring finalised 
by September 2015. 
 

In addition to de-emphasising the livestock market (the 
programme will only re-activate its work if a good 
opportunity, i.e., a willing and capable market actor, 
presents itself) two previously stand-alone markets (chilli 
and other vegetables) have been consolidated into one: 
other vegetables.  Thus the programme has scaled back 
from six markets and is now actively working in four: rice, 
groundnuts, onions and other vegetables. The role of a 
Market Development Coordinator has also been added to 
strengthen the work of the Market Development Specialists 
team. This is reflected in the organogram in Annex 4  

MADE has a VFM strategy and will assess the 
suitability of the VFM metrics presented in the 
original Business Case (used for this AR) 
advising changes to its VFM metrics to DFID 
by the end of the 2015/2016 agriculture 
season. 

MADE engaged a VfM expert in Year 2 who developed a 
VfM strategy and framework for MADE moving forward. With 
the new metrics, MADE has been able to capture and 
benchmark data to better inform VfM across the markets 
and through the programme. This is detailed further in 
Section 4.2 

1.1 IMPACT AND OUTCOME LEVELS  

Preliminary assessments (based on partner reports) and projections of achievements against logframe 
targets of outcome level indicators are provided in Table 2 below.  It is important to note that the first 
two years of programme implementation were focused on testing the appetite of upstream market actors 
(i.e., those involved mainly in production) in core market functions, e.g., aggregating businesses and 
input supply companies, for change. While there are clear early signs of behaviour change, the effects 
of the change, can take a while to show at the outcome and impact levels.  This is particularly the case 
in an agricultural programme which involves farmers trying new practices for some time before adopting 
and mainstreaming5.  It can take more than two growing seasons for farmers who are early adopters to 
go through such a change process.  It may take a while longer for other farmers to follow.  It is significant, 
therefore, that as early as two years into the programme targets for some outcome level indicators are 
already being achieved. 

The early achievement of outcomes, as shown in Table 2, is a strong indication of the orientation 
towards and anticipated achievement of other outcome targets in the years to come and significant 
contribution to impact level change.  Table 2 also highlights remarks explaining the progress or lack of 
it towards targets and recommendations for logframe revision.  The recommendations which will only 
apply to Year 3 and beyond will be discussed with DFID before the revisions are finalised.     

                                                      
4 The launch and event were initially scheduled for the third quarter of Year 2 but had to be postponed a number of times 

because external circumstances.  
5 In general, income and productivity increases in market systems development take time to be realised and measured. Unlike 

direct approaches where a programme would intervene with farmers and record income and yield increases in as short as 
one crop cycle, a typical market systems approach involves firstly persuading a partner player (e.g. aggregator) to engage 
with a new approach/model, who in turn will interact and deliver services to farmers. Farmers then need to use this service to 
improve their on-farm practice, wait at least one crop cycle to see results and to sell produce on the market to record a sales 
and income increase. This process takes time to come about and it then needs to be measured and verified. 
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Outcome Indicator 3: 
Business 
practice/systemic 
change – no. of market 

actors (MADE partners) 
showing significant 
changes in their 
business practices 

 Target for 
2015/2016: 2 

 Achieved: 35 

MADE partners 
are showing 
significant 
changes in 
their business 
practices (see 
Table 3 below 
for more 
details) 

This is actually a very significant 
milestone achievement.  This is not only 
because the target has been exceeded 
far beyond expectation.  More 
importantly the achievement is 
significant because as an MSD/M4P 
programme MADE depends on third 
party (partner) behaviour change and 
activity to deliver its expected results.  
While the effect of the behaviour change 
may not show immediately, its impact in 
the long term on programme targets will 
be significant (especially higher level 
outcome targets).  This provides the 
basis and confidence that the 
programme will be able to achieve its 
overall targets in later years even though 
they may have been missed in the early 
years. 

Going forward, it is proposed that the 
level of ambition for the target on 
business practice change be increased 
significantly.  This will help cater for a 
lowering of ambition in the intervening 
years for some of the higher level 
outcome indicators.  During a team 
session on  logframe revision it was also 
proposed that the indicator should be 
split into two to include an intermediate 
outcome using the AAER framework: 
Expansion and Adaptation (see Section 
2 for further detail on AAER) 

In Year 2, various farm-level changes have been observed, particularly improvements in access to new 
or improved products, services required to increase productivity and sales - resulting from early 
indications of behaviour changes of the market players that MADE is partnering with. Details of these 
changes in business practice and behaviour are provided in the output section below and in the 
subsequent sections on the individual markets.   

1.2 OUTPUT LEVEL 

MADE’s output level results provide evidence of progress towards lasting systemic change in the 
programme’s target market sectors.  Outputs are measured at three levels, capturing changes in the 
core and supporting market actors as well as in rules and regulations of the market. 

1.2.1 CORE OUTPUT LEVEL 

 Core Output Level Statement - “Selected rural market systems work more effectively for 
smallholder farmers and small-scale rural entrepreneurs” 

MADE’s output level indicators at the core market level (Table 3) capture and quantify indications of 
systemic change by firstly measuring the number of core market actors who have bought into and/or 
taken ownership of and invested-in a pro-poor product, service, and/or business model innovation 
(output indicator 1.1), and secondly quantifying the nature, recipients and extent of the resulting benefit 
(output indicators 1.2 and 1.3).  The table below sets out the achievements against the logframe targets 
for 2015/16.  From the table it is clear that the results are positive and MADE continues to exceed the 
targets which have been set for each indicator.  It is important to note that the data reported in the right-
hand column of Table 3 is an early indicator of systemic change and primarily captures initial partner 
buy-in around new ways of working. The sustainability of these changes will become evident as the 
programme progresses.  Section 2 of the report provides further details on the nature and extent (i.e. 
sustainability) of the roles and behaviour changes in the individual market sectors.   
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Output Indicator 2.2 - No. 

of new or improved services 
or products being provided 
to smallholder farmers 
and/or small-scale 
entrepreneurs as a direct 
result of MADE facilitation 

8 10 

 7 new vegetable seed varieties 
introduced to local market by one 
partner seed supplier (  

   

 3 BDS products (market linkages, 
business registration, access to 
finance)  being piloted by one 
BDS provider 

 BGA launched 

Output Indicator 2.3 - 

Percentage of surveyed 
market actors (who do not 
receive facilitation through 
MADE) who report positive 
perceptions of relevant 
business models facilitated 
by MADE 

25% Above 60% 

 As in the case of quantitative 
targets, the assessment of above 
60% is based on reports 
submitted by sub-facilitators who 
worked with the programme to 
facilitate the work of the 
programme’s partners.  The sub-
facilitators were specifically tasked 
to observe and report on these 
perceptions in their milestone 
reports.  Now that the year has 
ended an independent perception 
survey is due to be launched.  The 
results will serve to validate the 
observations in the sub-facilitators’ 
reports.  

RECOMMENDATIONS 

 Output 2.1: Going forward smallholder farmers and small scale entrepreneurs who benefit from 
market actors in core market activity who provide support services (e.g., input credit) should be 
counted against this indicator.  

 Output 2.2: New or improved services will now also include agricultural inputs (e.g., seeds, 
fertilizer), financial services (e.g., credit, savings or insurance products), and storage services. 

 Output 2.3: Refer to Table 4 above 

1.2.3 RULES OUTPUT LEVEL 

 Rules Output Level Statement - “More effective rules and practices of market system in selected 
sectors” 

Outputs at this level capture changes in the rules, regulations and policies which improve the functioning 
of MADE’s target market sectors.  There have been as yet no formal policy or regulatory changes as a 
result of MADE facilitation to report, the main reason being that the programme has yet to identify major 
regulatory or policy issues which impact negatively on the core and supporting market actors.  This may 
change in the coming year.    What has been observed though is a number of significant changes in 
informal rules and norms.  For instance partner input dealers, with support from MADE, are now 
formalising their relationships with major seed suppliers (such as ) through the signing 
of distribution agreements.  A number of other partners have also signed MoUs with each other. . 

                                                      
8 The seed varieties include three onion varieties (Prema, Dayo and Super Vali); one tomato (Padam); one sweet pepper 

(Ganga); one watermelon (Greego) and one hot pepper (Demon/Tongla).  Through MADE facilitation  has 

started using local input dealers to build distribution channels for these new seeds; as at the end of the year they have 

agreed distribution partnerships with 25 local input dealers   
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 PROGRESS TOWARDS SYSTEMIC CHANGE 

Building on the above, this section reports on 
progress in changing the market systems in 
MADE’s core market sectors, highlighting how 
market players within these markets have begun 
to embrace new ways of working.  For each 
market sector, a brief overview is provided of 
intervention-level signs of change observed 
during the year. These changes are then 
assessed and measured against the systemic 
change framework to illustrate the extent to 
which changes stimulated by MADE have taken 
root in the market and can be considered 
systemic (i.e. when changes in roles or the pro-
poor product, service, or business model 
innovations are owned and upheld by market 
players independent of project support).  

The change process envisioned by the systemic change framework is illustrated in the Figure 1.  
Examples will be provided at each stage of the change process (i.e. adopt, adapt, expand and respond) 
in the market overviews to follow below.  As most of the programme’s interventions can still be 
considered to be at the piloting phase, the majority of the examples which are highlighted are at the 
adopt and adapt stages.  

2.1 ONIONS AND VEGETABLES9 

The focus of MADE’s activities in the onion and other vegetable market during the year has been on 
promotion and adoption of a local market entry model for international input and seed suppliers 
(Intervention OV1).  The model promotes partnerships between international seed suppliers and local 
actors on the ground (particularly local input dealers/retailers, NGOs, lead farmers, traders/aggregators 
and extension agents) who can help the seed 
supplier develop a smallholder farmer client base 
for their seed.   During the first year MADE 

partnered with one seed supplier, 0, and 
piloted and tested this model.  The key result which 
emerged from this pilot was a clear willingness and 
appetite from smallholder farmers to invest and 
use improved seed varieties (based on the orders 
which were placed with  and local input 
retailers). This sent a strong message to the seed 
supplier that there is a market for onion and other 
vegetable seeds in the North.  has 
responded to this by establishing a sales outlet in 
Tamale in April 2015 (prior to this year they had outlets in Accra and Kumasi) and developing 
supply/distribution agreements with input retailers outside Tamale in the three Northern regions (see 
Figure 2 below).   

This year, MADE has partnered with another seed company, , and promoted and 
developed the local market entry model further.  During the rainy season, with MADE facilitation, 

partnered with a number of local actors (local sub-facilitators/NGOs, lead farmers and 
extension agents) to promote its improved seed varieties to smallholder farmers. Significant farm-level 

                                                      
9 The approach and partners have been largely the same in the onion and other vegetable market sectors this year.  Therefore 

for the purposes of this section the onions and other vegetables are reported as one market sector 
10  is the local distributor of the international seed supplier, .  

Figure 1: Pathway to Systemic Change  

 

Onion and Other Vegetable Market 
Interventions 

OV1 - Improve availability of and access to improved 
inputs (particularly seed) for smallholder farmers in the 
SADA region 

OV2 - Improve smallholder farmers based onion and 
other vegetable supply chain from Northern to 
Southern Ghana 
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2.2 RICE 

MADE’s activities in the rice market sector during the year have been focused primarily at the 
production-level, particularly the promotion of the aggregator model which aims to improve the 
smallholder farmer access to yield increasing 
inputs and services (Intervention R1).   

This year MADE partnered with a total of 10 
aggregators, businesses who have working 
relationships with a total of almost 10,000 rice 
producing smallholder farmers.  MADE’s 
partnership this year with these businesses has 
focused primarily on extension services delivery 
by these businesses, one component of the 
aggregator model (see Figure 3). Rather than rely 
on the poorly functioning public extension system, 
MADE has been encouraging and working with 
these businesses to invest and build their own in-
house capacity to deliver extension to smallholder 
farmers.  To encourage and facilitate the adoption 
of extension as part of the aggregator’s service 
delivery package to farmers, MADE has co-invested with aggregators in the establishment of field 
demonstrations to transfer knowledge on good agricultural practices to farmers.   

Part of MADE’s support has included the provision of 
a service provider or sub-facilitator to work alongside 
the aggregator in the planning, management and 
execution of all of the activities involved in the field 
demonstrations.  The purpose of this has been to 
ensure that the learning from the demonstration is 
maximised and to transfer knowledge to the 
aggregator on good demonstration/extension delivery 
practices. The results of these activities have been 
encouraging. Most of the aggregators have given 
strong early indications of their intention to 
incorporate extension into their businesses models 
and significant farm level changes have been 
observed, including the following: 

 6,800 farmers have been exposed to GAP required to maximise yields through farmer field days 

 6,455 of these farmers have adopted 
and applied at least one of the GAP 
practices demonstrated on their own 
fields  

 4,466 farmers accessed and used new 
improved seed 

 Yield increases ranging from 25-175% 
reported by farmers who adopted at 
least one new good practice (Box 1) 

Building on this, the approach going forward 
will be to broaden the scope of the 
programme’s engagement with these 
businesses.  This will involve supporting the 
businesses to adopt the other components 
of the aggregator model. This is elaborated 
further in MADE’s year 3 strategy document.     

During the final quarter of the year MADE 
completed a profile of the opportunity for 
investment into seed production and 
multiplication (Intervention R2).  The investment profile includes a detailed description of the business 

Rice Market Interventions 

R1 - Improve smallholder rice farmers’ access to and 

use of improved yield increasing inputs and 

services 

R2 - Promote multiplication of certified seeds of 

market preferred varieties of rice (specifically 

aromatic or perfumed rice varieties) 

R3 - Develop local smallholder farmer based paddy 

rice supply chain for market preferred rice 

varieties. 

 

 

Figure 3: Aggregator Model 

 

Box 1: AE Farms Out-Grower Yield Increases 

AE Farms is a partner aggregator working with over 500 out-growers in the 
three districts (Jirapa, Lawra and Lambussie/Karni) of the Upper West region.  
To assess the impact of the adoption of GAP by farmers, yields for eight (8) 
farmers who replicated some of the good practices were calculated and 
compared to the previous season’s yields. The results showed substantial 
yield increases in 2015 season for all eight farmers, with yield increases 
ranging from  25- 175%. 

Farmer 
Plot 
(acre) 

Yields (kgs) 

2014 2015 % Change 

 0.5 250 532 +113% 

 0.3 150 414 +175% 

 0.5 350 612 +75% 

 1 500 1240 +148% 

 0.7 300 511 +70% 

 0.4 200 250 +25% 

 1.2 750 1580 +111% 

 0.5 400 600 +50% 
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2.6 MARKET INTERVENTIONS LESSONS LEARNED 

The progress to date provides evidence that, underpinned by the right incentives, programme facilitation 
is beginning to catalyse significant behaviour change, the route to systemic change.  The evidence of 
behaviour change includes: 

 The willingness of smallholder farmers (SHFs) within a supportive system provided by other market 
actors, e.g., aggregating businesses, seed companies, input dealers, etc., to invest in: changing 
agricultural practices; adoption and use of improved seed and other inputs; and subjecting 
themselves to a lot more market discipline than before.  A key learning from this is: the supportive 
system is a more effective and sustainable route to increased yields, sales, turnover and income 
for smallholder farmers.  More effort needs, therefore, to be focused on this.  That may mean 
missing some targets in earlier years.  This will, however, be more than compensated for in later 
years when the supportive system is more established, robust and commercially viable.  

 An increase in the provision of improved inputs and services (e.g., seeds, tractor services, etc.,) by 
aggregating businesses to smallholder farmers and closer engagement/increased transactions 
between the aggregating businesses and TOSC buyers/processors further downstream. (i.e., the 
provision of services to smallholder farmers and the engagement with TOSC buyers and 
processors). This is indication of the appetite of the aggregating businesses to adapt their business 
models for growth and expansion is further evidence that the appropriate use of the right incentives 
leads to good results.  It is important therefore that the programme continues to use the nudging 
approach, e.g., showcasing/testing models and practices that work for adoption and adaptation by 
market actors.  

 Early signs of response from players in support functions (radio, research, business development, 
etc.,) to the emerging needs of players in the core market, including in particular SHFs and 
aggregating businesses. While the response from support functions players may have been 
unusually too slow because of peculiar circumstances in northern Ghana, it nonetheless draws out 
the key lesson that in principle support functions activity may realistically kick in only when some 
good traction has been achieved in core market activities. The programme’s experience suggests 
that this is may also hold true for rules of the game activities and interventions. 

Above all, the early signs of behaviour changes fostered in the first two years of implementation confirm 
the validity of the programme’s assessment that the private sector can be incentivised to lead the 
transformation of Northern agriculture. MADE’s Year 3 Strategy documents how the programme will 
respond to these lessons moving forward.  
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household resources. Women groups in three communities which have been 
trained by  in row planting and fertiliser application also have 
a voice in community decisions. This is a result of their increased access to 
resources, which allows them to lend out to community members part of the 
income they receive. 

 Direct targeting of women: MADE’s interventions that directly target women traders and 
processors are BDS and BGA. One of the consulting firms engaged under BDS, Consulting, 
has completed market research and is developing suitable products for processors and traders in 
rice, groundnuts and vegetables, which will be piloted in Year 3. The Gender team is collaborating 
with the BDS and BGA teams to ensure that gender considerations are at the core of both initiatives. 
The BDS has an 80% target for women.  

A key lesson that the gender team has learnt over the last year, is that household dynamics are not 
dissociable from economic participation. There is a need for aggregators, sub-facilitators and other 
stakeholders to develop interest in household gender dynamics that could affect the production ability 
of beneficiaries, particularly women. Addressing these can involve carrying out gender sensitisation 
activities for men and women at community level, as the PARED example above shows.  

3.2 KNOWLEDGE MANAGEMENT AND COMMUNICATIONS 

During the past year, MADE’s Knowledge Management and Communications System has evolved to 
better serve the objectives of the programme. A new team with a better coordinated approach has 
resulted in an increasingly efficient approach to content generation and dissemination. Improved 
systems have been implemented where the KM Specialist transforms material shared by other team 
members into tailored content that the Communications Specialist ensures reaches the right audiences.  

Both the Communications and the KMAR strategies underwent revisions in 2015/16. These have led to 
a more accurate understanding of MADE’s stakeholders, as shown in the engagement strategy 
summarised in the graph below that was developed in September 2015: 

Figure 7: Stakeholder Engagement Summary  

 

The section below provides an overview of the key results under Communications and KMAR activities: 

 Improved branding and online presence: following the redesign of the programme’s Website, 
www.Ghana-made.org now has added features including lead nurture / Newsletter distribution lists 
that contribute to efficient dissemination. The Web redesign placed a strong emphasis on Search 
Engine Optimisation, which has resulted in greatly improved Google search rankings: this 
contributes to ensuring MADE achieves greater exposure.  

 Effective dissemination strategies: MADE developed a stakeholder engagement strategy to 
maximise the use of appropriate channels for the project’s dissemination efforts. Thanks to this new 
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approach, MADE now has over 250 signatories to lead nurture and Newsletter material. It also has 
a growing follower base on Twitter and Facebook, as well as an improved leaflet. MADE has 
produced and effectively disseminated illustrative case studies including: the rice aggregation case 
study which was directly forwarded to aggregators; and the gender case study which was shared on 
the BEAM Exchange for the benefit of the development community. In order to reach smallholder 
farmers, MADE is building on work undertaken with the University of Development Studies. The 
programme partnered with Farm Radio International to develop actionable agri-programming in radio 
stations in the north. FRI are currently finalising the first phase of their engagement.  

 Increased presence in development fora: through a MADE page developed on the BEAM 
Exchange, MADE further increased its visibility and be better positioned to share lessons with other 
development projects. Also with BEAM, MADE has been preparing a presentation on the project’s 
M&E approach at the BEAM Development Conference which will take place in May: this effort is 
being led by the Communications and M&E Specialists. The Team Leader and the M&E Manager, 
at the invitation of the organisers, will also make presentations at the conference. 

 Promising Action Research efforts: MADE has identified a further six action research areas, and 

are in talks with the partners that will take these forward.13   

The key lesson learned that the Communications and KM team have identified over the course of the 
past year concerns the difficulty of developing actionable information for MADE partners (i.e., 
aggregators or input dealers), and ensuring that it reaches them.  This is an area the team is currently 
addressing by testing a tool with selected aggregators that will be aimed at mainstreaming gender. 
Their feedback will determine whether the approach for targeting aggregators with printed material 
needs to be reconsidered, or if it is effective to proceed with the dissemination of such handouts.  

  

                                                      
13 For further details please refer to the MADE’s Year 2 Quarter 4 Report 
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the programme robustly conduct verification of beneficiary numbers, which would otherwise be self-
reported by market partners. 

Over the past year, the MRM team has incorporated a variety of key lessons learned. The DCED pre-
audit concluded that there are still areas for improvement in MADE’s M&E system, mainly in the areas 
of attribution, aggregation and quality control15. The team is addressing these with a workplan which 
has detailed an owner, timeline, and milestones for each observation from the DCED pre-audit 
recommendations. Another lesson learned from last year has been the potential to increase MADE’s 
collaboration with , the programme’s Independent Evaluator. They facilitated a Theory of Change 
(ToC) workshop in January, and the programme is now exploring areas for cooperation for the conduct 
of qualitative assessment. In terms of developing the MADE Results Measurement System, the team 
found that while developing and defining indicators and projections took longer than expected due to 
different levels of understanding among staff members, it was key for all MDS to engage in the process 
so they can actively use the results chains to guide their activities moving forward. The challenges faced 
in reporting on data have begun to be addressed with the new M+E team now in place. Baseline surveys 
of markets were conducted and there are surveys for market actors are being developed to capture the 
necessary data including sales and yield increases. A key lesson learned of implementing data 
collection measures was the disappointing results of outsourcing the groundnut and rice baseline 
surveys (which resulted in a further survey exercise conducted in-house). 

4.2 VALUE FOR MONEY (VFM) 

During this reporting year, MADE engaged a VfM expert to support the development of a VfM 
framework. This Framework will form an integral part of the programme and will rely on both quantitative 
and qualitative analysis. This is because in M4P programmes, capturing complex pathways 
quantitatively has limitations, so that a balance has to be sought between quantitative and qualitative 
analysis. The VfM Framework is led on by the Finance team strongly supported by the M&E Team.  

In order to do this, MADE is capturing   

 VfM Indicators, as well as more qualitative  

 VfM Good Practice applied throughout the programme.   

The VfM Indicators selected for MADE are spread across different classification categories to provide 
information on VfM from different angles, times, and purposes.  The categories are: 

 the VfM dimension (the three Es and sustainability),  

 the level at which they are being measured (e.g. intervention, market, programme),  

 what type of indicator they are (qualitative, quantitative or monetary),  

 what approach is taken for comparisons (over time, stand-alone, benchmarking within the 
programme), and  

 the frequency of measuring and reporting. 

Together, the different indicators will enable the programme to drive and demonstrate VfM, and deepen 
the evidence base. Box 2 provides an example of and economy and efficiency indicator being used to 
provided comparisons of VfM performance over time, across markets, and respective management 
decisions. On recommendation of the VfM expert, effectiveness indicators were set in the framework to 
be measured in accordance to the harvesting season. Therefore data will not be collected until Mid-
2016. See Annex 3 for the full list of indicators and analysis.  
 
 
 
 
 
 
 
 
 
 
 

                                                      
15 More detail of DCED Pre-Audit findings is contained in the Pre-Audit report 
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ANNEX 2: INTERVENTION MONITORING PLAN  

Snapshot of result chain tab from intervention monitoring plan excel document for Onions market – intervention 1  












