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MODULE 3

01

STRATEGIC CONSIDERATIONS

02

ELABORATING A VC
DEVELOPMENT STRATEGY

THREE TYPES OF STRATEGIC CONSIDERATIONS

Strategic considerations for economic growth
e What are main market trends and market opportunities?
e How can the value chain become more competitive?

e Are there needs to improve framework conditions?

Strategic considerations for pro-poor growth
e How can poor people benefit more and be included more in the VC?
e How can women and youth be empowered and food security be improved?

e How can the vulnerability of disadvantaged groups be reduced?

Strategic considerations for environmental sustainability
e How to reduce negative impact of the VC on the environment?
e Is there a need to increase climate change resilience of the VC?

e How can environmental policies and regulations be improved?




STRATEGIC DIRECTIONS FOR ECONOMIC GROWTH

Strategic considerations for growth

Assess the drivers and Assess the competitive Identify market and
trends of market change advantages of the VC government failures

N/

Assess current VC against
requirements and benchmarks

I >

Value Chain upgrading “Making markets work”
and innovation

ASSESSING THE MARKET SITUATION

Identifying market opportunities - and what it implies

e General demand trends (prices and volumes)

e Supply gaps

e Market access requirements

e Existence of investors

e Assessment of competitors and competing products
Market research interviewing buyers

e Qualitative judgements on the points above

e Specific buyer requirements

e Specific demand trends

e Identifying real market opportunities




STRATEGIC CONSIDERATIONS FOR THE ENVIRONMENT

Assessing the environmental hot spots.. =——3 Stop producing,

/ \ move to other VC

transition to a “green” VC need to secure the ecological

\L \L and resource base of the VC
Economic and Economic and
environmental environmental
interests converge interests in conflict
Business Improv|ng resource Envwonmenful

Management of natural
efficiency (energy, water, policy/regulation resources & the ecology
material, waste disposal)

opporfunihes
in YC greening

THE IDEA OF A “CIRCULAR ECONOMY/SMART CLIMATE/ENVIRONMENTAL
FRIENDLY AGRICULTURAL VALUECHAINS “Greening “ the value chain

Ecosystem Services: Water provision/Soil fertility/climate regulation services etc.

Reduce water | reduce energy I reduce |
|and fertilizer use use for transport inputs

reduce | | | |

inputs

rl > Crops > > Transpo) ransformation ZConsumptlon>
Natural

cycles | " |
¥ tain
reuse
| recyclel

recycle
Bylproducts / |
I | “waste to value” |

Reduced degradation of ecosystem Services: Water pollution/reduced soil fertility/climate
change etc.




STRATEGIC OPTION 4: “RESOURCE EFFICIENCY”

Strategy to enhance the resource efficiency of the VC

Reduce material &
energy input, use
resources efficiently

Cost ‘ l Value f
Producer | m—)  Producer 2em—lp-| Trader ﬁ@

Re-use byproducts:
“waste to value”

Recycle

Waste

processor

STRATEGIC CONSIDERATIONS FOR PRO-POOR GROWTH

Assessing poor producers and workers in the value
chain

Nexus VC / Consi‘rq.lrzlfs fo versus: Competition
. 1 competitiveness  Opportunities tuation &
Livelihoods & of poor producers to build on sttuation
nutrition poor p markets
and workers

Complementary Promoting specific Defensive
social strategies business models interventions and
Basic education, benefitting poor regulation
nutrition & health producers and workers preventing disruptive
programs change, regulating

labor markets




STRATEGIC OPTION: “BUSINESS MODELS FOR THE POOR”

Terms of contract
contract producfion,
outgrower schemes...

Bigger share of
chain income

Providers of| Logistics Final

.7 Prii d Trader - ina
.?pec:ﬁc " -> rimary producers centres, _> Rotatlors consumers
inputs Industry

~ w
~ ~ V4

Associations —y -

Negotiation power Farm management / e =
E gotial IF | : Improved small-scale Direct
conomies of scale business models Marketing

>Produc+ion>>Processing>> Processing>> Trade >

Uptake of processing functions
value added stays with producers

GENDER STRATEGY

Gender groups in the value chain

Economic. _ Obligations in household Institutional and
opportunities / family labour cultural factors

|

Opportunities /
disadvantages

of female entrepreneurs
(and wage workers)

! v

. . Gender-sensitive ("gendered”)
Supporting entrepreneurship VC development projects
of women
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VALUE CHAIN ARAPAIMA GIGAS (PIRARUCU) IN THE BRAZILIAN AMAZON
> L D el Ny $:’:;'“ POYD ST

Stop producing,
move to other VC

® Management of natural Environmental Stop consuming,
resources & the ecology policy / regulation move to other VC

v 2 7 \’ 4

wp| Army, Air Force

Producers Certified

Consumers
(the market)

Specific > Fisher >

Local input
providers

Vill associations cooling -
illages ASPROC/AC/ storages < Retailers, Restaurants
SP/RJ, celebrity chefs

0 0 A A

Environmental Improving resource Business
policy / regulation efficiency (energy, water, opportunities in
material, waste disposal) VC greening =

2@
13 &5

VALUE CHAIN ARAPAIMA GIGAS (PIRARUCU) IN THE BRAZILIAN AMAZON
P D) S D) T S

Promoting specific
business models
benefitting poor producers
and workers

4 4

.1 Army, Air Fe
Specific Fisher Producers Certified =p>| Army, Air Force
Local input ma Vil = ssociations [P  cooling -
providers mages ASPROC/AC/ storages > Retailers, Restaurants
SP/RJ, celebrity chefs
r A A TEAEN /
Supporting Complementary
entrepreneur- social strategies
ship of women Basic education,

nutrition & health
programs




LIVING INCOME

Living income: what is special?

What is different?

« Living wage relates to
employment

+ Living incomerelates to
independent work (self-
employment)

Leverstoincreaseincome

for farmers:

+ Collectiveaction —e.g.
price negotiations

+  Productivity improvement

+  Quality improvement

« Other income streams

The Living Income Story Qa
Potential e
household OF MCOME

income

o /\L

‘gg L U . . . .|

S Cost of a basic, decent T oo

LIVING INCOMVE standard of living for

BENCHMARK ( a household

(4 INCOME
w 72 -
— [11]
ro0o ro cecuat
MODEL DT WOU SING

It
OTHER ESSENTIAL MEEDS H:n:

(Srni®) INCOME

UNDIFECTED EVENTS.

For more information and to join the community visit
www living-income com
Contact: livingincom: sealalliance ory

@ iseal [ @ ¥

NUTRITION-SENSITIVE VC PROMOTION

|

Consumption

|

Retail

)

Processing

Wholesale

Production

11,

Source: Adapted from GIZ Working Paper ,The Potential of Agricultural Value Chains to Improve Nutrition”
(https://www.snrd-africa.net/production-and-supply-of-nutritious-foods-at-centre-of-value-chain-discourse-2/)

Urban
market

Village
market

Urban retailers

A
1

Processors

4
1

i |
Wholesalers,
village traders

4
1

——

I

Farmers

A
1
1

Agro-input
dealers
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STRATEGIC CONSIDERATIONS
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ELABORATING A VC
DEVELOPMENT STRATEGY

THE IMPORTANCE OF AN UPGRADING VISION

Why engage in visioning?

Visioning focuses on the opportunities -? -

. , | Visioning provides strategic direction
s 7| - How should the value chain look

five years from now?

Visioning is the basis for consensus - Unless
chain actors share the view on the future,
they will not be motivated to cooperate




EXAMPLE: FURNITURE IN PERU

Timber Transport &
harvesting >> Processing >>Wood h""de>>

Furniture
making

Furniture
trade

% FSC certifiers

operate locally

% Certifiable forest
area is available

% Sustainable extraction
technology avdailable

*High demand for FSC certified
furniture in overseas (US) marketg

Local >

Cooperatives

Sawmills Wood traders

Small to medium)
cabinet -makers

> Furniture
dealer

Certifiable areas are
difficult to access

Forest owners lack

information and skills
I/’ Local & regional authorities
I/I*I:lfioncll Institute of Natural resources

Forest concessions not
supervised adequately

No price premium paid
for certified wood

No classification
of certified wood

Export Market

Vision
Developing the US market for
outdoor furniture made in Peru
of FSC certified tropical wood




