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Introduction 

This Annual Report considers MADE’s achievements during the third year of implementation 
against logframe. It also details more specifically the progress and changes in approach to each 
of the core and supporting markets over the past year as well as the adjustments and lessons 
learned with regards to the configuration of the team and systems and procedures adopted to 
properly implement, realise, and measure the goals set out for year 4.  

The report is set out as follows: 

• Section 1 presents the overall programme achievements from year 3 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 has been further integrated into the MADE programme; and 

• Section 4 outlines changes to MADE’s operational systems and procedures including 
Monitoring and Results Measurement (MRM) systems, Value for Money (VfM), and overall 
programme management and team structure. This section also outlines activities undertaken 
during the year to verify changes being observed, including beneficiary feedback 

The overall context supporting the intervention as outlined in the original programme business 
case has not changed significantly, although poverty in the three northern regions has decreased 
marginally. Overall, the three northern regions remain the poorest in Ghana, with more than 2/3rds 
of the population living on less than $2 a day, and agriculture yields still amongst the lowest in the 
world.  

Nationally, Ghana’s growth is slowing, with signs that the economy is increasingly vulnerable, as 
prices of its main commodities (cocoa, oil and gold) remain volatile.  For Northern Ghana and from 
a MADE implementation perspective, the core problem remains the challenge of operating in “thin 
markets” with the following defining characteristics:  

i. Limited interaction between market actors: Limited interaction between actors is partially as a 
result of the geographic spread between market players and the fact that they are poorly 
connected due to limited transport and communication infrastructure.  

ii. Lack of information: Players within the market are not aware of demands, availability of 
resources, information on product and service requirements, standards and specifications of 
products, processes and services that the various actors need to act upon.  

iii. Limited line of sight: Partially as a result of the lack of information market players are often 
unaware of opportunities.  

iv. High expenses to access market. It is often cheaper to import certain goods into Ghana than 
to produce in Ghana at scale. The high cost of doing business also relates to the geographical 
dispersion of the market, and problems with infrastructure.  

v. Dearth of support services. There is very limited support service provision and infrastructure 
to assist new market entrants to survive. Services that do exist are often of poor quality, 
expensive to access and provide limited access.  

vi. Small scale: Many potential market players produce at a scale that is not viable. There is, 
also, limited cooperation between these types of players to increase their scale of production 
to make their produce or output more attractive to the market. 

vii. Regional/local governance and agricultural policy: Government policy and procurement has 
an impact on thin markets e.g., impact of procuring maize and soya by the government. 
Government policy might inadvertently potentially displace existing providers of goods and 
services increasing the length of time that markets remain thin.  The case of the new 
government’s Planting for Food and Jobs (PFJ) is an example.  There is a high likelihood of 
the PFJ contributing to distortions in some of MADE’s focus markets. 

viii. Cultural view of what constitutes a market: Individual’s personal perceptions affect their ability 
to actively contribute to the market. Even when presented with an opportunity some 
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individuals will fail to take advantage. An ongoing and widespread pattern of this behaviour 
often results in negative views of the potential market. 

 
On the plus side, there is potential to leverage learning from MADE to improve agricultural 
productivity and diversify sources of economic growth for Ghana more broadly.   At the outset of 
Year 3, MADE had already developed budding partnerships across its four market sectors (rice, 
groundnuts, onions, and other vegetables) with agribusinesses that currently act as agricultural 
produce aggregators (or have the potential to do so) and small businesses that deal in 
agricultural inputs in local communities.  The programme to date has leveraged its relationships 
with these partners to improve smallholder farmers (SHFs) access to and use of improved inputs 
and services including extension service, improved seeds, tractor and other land preparation 
services, etc. The increased access and use of the inputs has enabled the SHFs to experience 
yield increases at the end of the cropping season.   
 
Within this context, MADE developed three strategic objectives for Year 3:  
 
i. Yield and Productivity gains by deepening and broadening exchanges initiated during years 

1&2 between smallholder farmers and rural entrepreneurs especially at the output level, i.e., 
improved access to inputs and services.  

ii. The deepening of Behaviour Change interventions aimed at increasing and locking in 
investment at the level of individual market players. The behaviour changes are intermediate 
outcomes that contribute to and ensure sustainability of the programme’s outcomes beyond the 
lifespan of the programme.  

iii. The Crossmarket (formerly “catalytic”) interventions aimed at fostering market wide changes 
which, when combined with the changes at the individual market player level, will help trigger 
lasting transformative and systemic changes.  

By the end of Year 3, MADE has facilitated 48 market actors to change their business practices 
and seen uptake by over 37,000 smallholder farmers and small scale entrepreneurs (17,000 of 
which are women) to use new or improved inputs designed to improve their productivity and 
profitability. This has been further reinforced by the achievement of support output level targets 
such as MADE’s ability to facilitate the development of 17 new or improved services and products 
to date being provided to smallholder farmers and small scale entrepreneurs.  

These improvements are being reflected in the achievements at the outcome level, as farmers 
have had another season to apply the new and improved inputs to their own fields. Over 32,000 
(14,000 of which are women) farmers to date have reported increases in yields.  

Following these encouraging results, MADE looks to consolidate, bundle, and scale-up its 
interventions in its final year of implementation. This is outlined in the Year 4 Business Plan. 
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Section 1.  OVERALL PROGRAMME ACHIEVEMENTS  

This section reports on achievements against the programme logframe for Year 3 (April 2016 - 
March 2017).   
 
The logframe follows the strategic framework (see Figure 1) common to all market systems and 
sets out the logic that underpins MADE’s work across the CORE set of exchanges between 
providers and consumers of goods and services, that help shape the market outcomes, and the 
SUPPORT functions that help the market develop and grow. 
 
Figure 1. Market Systems Framework 
 

 

 

 

 

 

 
 

MADE works by engaging with partners to design and implement interventions that address market 
weaknesses and constraints hindering the development and pro-poor growth in northern Ghana. 
The interventions are targeted at bringing about systemic change to achieve the desired impact of 
poverty reduction, applying the logic that simply making available inputs is not the solution. This 
transformational approach in tackling the problems of the region is in response to the weak 
performance of many development interventions in northern Ghana over the last few decades 
which have brought about short-term gains, but have failed to stimulate sustainable change.  

The aim of MADE is to deliver the objective of better functioning markets that will enable 
smallholder producers and small-scale rural enterprises to register a self-sustaining increase in 
incomes during the life of the programme and to continue to benefit from and further grow those 
exchanges once the programme is completed, without the need for further financial assistance.  

MADE teams work with private enterprise partners to develop appropriate business models and 
build sustainable linkages between SHFs and suppliers of goods, services and technology 
(Activity-Level – Core Functions) and with a broad range of market actors (including not-for-
profit organisations) to undertake action research and disseminate and apply knowledge and 
improve market information systems (Activity-Level – Support Functions) to shape the way 
that the rural agricultural markets work for the poor.  MADE also works to shape market 
outcomes and govern participation and behaviour in the markets by seeking to consolidate rules 
of engagement between MADE partners and SHFs (Activity-Level – Market Rules). 
 
Working within the market systems framework, which requires identification of the different 
functions in the market, such as rules, information and inputs and the range of players involved, 
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private and public, formal and informal, which are needed to improve market performance, MADE 
acts as a facilitator or a catalyst of change.   
 
The emphasis of MADE’s work is the development of replicable and sustainable scale at key points 
in the market chain to tackle the “thin” and undistinguished nature of the current market structure.  
As market actors directly facilitated by MADE change their business practices and deliver pro-poor 
innovations (output-level) this in turn, leads to Improvements in incomes and agricultural yields of 
poor farmers and small-scale rural entrepreneurs in northern Ghana through systemic change in 
target markets  (outcome-level).  As farmers and small-scale entrepreneurs access and benefit 
from the goods and services so their enterprises grow and become more competitive (e.g. through 
improved productivity and the adoption of value-added activities). This results in economic growth 
and increased incomes accruing to poor farmers and entrepreneurs in the Northern Savannah 
economic zone and contributes to lifting them out of poverty (impact-level).  
 
During Year 3, Yield and Productivity interventions focused on: Supporting rice and groundnut 
aggregators to manage and mainstream the use of demonstrations to showcase good agricultural 
practices (GAPs) to smallholder farmers and supporting input dealers to increase demand for, 
sales to and use of improved seeds and other inputs by smallholder farmers especially in onions 
and other vegetables. 
 
The successes of these yield and productivity interventions, largely drove the output achievements 
seen in the Year 3 logframe below. This is a result of an additional season where smallholder 
farmers were able to witness the increased yields on demonstrations and model farms now 
applying the practices and improved inputs on their own farms in Year 3.  
 
During Year 3, Behaviour Change interventions focused on Promoting and supporting the 
adoption of the smallholder farmer based produce aggregation (PA) model, and the Promoting and 
supporting the adoption of the smallholder farmer based ultra-premium brand (UPB) model. These 
PA model is distinguishable in each core market due to the different levels of their development 
from the outset of the programme.  The rice market was recognised as the most advanced, which 
has received significant donor support over the years and is one in which systems of production 
are relatively well organised. On the other hand, in the case of onion and other vegetables 
awareness and access to improved seed and knowledge on good agricultural practices (GAP) 
amongst farmers was limited prior to MADE’s intervention.  
 
The PA model for rice and groundnuts is more developed as MADE works with already established 
agribusiness which aggregate produce. However, further elements of aggregation to add value 
beyond consolidation were show-cased to partners, and this has led to positive results. More than 
30% of partners have already adopted at least one element of PA. 
 
The PA model for onion and other vegetables differed as aggregation has not historically existed 
in these markets compared to rice and groundnuts due to limited supply. By working with upstream 
actors to address these constraints to aggregation, progress has been made in terms of the 
development of an out-growers scheme management model. 
 
The UPB model in particular targeted the rice sector, and aimed at increasing pricing and margins 
for participating rice smallholder farmers and other upstream supply chain actors including 
aggregators and TOSC processors and buyers. However, there was limited momentum after the 
UPB model development due to constraints still faced by processors such as .  
  
During Year 3, Cross market interventions aimed partly at analysing the necessary conditions 
for supporting markets to and the requirements for developing the capacity and facilitating the 
activities of players in the core market functions. Following validation workshops with stakeholders, 
irrigation and mechanisation were the business models determined to have the most expressions 
of interest and practical to pilot. As well, the Business Growth Accelerator (BGA) has proved to 
have success at providing a mentored facilitation service for aggregators and input dealers to 
define the support they needed and to properly signpost business development services to them.   
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Output Indicator 3.2 - 

Level of satisfaction of 

surveyed market actors 

with key aspects* of 

commercial relationships 

facilitated by MADE 

(cumulative) 

Medium High 

M&E Team involved in tools 
development for survey. Feedback 
and input provided to the external 
consultant. The M&E team to finalize 
the Qualitative assessment report 
shortly.  

 
Rapid Assessment and DQA 
correspond with the findings 
 

RECOMMENDATIONS 

• Output 3.1 Recommend a slight amendment to the wording and definition: This indicator 
tracks changes in the "rules of the game" sphere, key for an M4P initiative to succeed. 
MADE is focused on working with agribusiness and producer market actors and is thus 
aiming at informal rules rather than regulation and government policy. These are defined 
as changes in practice related to contract formalisation and enforcement, grading, and 
community and stakeholder engagements, inter alia. These informal changes are reflected 
in the way the markets work and the way that business is undertaken, the use of new 
business relationship or transaction documents, e.g., MoUs and/or the adoption of new 
standards, norms and other informal rules, e.g., product grading.  

• Output 3.2: The indicator should be maintained in the logframe.  
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Section 2.  PROGRESS TOWARDS SYSTEMIC CHANGE 

This section reports on progress in changing the market systems in MADE’s core market sectors. 
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. 

 
Figure 1: Pathway to Systemic Change  

2.1 ONIONS AND VEGETABLES1 

In Year 3 MADE concentrated on activities that: 
 

i. Supports Agro-Input Dealers to Increase Demand and Sales of Improved Seeds and 
Other Inputs;  

ii. Linking northern producers to high value southern retail markets;  
iii. Improving access to finance through Warehouse receipt scheme (specifically for 

onions) 
 
Agro-Input Dealer Support 
 

The “Agro-Input Dealer Led” (ADL) model emphasizes on demand generation2and sales outreach 

strategies3 which are promoted for adoption/adaptation by agro-input dealer businesses to improve 

 
1 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 
2 Demand generation strategies, e.g., development and distribution of leaflets/brochures, recruitment and deployment of technical 
sales people, use of radio and other electronic media, establishment of model farms, etc. 
3 Sales outreach strategy (i.e. stockist unit, sales agent or itinerant sales) appropriate for each business. 
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and make their services attractive and accessible to SHFs. This follows the successes during the 
first two years of the programme where MADE promoted the “Thin Market Entry Development” 

(TMED)4 model that involved international seed companies,  
, to develop new markets for their products (largely preferred by the 

output markets) in Northern Savanna Ecological Zone (NSEZ).  
 
MADE entered into partnership with a total of 19 agro-input dealer partners  (using the ADL model) 
to support them in increasing demand and sales of improved seeds and other inputs.  Some of the 
key strategies, e.g., product technical leaflets and brochures and model farms were aimed at 
addressing SHFs knowledge gaps while others, such as bulk breaking and itinerant sales, focused 
on their purchasing power.  The promotion of itinerant sales and last mile community input kiosks 
and outlets also helped to address the challenges associated with distance and infrastructural 
deficiencies. MADE brokered relationships with major seed companies and larger input distributors 
and wholesalers, to address their cash flow and credit limitations. These brokered relationships 
also helped to improve commercial orientation and transactional practices and the lack of trust that 
was characteristic of the previous system. Most of the partners have given strong indications of 
their commitment to mainstream some of their preferred demand creation and sales outreach 
strategies into their businesses models 

Year 3 highlights resulting from the demand generation and sales outreach strategies: 

• 10 agro-input dealer partners signed on and started piloting media products (e.g. technical 
leaflets/flyers, brochures, radio ads)  as a demand generation strategy  

• MADE’s support included containing the reimbursable expenses of technical sales/field 
officers’ capacity building; running cost of field officers; part payment of inputs cost of select 
model farms 

• All 19 agro-input partners experienced an average of 25% increase in sales of improved 
vegetables seed varieties over the last year. This has also led to between 20% - 25% increase 
in sale of assorted improved agro-inputs (e.g., plant nutrition and protection products) 

• 3 agro-inputs companies/distributors5 have advanced their operations into NSEZ as result of 
the growth in market demand for improved inputs, including onion and vegetables seed 
varieties. Some have also responded with specific products (e.g. plant protection) to address 
emerging field level challenges on vegetables and onions cultivation. 

Linking northern producers to high value southern retail markets 

The idea of conducting a feasibility analysis of an appropriate north-south B2B model to adequately 
link northern producers to high valued southern retail markets still holds, efforts shifted towards 
internally developing an out-grower scheme model for the purpose of generating the level of 
production required to produce right quantities of fresh vegetables attractive for commercial 
engagement with high valued southern retail markets. The out-grower scheme model serves as 
an instrument that will enhance the adoption of improved seed and other agro-inputs by more 
SHFs to sufficiently and appropriately serve the output markets. Building on this, the approach 
going forward (scaling-up) will be to broaden the scope of the programme’s engagement with 
businesses (e.g. aggregators, input dealers, etc.) who are willing and capable of investing in or 
developing partnerships with the out-grower scheme operators.   
 
Improving access to finance through Warehouse receipt scheme 

On the warehouse receipt scheme, MADE has been working with  (who is 
building warehouse capacity), to test the effectiveness of storing onions.   has expressed 
interest to rent out warehouse space to other growers. (see Section 2.4.5 for more detail)   

 
4 The TMED model has been able to create and increase SHFs awareness of improved seed varieties, generate some appetite 

for improved seed varieties, make some improved seed varieties available, though not in good commercial quantities 
5  
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2.3 GROUNDNUTS 

The activities in the groundnut market sector during the third year have been focused primarily on 
the following strategies:  
 
i. Supporting Aggregators to Manage and Mainstream Demonstration;  
ii. Promoting and Supporting the Adoption of Aflatoxin Control Protocols  
iii. Promoting and Supporting the Adoption of SHF- based Produce Aggregation (PA) model 

(adding value to product – beyond consolidation) 
 
Supporting Aggregators to Manage and Mainstream Demonstration;  

MADE signed MOUs with a total of 13 groundnut partners and supported them to adopt good 
procurement procedures to select and engage a total of 9 subfacilitators (SFs) and 58 AEAs to 
support them to mainstreaming and implement good management of demonstrations. MADE’s 
partnership with these businesses focused mainly on demonstrating to them the value of 
incorporating extension delivery into the package of services they deliver to farmers to improve 
yields above what is achievable with only mechanisation services.  Some farm level changes have 
been observed, these include the following: 

 
• 15613 smallholder farmers attended field days and were trained on good agricultural 

practices required to maximise yields from groundnut cultivation. 
• Of these 8022 SHF adopted at least one GAP – row planting, early/timely weeding and 

good harvesting practices especially the use of aflatoxin control practices.) 
 

 
Promoting and Supporting the Adoption of SHF- based Produce Aggregation (PA) Model 

More farmers expressed interest in growing groundnuts using the new GAPs, and partners such 
as  and  have been receiving increased requests from SHF to register them as 
groundnut out growers.  

The number of direct partners adopting models & changing practices increased from 3 in 2015 to 
over 6 in 2016. The models adopted included integration of demos in their business strategies, use 
of private extension, good/improved demo management and aspects of produce aggregation. 

 participated in the PA workshop and agreed to 
integrate PA into their businesses, and have submitted expressions of interest.  

• Both partners and sub facilitators have understood and appreciated the technical 
assistance procurement process, and have decided to adopt it subsequently. For example, 

 developed a TOR, assessed proposals from resource persons, and signed 
contracts with a technical assistance provider to supervise its produce aggregation 
activities.  

•  adopted demos by co-investing in co-
financing the MADE supported demos. Each co-financed about 60% of the cost of the 
demos they established in 2016.  

•  adopted groundnut out grower and embedded 
services models and thereby increased the range and volume of services such as 

Farmers applied the line planting on the fields after attending the planting field day in our demonstration farm. 

“It’s easier planting groundnuts in rows and it’s even easier when it gets to this stage of weeding as you can see 
now. And my field is looking more beautiful than the previous years’ cultivation thanks to the good seed you 
encouraged us to buy because almost every seed planted has germinated I am therefore optimistic of a better yield 
this year”. It was widely noticed that many farmers planted their groundnuts in rows with most of them heeding the 
advice of PARD to cultivate the low oil varieties”  
 

–  (busily weeding her own groundnut farm she planted on rows this 
year after attending the planting field day and observing the practice) 
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be a new offering for the bank. Their participation in the fund would be dependent on their 
ability to obtain Technical Assistance from the MADE programme 

- : A change in senior management has slowed progress toward signing of a 
MOU, however, they remain interested in working with the fund. They would also require a 
technical assistance package for them to commercially deliver agri-leasing services to the 
North of Ghana.  

- : have fully 
committed their support to making the Fund concept a success and are willing to sign a MOU. 

 is willing to provide the necessary after-sales support (service and spare parts) and 
establish a satellite base with permanent trained after-sales staff, in Tamale.   

- : Initial discussions have been undertaken with  for the potential 
mechanisation fund to kick start the sector. 

An initial pilot activity is being developed for a one year period to demonstrate the viability and 
potential uptake of mechanisation services that could be scaled up should the approach be 
successful and if the MADE programme is extended by DFID. In addition to these activities, to 
obtain baseline data that would feed into the refinement of the pilot activities to be launched 
(dependent of DFID approval) in Year 4 or an extension is through the tractor movement that has 
been brokered. This will include the number of tractors involved, the number of SHFs who benefited 
from the service, the acreage prepared broken down by regions, etc. and is broken down in more detail 
in the Year 4 Business Plan.  

2.4.2 IRRIGATION/CLIMATE SMART AGRICULTURE 

MADE completed a market systems analysis and identified actionable models for adoption for 
conservation agriculture, flood recession agriculture and small scale private irrigation. These 
findings were presented to partners, researchers, SADA, and other developmental agencies in a 
stakeholder workshop.  

This analysis was used to engage prospective sub-facilitators to practically pilot the proposed 
models.     submitted a full proposal to pilot at least two Farm Business Advisor (FBA) business 
models in 2017 while working with existing MADE stakeholders to identify and test new methods 
to improve existing business relationships and private sector-led extension models to increase the 
supply of irrigation across northern Ghana. FBAs are independent contractors—often smallholder 
farmers themselves—who are expected to support their own network of client farmers with access 
to inputs, irrigation technologies, technical advice, and output markets. They have also presented 
an approach to enhance the aggregator model to deliver irrigation services into a bundle of other 
services (e.g., seed and other input credit, extension, produce offtake, etc.) as well as test a social 
enterprise model which they are in the process of developing into a commercially sustainable 
initiative to include irrigation facilities.  

Primarily the iDE approach will focus developing interventions based on Human Centred Design 
(HCD) Assessments, to deliver more holistic offerings, that are expected to entail a combination of 
product(s), service(s), marketing, financing, and distribution to meet the needs of irrigation services 
of vegetable farmers. A sequenced implementation plan has been developed along with a phased 
budget which would design, initially pilot and subsequently roll out the successful business models. 
Depending on DFID approval, this will be an increased focus for MADE in Year 4. 

2.4.3 SEED MULTIPLICATION SYSTEMS 

All leading investors (and where applicable key shareholders) in rice and groundnuts in Africa have 
been identified through an investor search survey. These have been ranked against the key 
requirements of the Monitor/Deloitte investment profile for seed multiplication and will be targeted 
by MADE with appropriate investment promotion campaign in Year 4.  

2.4.4 SEED DISTRIBUTION SYSTEMS 

A detailed market system analysis (MSA) of the vegetables seeds market in Ghana has been 
completed and the results will be discussed with stakeholders and used as a foundation to promote 
further investment by seed and agro-inputs companies in Northern Ghana. The MSA confirmed 
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the vegetable seed market dynamics, and will be applied to MADE’s current and future partners in 
Year 4. 

2.4.5 ACCESS TO FINANCE  

MADE produced an actionable study on the feasibility of developing a warehouse receipts system 
(WRS) (including financial products) for onion producers in Northern Ghana.  Broad engagement 
with onions and groundnuts market stakeholders to share findings and gauge investment interest 
and possible roll out options was in the outcome of a workshop involving key stakeholders.  

However, findings showed that for SHF the focus has been the need to secure credit from 
aggregators or input dealers (whether for tractor services, seed or chemical inputs) and as these 
enterprises grow, so their own finance needs become a constraint. MADE has switched its focus 
to facilitating embedded finance for partner enterprises with the input manufacturers (e.g. 
mechanisation through agri-leasing).  Additionally, partners face constraints in terms of lack of 
investment finance. MADE has responded by directing partners to the BGA which is expected to 
work to improve access to investment finance by signposting the partners to the appropriate 
service provider (BSPs). The BSPs work with and support the partners to, among other things, 
identify the appropriate sources of finance and prepare necessary documentation and other 
requirement to be able to raise the finance.  However, progress is challenging because of the 
inadequate availability of good quality service providers.  BGA is thus supporting to raise the 
partners’ business planning skills directly, as a stop gap measure.  In Year 4 MADE will consider 
refocusing BGA’s efforts also on coaching business service providers (BSPs). See BGA Section 
below 

2.4.6 AGRO- CHEMIAL DISTRIBUTION SYSTEMS  

MADE engaged with major agro-chemical suppliers (  
) to improve the logistics of supply. In particular, with ‘just in time’ systems used to minimise 

working capital needs while products are held at ports of entry. Preliminary work on this was 
initiated in Year 3, however there was limited traction so this intervention was discontinued.  

2.4.7 THIRD PARTY LOGISTICS SERVICES 

Preliminary assessment led to the conclusion that the volumes of fresh produce to make this a 
viable two-way (i.e., with fresh produce to and from the south) undertaking were simply too low.  
This further led to the conclusion that right sizing the cold vans with MADE’s could end up being a 
costly enterprise beyond MADE’s mandate and perhaps resources despite the identified  
opportunity focusing on the haulage component of the cold chain by .   

2.4.8 SUPPLY CHAIN DEVELOPMENT  

Currently MADE facilitates supply-chain linkages with selected partners (  
) and offers technical assistance where there are opportunities to promote increased B2B 

transactions between northern origin suppliers & southern based buyers and processors. 
However, work on this intiative has been slow largely because it was dependent on completion of 
other assignments and interventions, e.g., vegetable supply chain intervention and 3rd party 
logistics. 

2.5 MARKET INTERVENTIONS LESSONS LEARNED  

Progress to-date offers evidence that, underpinned by the right incentives and initiatives, 
programme facilitation can catalyse and bring about significant behavioural change across the 
market - the route to systemic change.   

Yield and Productivity: Key to success achieved so far has been targeting the right small-scale 
agribusinesses (through careful selection) as programme partners to test and mainstream 
business models, e.g., smallholder farmer (SHF) out-grower scheme cost recovery model, and to 
help the selected partners grow their businesses. Co-investing prudently with the private sector 
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firms as partners can reduce risk aversion and promote innovation through improvisation. Scaling-
up the models that have been shown to be successful over the three years of MADE, offers the 
greatest opportunity for bringing about systemic change. For instance, rice and groundnut partner 
agribusinesses adopted piloted models to deliver inputs and services6 to SHFs often on credit, (i.e. 
making the inputs and services available to SHFs at the beginning of the season and recovering 
the cost in kind at the end of the season). Learning to-date has shown that these models require 
more intense support and monitoring of farmer activity and performance; as well as brokerage and 
facilitation of bulk procurement to reduce costs and improve access to inputs and output markets.  
The introduction of SHF passbooks to allow greater control of market actor engagements is a high 
priority for Year 4 of the programme. 

Behaviour change. Initiatives have shown there is growing differentiation and economy of scale 
opportunities at input supply and produce aggregator levels in Northern Ghana markets which 
provide scope for targeted interventions to address supply-side constraints and quality demand 
issues. In Year 3 the development of aggregation and out grower scheme management models 
for onions and vegetables, drew heavily on lessons learned from the more evolved aggregation 
models piloted by rice and groundnut producers in year 2. As the programme moves forward and 
expands its number of partners so these models will be enhanced with the promotion of inputs and 
service integration/bundling. 

Cross market. Initiatives using different programme delivery models and instruments (e.g., BGA 
and B2B mentorship) especially in untested fields (as is the case with BDS and financial innovation 
in Northern Ghana) to cross-fertilise ideas and outcomes and to leverage more learning is effective 
and delivers good value. For instance, the BGA was expected to become part of a separate market 
for MADE alongside its existing focus crop markets. The BGA’s core service is a mentored 
facilitation service aimed at helping small agribusinesses to define the type of support and finance 
they need and then link them to the necessary providers. However, alongside the BGA, MADE 
also piloted a more focused mentoring intervention.  There are early indications that this approach 
(i.e., B2B mentoring) has delivered a more effective and better value to one partner compared to 
what it has so far obtained from BGA. In addition, further market analysis and practical business 
plan development has defined on-farm capital investments required for irrigation and 
mechanisation models to be piloted for the upcoming year   

These lessons from Year 3, continue to confirm the private sector can be incentivised to lead the 
transformation of Northern Ghana agriculture. MADE’s Year 4 Business Plan documents how the 
programme will respond to these lessons moving forward.  

 
6 The inputs and services range from tractor ploughing services, extension and dissemination of good crop agronomic practices, improved 

rice and vegetable seeds, fertilisers and other agro-chemicals and support for group formation and other forms of farmer clustering.   
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positive strides of a woman moving from lower level of the value chain (grain producer) to 
higher level (seed producer), with the expectant increase in income. 

Linking Women parboiled rice processors to partner aggregators 

A number of women parboiled rice processors were linked up with some of MADE’s rice partner 
aggregators. This resulted in one aggregator ( ) supplying a total 
of about 40,000MT of Jasmin 85 perfumed rice paddy to , a female owned 
and ran mill in Tamale. This relationship will be closely monitored as it offers opportunities for 
addressing perceived risks that promoting perfumed rice cultivation will crowd out women parboiled 
rice processors.  It may also hold lessons for promoting north-north market linkages. 

Key lesson learnt for the reporting period: For aggregators to reap the maximum economic 
benefits of working with women as outgrowers, there is the need for them to provide complete 
inputs and other services support (seed, ploughing, fertilizer, and marketing) since women often 
do not have access to them either because of distance or lack of finance. 

3.2 KNOWLEDGE MANAGEMENT AND COMMUNICATIONS 

Improved branding and visibility: The communication team worked closely with the DFID 
communication team to improve branding and visibility in Year 3. A process for standardising and 
branding MADE documents to compliment key messages was successfully initiated. 
Communications is the main tool for promoting copying and achieving expansion.  There will be a 
greater focus on managing and showcasing all the learning and evidence from MADE’s work in 
Year 4.  

Agricultural radio programming: A preliminary feasibility analysis and modelling for the radio 
programming to increase access to market actionable information across all programme markets 
for smallholder farmers and other key actors was developed. Radio programming is, however, 
being promoted as part of demand generation strategies to MADE’s input dealer partners.  Many 
of the partners opted to adopt it in Year 3 and will receive support to roll it out in a more concerted 
way in Year 4 

Action Research efforts: At the beginning of Year 3, MADE set out to undertake 7 action research 

projects7. Two more were identified in the course of the year, bringing the total number of action 
research cases to nine (9). In collaboration with business partners and other stakeholders, MADE 
successfully rolled out 6 (66.6%) of the 9; and 3 of these (50%), have been successfully completed. 
Lessons learned from the three served as content for MADEs Newsletter and Case Studies and 
as input for design of yield increasing interventions which are, also, shared with the relevant MADE 
partners.  

Effective dissemination strategies: MADE used its stakeholder engagement strategy to 
maximise the use of appropriate channels for the project’s dissemination efforts. Engaging the 
media and effective newspaper publications through various channels were highly successful 
following a stepped up approach in visibility and public engagement.  

The programme also disseminated illustrative case studies including: “Gender and productive 
Inputs usage in the MADE Rice Market Sector: Provision of inputs credit is a necessity for women 
rice out-growers” – see above; and “Working with women is good for your business”. These case 
studies were directly forwarded to MADE’s business aggregators; and also shared through 
MADE’s website. SHFs also gain access to these information sheets through partners and 
aggregators as part of their private extension activities.  

Communication supported workshops organised by the programme and aimed at attracting and 
stimulating investments through business models, such as the Produce Aggregation model have 
also been undertaken during Year 3.  

 
7 For further details please refer to the MADE’s Year 2 Quarter 4 Report 
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3.3 BUSINESS GROWTH ACCELERATOR (BGA) 

The BGA model was rolled out in April 2016 with the execution of kick-off meetings with key 
stakeholders to build relationships and ensure alignment towards a single vision. Four international 
Growth Mentors (GM) were recruited from both  and  and these were joined 
by four local Growth Mentors recruited and trained to enable them meet the expectations of the 
job.  

The Business Growth Accelerator (BGA), under , supported 35 direct MADE 
partners with mentored facilitation service aimed at helping them to define the type of business 
development support and finance they need to grow their businesses.  The BGA provides services 
to improve local market actors’ ability to access finance, grants and other business services in 
response to the weak business capacity in Northern Ghana.  Feedback from the BGA model 
highlights the appreciation for business coaching (rather than training) and business to business 
(B2B) support and relationships between MADE market actors.   

Coaching and signposting 

The BGA programme uses the coaching approach instead of “teaching” in engagement with 
clients. As a result, clients are aware of and appreciate the value of the one-to-one services 
provided. Each coaching meeting is an opportunity for the clients to plan, practice and work 
towards and achieving tangible results and impact. For instance,  

, both aggregators of rice and groundnuts, have benefited from BGA support in compiling 
their loan applications to  Savings and the  facility. 
Successful financing of these BGA clients is expected to improve their working capital enabling 
them to procure more produce from SHFs and in turn increase their volume of sales through the 
marketing channels.  

Business Learning Groups (BLGs) 

Business Learning Groups (BLGs) were formed and meetings conducted to offer clients the 
opportunity to share business ideas and aspirations. There are three regional business learning 
groups located in each of the three regions of the North (Tamale, Bolgatanga and Wa) and a 
women-only group undertaking its BLG activities in Tamale.  

Notably outcomes of these meetings are the finalization of plans to form an association comprising 
primarily of aggregators to achieve the following objectives: 

a. To synchronise data on input provision at the farmer level to prevent duplication and 

improve repayment by smallholder farmers. 

b. Help secure higher capital expenditure assets such as combine harvesters, which are in 

high demand during the peak harvest period.    

Looking forward 

The BGA was planned to take on a life of its own after the one-off support from MADE.   
 and its partners are currently working towards achieving this objective. The success of the 

 and its partners is expected to serve as proof of concept that will lead to other 
business service providers seeking to copy and adapt the BGA model.  
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vegetables, whilst a 14% (1% women and 19% men) increase was seen in onions. Despite this 
fall, farmers are seeing significant productivity improvements and income uplifts due to improved 
GAP, particularly for women who had stronger relative productivity gains in three of the four value 
chains.  Of particular note was the gain in other vegetables which saw a net income uplift of 39% 
compared to men’s 6%.  However, men are still achieving higher yields on average across the 
board, but the gap is narrowing. Improved access to credit and greater use of mechanisation during 
planting and harvesting (reducing the level of manual work largely undertaken by women) should 
reduce this gap even further.  Onions was the only value chain where men saw stronger 
improvements.  

 
Data Quality Assessment 
 
The M&E team conducted Data Quality Assurance (DQA) field visits to selected partners across 
the four markets in order to verify, validate, and confirm data and information submitted by partners. 
It also helps test programme assumptions on certain monitoring findings. 
 
The field visits concluded that: 
 

• There is an increased willingness by partners to adopt and adapt MADE facilitated models 
as reflected from partners knowledge and awareness of plans, acknowledgement of 
activities from the MoUs. However, the programme will encourage more and direct partner 
engagements as part of the scale up strategy in year especially for the new partners. 

• A majority of businesses exceeded their smallholder target reach through MADE 
supported/facilitated services. This confirms partners capacity to sustain and increase own 
investment in the long run. 

• Generally there is a gap among partners in record keeping and documentation. The 
programme will conduct a partner’s workshop on record keeping and documentation as 
part of capacity building for partners in year 4.  This is also ties in with MADE’s emphasis 
on the development of SHF passbooks to improve record keeping and trust between 
market actors. 

 
Qualitative Survey 

The draft report concluded that MADE partners expressed satisfaction with the approach, models 
and innovations facilitated by the MADE programme team. The assessment also concluded that 
farmers expressed satisfaction with new technologies and techniques that have been introduced 
to them especially GAP, improved seeds, mechanization and inputs.  

4.2 VALUE FOR MONEY (VFM) 

MADE undertook a benchmarking exercise to compare its programme against similar market 
systems development initiatives focused on agriculture. The purpose was to see if MADE is 
delivering value for money given its progress to-date. When analysing indicators across spend, 
outreach, and market change, MADE is performing similarly to programmes such as  

 in terms of spend. However MADE is slightly underachieving in 
its outreach but outperforms on market actor change relative to comparable programmes “Ghana 
MADE is progressing within the range of comparable programmes but with more significant 
achievements in market and system changes than in farmer outreach” 

See Annex 3 for select VfM indicators and further detail on the benchmarking exercise   

4.3 PROGRAMME MANAGEMENT  

MADE attended the DFID Partners’ Workshop during Year 3 and has taken on board the 
requirements relating to due diligence and reporting against fraud and anti-corruption.  It, also, 
recognises the need for improved forecasting. 
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Deputy Team Leader 
 

The Market Development Coordinator, , left the MADE team at the end of May. Given 
the strategy set for Year 3, more strategic support was required from the Team Leader (TL). 
Therefore, it was decided to expand the Market Development Coordinator role into a Deputy Team 
Leader (DTL) position.  was hired as MADE’s DTL in January to free the TL to 
provide strategic guidance to the team, scout and prime engagements with prospective major 
players/partners, engage more with DFID in and other key stakeholders, and provide more visibility 
for the programme; etc.  

M&E 
 

, the M&E Expert who provides backstopping and short term technical 
assistance to the MADE M&E team, took a new full-time job in January.  Nathan’s in-
house staff and current MADE Knowledge Management Expert has filled the void during the final 
quarter as MADE began to search for a replacement. 
 
Nathan Home Office Support 
 

 has provided increased support in the past year to MADE to push forward 
the Cross market interventions, in particular irrigation and mechanisation.  
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ANNEX 1: LIST OF INFORMAL RULES AND NORMS 

1. Introduction of nonbinding agreements between MADE and its partners as well as between 
MADE partners and their suppliers/clients, in the form of Memoranda of Understanding 
(MoUs) outlining the terms and details of the understanding, including each parties' 
requirements and responsibilities; 

2. Introduction of performance contracts supported with work plans and payment by results 
between aggregators and sub-facilitators/AEAs thereby improving the quality of results 
delivered by the sub-facilitators/AEAs and raising general awareness in MADE focus 
markets about the need for client/market responsiveness; 

3. Promotion and support to major seed companies to use contracts to minimise abuse of 
supplier’s credit by input dealers enabling the seed companies to reward good performing 
input dealers with more supplier’s credit and discounts. 

4. Introduction of grades and standards related to aflatoxin contamination in groundnuts 
prompting SHFs to pay more attention to food safety and risk to their own health. 

5. Introduction of grades and standards in rice value chain aimed at meeting  and 
other mills needs for paddy with the right moisture content.  Fostering product 
differentiation by quality and price. 

6. Introduction of customer/client (mostly smallholder farmers - SHFs - but also service 
providers) satisfaction surveys to aggregators and input dealers, reinforcing the need for 
market responsiveness.  

7. Introduction of out-grower scheme management and SHF based produce aggregation 
models to improve commercial relationships and trust between SHFs and aggregators, i.e., 
moving them from transactional to longer-term relationships, increasing transparency and 
trust and minimising challenges such as side selling. 

8. Supporting partners to raise awareness about and to address food safety (e.g., aflatoxins), 
concerns and risks associated with agro-chemical (pesticides) use/abuse particularly in the 
onion and vegetable markets, leading to the emergence of food safety and environmental 
hazards and health risk norms; 

9. Promotion of self-regulation through peer influence/reviews through MADE created or 
induced platforms/networks, e.g., BGA business learning groups, aggregators 
workshops/networks, SHF groups/networks, etc.; 

10. Encouraging partners who provide input credit, for instance, to leverage smallholder farmer 
networks/groups as cross/peer group collateral.  This is beginning to reduce default 
rates/”bad debts”; 

11. Promoting increased awareness of and information in MADE focused markets on expected 
market actors’ behaviours, GAP protocols including effects of agriculture on the 
environment and human health, prices and other market trends, product quality 
requirements, etc., leading to more open, transparent, trustful, etc., market systems; 

12. Introduction of a weighted screening process during partner identification and selection to 
ensure MADE engagement/interventions with the private sector do not lead to market 
distortions, are equitable and deliver sustainable development outcomes.  














