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About the Market 

Development Facility 

The Market Development Facility (MDF) stimulates 

investment, business innovation and regulatory reform 

in order to create additional jobs and increase the income 

of poor women and men in rural and urban areas in the 

Indo-Pacific region. MDF began in Fiji in July 2011 and has 
since expanded to Timor-Leste (in 2012) and Pakistan (in 

2013). In 2015, MDF expanded to Papua New Guinea and 

Sri Lanka. Current funding for MDF ends in June 2017. 

To stimulate investment, business innovation and 

regulatory reform, MDF negotiates partnerships with 

strategically positioned private and public sector 

organisations in its countries of operations. Each 

partnership is comprised of a tailor-made package of 

activities that enables the partner to innovate, invest 

and/or undertake reforms in such a manner that small 

farms and firms benefit from better access to production 
inputs, services and end markets. This makes them more 

productive and helps them grow, which in turn creates 

jobs and increases incomes for poor women and men. 

Each partnership promotes business innovations or 

reforms, leverages private sector investment or public 

sector ownership (‘cost sharing’), has a demonstrated link 

with pro-poor growth, job creation and income generation, 

and contributes to systemic changes in the economy of the 

country in which it is active.

MDF’s portfolio of partnerships expands year by year 

as MDF negotiates more partnerships with more 

organisations in more countries. MDF’s Annual Aggregation 

of Results reports on the value of this expanding portfolio. 

This is the third Annual Aggregation of Results and covers 

the period from January 2015 to December 2015. 

For more information about where and how MDF works 

visit http://marketdevelopmentfacility.org.

About the Annual Aggregation of Results 2015
The Annual Aggregation of Results is designed to serve the 

following purposes:

• To inform the Australian Government and other 

stakeholders of MDF’s achievements to date, 

whether it is on track, the scale of its impact and its 

projected achievements. For this reason, the report 

is aligned with the Department of Foreign Affairs and 
Trade (DFAT) reporting schedule and requirements, 

reports against relevant Aggregate Development 

Indicators (ADIs) and provides information necessary 

for the Aid Quality Check (AQC).

• To share information with the broader development 

community to promote transparency in results 

measurement and communication, and to 

contribute to the comparability of results between 

approaches and countries. With this aim in mind, 

the Donor Committee for Enterprise Development 

(DCED) developed the Standard for Results 

Measurement in Private Sector Development. As a 

multi-country facility, MDF is uniquely positioned 

to support this aim and this report is accordingly 

compliant with DCED criteria for annual reporting.

• To discuss achieved results in their context, provide 

insight into ‘why MDF does what it does’ and 

contribute to the dialogue on what constitutes good 

development practice. 
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After a stint waiting tables at a local Dili pizza restaurant 

and six months in Broome, Western Australia 

housekeeping at a high-end hotel, Luisa jumped at the 

opportunity to manage Timor-Leste’s new hotel and 

cultural and heritage centre in the village if Balibo in the 

countries West. 

She now manages a team of 19 local staff working at the 
hotel who went through extensive training in hospitality 

and tourism through the partnership with MDF. Luisa said 

she now earns enough from her new job to support her 

family. 

“My husband and son are in Dili and I have to look after 

my five younger brothers, who I am supporting,” she said. 
“One brother graduated from University and I paid it all.”

Tourism is an undeveloped sector in Timor-Leste but with 

historic sites such as Balibo offering intrepid tourists the 
opportunity to experience the beautiful countryside and 

From pizza 

waitress 

to hotel 

manager

Luisa Da Cruz De 
Araujo Soares – 

Manager Balibo Fort 
Hotel, Timor-Leste

rich cultural history of the area – more local people are 

needed to cater to the incoming guests. 

Before the hotel opened many of Luisa’s team faced 

unemployment. “Some of them just stayed at home, they 

didn’t have jobs, or maybe were studying,” she said. “I think 
this makes them happy – they have a good opportunity 

to work here. It is difficult to find a job so they are really 
happy to be working.”

She is also very positive about her own prospects. “I have 

not studied in university, but I got this position. I have good 

experience, but not as a manager, so it is a challenge, but 

I’m thankful for the support and the opportunity to learn 

more about management.”

“For the moment it has been going well, but we need to 

continue to teach the staff more. They are improving every 
week and this has created a big opportunity for them and 

give’s them a lot of experience for the future,” she said.

MDF supports the Hotel through its partnership with 

the Balibo House Trust ¬– a non profit organisation 
established in Australia in memory of the five journalists 
who were killed in the village by the Indonesian military 

while reporting on advancing Indonesian troops – leading 

to the occupation of Timor in 1975.

MDF supported the training of the hotel staff – with a 
practical training starting in phase two of the partnership 

in June. MDF also sourced the hotel operator, assisted 

crucial infrastructure development such as the water 

systems, and marketing. Since the hotels launch in late 

March 2015, many people from Dili and international 

visitors are visiting the hotel. 

“The tourists are good. We are happy to see them when 

they come to visit Balibo or Timor-Leste, we have to show 

them what we have in Balibo,” Luisa said.
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MDF	INTERMEDIARY	HEADLINE	RESULTS	ACHIEVED	AS	OF	31	DECEMBER	2015

  Fiji
Timor-

Leste
Pakistan Sri Lanka

Papua New 

Guinea
Total

Partnerships 38 14 16 0 0 68

Innovations 57 20 22 0 0 99

MDF investment (USD) 1,438,000 482,000 736,000 0 0 2,656,000

Private sector Investment (USD) 2,593,000 1,399,000 1,119,000 0 0 5,111,000

Leverage ratio MDF investment 

to private sector investment 

(USD)

1:1.8 1:2.90 1:1.52 0 0 1:1.92

Value of additional market 

transactions (USD)
1,290,000 417,000 2,182,000 0 0 3,889,000

USD 5.11 
million 

invested
by partners

USD 5,111,000 
invested by 

partners and 

USD 2,656,000 
invested by MDF

USD 3,889,000 
additional market 

transactions 
(purchases and sales) 

generated 

USD 5,284,000 

from 13,630 new 
income generating 
opportunities (from 

jobs, farms, and small 
enterprises) for poor 

men and women, 

including 359 FTE 
equivalent jobs 

42,310 family 
members of these 
households benefit 
from the additional 

income received 
from these new 
opportunities

USD 3.89
million new 

market 
transactions 
generated

USD 5.28  
million in 
additional 
income for

13,630
men and 
women

Benefiting

42,310
members 
of these 

households

What we’ve achieved
(at December 2015)

MDF Results in 2015
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MDF	HEADLINE	RESULTS	ACHIEVED	AS	OF	31	DECEMBER	2015

Fiji Timor-Leste Pakistan
Sri 

Lanka

Papua 

New 

Guinea Total

Male Female Male Female Male Female M F M F

Effective 
Outreach 

including Jobs

2,950 2,980 1,160 1,790 2,400 2,350 0 0 0 0 13,630

Additional Jobs 

(FTE)
83 108 30 22 85 30 0 0 0 0 358

Additional 

Income 

(Effective 
Outreach 

including jobs) 

(USD)

1,234,000 1,296,000 135,000 210,000 1,878,000 531,000 0 0 0 0 5,284,000

What our current partnerships 

are projected to yield

MDF	INTERMEDIARY	HEADLINE	RESULTS	PROJECTED	AS	OF	31	DECEMBER	2015

  Fiji
Timor-

Leste
Pakistan Sri Lanka

Papua New 

Guinea
Total

Partnerships 38 14 16 0 0 68

Innovations 57 20 22 0 0 99

MDF Investment (USD) 1,438,000 482,000 736,000 0 0 2,656,000

Private Sector Investment (USD) 2,593,000 1,399,000 1,119,000 0 0 5,111,000

Leverage ratio MDF investment 

to private sector investment 

(USD)

1:1.8 1:2.90 1:1.52 0 0 1:1.92

Value of Additional Market 

Transactions (USD)
9,784,000 4,681,000 19,608,000 0 0 34,073,000
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MDF	HEADLINE	RESULTS	PROJECTED	AS	OF	31	DECEMBER	2015

Fiji Timor-Leste Pakistan
Sri 

Lanka

Papua 

New 

Guinea Total

Male Female Male Female Male Female M F M F

Effective 
Outreach 

including Jobs

12,330 13,400 2,920 9,600 8,500 7,010 0 0 0 0 53,760

Additional Jobs 

(FTE)
507 693 63 30 1,279 190 0 0 0 0 2,761

Additional 

Income 

(Effective 
Outreach 

including jobs) 

(USD)

5,017,000 5,379,000 920,000 1,887,000 6,593,000 1,196,000 0 0 0 0 20,992,000

MDF	RESULTS	ESTIMATES	FOR	FIVE	COUNTRIES	

  Fiji
Timor-

Leste
Pakistan Sri Lanka

Papua New 

Guinea Facility 

Total
Country Total Country Total Country Total Country Total Country Total

Effective Outreach including Jobs 28,410 8,670 168,000 25,090 8,040 238,210

Additional Jobs (FTE) 1,430 340 7,800 2,040 315 11,925

Additional Income (Effective 
Outreach including jobs) (USD)

20,772,000 1,157,000 43,923,000 1,524,000 642,000 68,018,000

Value of Additional Market 

Transactions (USD)
3,499,000 782,000 10,800,000 2,754,000 1,400,000 19,235,000

Private Sector Investment (USD) 3,499,000 1,046,000 2,185,000 918,000 690,000 8,338,000

Implementation Window
2011-2017 

(6 years)

2012-2017 

(4.5 years)

2013-2017 

(3.5 years)

2015-2017 

(2 years)

2015-2017 

(2 years)

By 2021, MDF’s work will result in over USD 68 million in additional 

income for 238,210 men and women, including 11,925 FTE jobs, 

benefiting 737,330 household members*

What we are expected to achieve by 2021
 (with additional partners on board)

*For definitions on MDF’s indicators and overall monitoring and results measurement system, please go to http://marketdevelopmentfacility.org 
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DFAT Aggregate Development Results Reporting

Along with MDF’s own programme impact indicators, MDF 

also reports on the relevant DFAT Aggregate Development 

Results (ADR) – namely, the value of additional agricultural 

and fisheries production (in USD), the value of private 
sector investment leveraged (in AUD), the value of exports 

facilitated including new exports (in AUD), the number of 

poor women and men who adopt innovative agricultural 

and fisheries practices, and the number of poor women 
and men with increased incomes. It is important to note 

that these values are reported incrementally for the given 

year. This differs from MDF’s impact indicator reporting, 
which reports achievements cumulatively for the entire 

programme implementation period to date.

DFAT	AGGREGATE	DEVELOPMENT	RESULTS	FROM	01	JANUARY	2015	TO	31	DECEMBER	2015	

Aggregate 

Development 

Results

Fiji Timor-Leste Pakistan
Sri 

Lanka

Papua 

New 

Guinea Total

Male Female Male Female Male Female M F M F

Number of 

poor women 

and men who 

adopt innovative 

agricultural and 

fisheries practices 

2,010 2,020 880 870 1,930 1,910 0 0 0 0 9,620

Number of poor 

women and men 

with increased 

incomes

2,450 2,460 900 1,710 2,150 2,130 0 0 0 0 11,800

Value of private 

sector investment 

leveraged (in AUD)

1,090,000 206,000 766,000 0 0 0 0 2,062,000

Value of additional 

agricultural and 

fisheries production 
(in USD)

1,168,000 277,000 3,168,000 0 0 0 0 4,613,000

Value of exports 

facilitated, including 

new exports (in AUD)

548,000 293,000 2,470,000 0 0 0 0 3,311,000
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Over the past few years, through a combination of 

hands-on experience and careful reflection and 
analyses, we’ve matured as an implementer in the more 

established parts of our portfolio – in Fiji, Timor-Leste 

and, increasingly, in Pakistan. We’ve seen what works 

and what doesn’t, and we understand how businesses in 

these environments think and what they struggle with. 

We understand the environments they operate in (such as 

climatically vulnerable islands as illustrated by Fiji’s Cyclone 

Winston in March, 2016) and we have built relationships 

with a wide range of businesses and other key actors (such 

as lead associations and government agencies). We have 

then critically analysed these factors from a sector point of 

view.

This insight and analysis has given us a unique vantage 

point and we made the most of it this year by funnelling 

and refining our experience back into our strategies 
and advancing the way we see our work and the value 

we provide. In 2015, we increasingly brokered deals 

between partners where it made strategic sense for the 

sector to do so, rather than working to build one partner 

in isolation e.g. we explored connections between seed 

distribution and exporters with the Labasa Farm Depot 

and Labasa Farm Fresh in Fiji and leveraged support from 

community based organisations (see the Fiji chapter for 

details). We brought in support for critical trade functions 

servicing multiple partners where we recognised common 

weaknesses in capacity. As a result we are helping to 

introduce the country’s first commercial food testing 

MDF in 2015 – 

Summary of Progress 
Expanding our reach, joining the dots

We’ve built strong relationships with our partners, with key market 

players. We know how they think, how they operate. Combining this with 

careful reflection and analysis of the sectors we work in, we’ve got a rich 
picture of how the markets function – and we’re using this to become 

increasingly strategic about our engagement 

FijiTimor-Leste

Papua New GuineaSri Lanka

Pakistan

laboratory with Timor Global in Timor-Leste (see the 

Timor-Leste Chapter) and working with the broader 

enabling environment e.g. in establishing Destination 

Marketing Organisations (DMOs) to support non-

traditional tourism areas in Fiji. 

Our work is a blend of what we believe to be the best 

ways to unlock the market. This might mean it makes 

sense to work with a small producer to build a business 

case and watch it expand in the hands of an innovative 

entrepreneur e.g. through silage entrepreneurs who 

are testing small scale silage production with Pioneer in 

Pakistan. It may also mean that we work through a cluster 

of different sized players to improve products and services 
in a single market such as Fiji’s tourism providers Namana, 

Adi Chocolates, Walks and Trails, Tifajek and others. 
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Alternatively we have chosen at times to work with large 

institutional players who are well positioned to push major 

change such as the case of Standard Concrete Industries 

(SCI) in Fiji. By taking this flexible approach, we’ve seen 
a concrete producer shift into a new market to meet a 

demand by farmers for a critical agricultural input, namely 

Aglime (an agricultural lime). However SCI’s core business 

is not agriculture or distribution so, in 2016, we will look to 

other companies that are better positioned to distribute 

Aglime and to realise this huge potential in the market. 

We’re also working with other input providers, like seed 

importer KK’s Hardware and seedling producer Devesh 

and Bharos Farms, to manage distribution of a package of 

different agricultural products in a manner that is ‘climate 
smart’ i.e. resilient and mindful of short and long term 

climate change impacts. 

With the Pioneer partnership in Pakistan we worked with 

small-scale local entrepreneurs to develop a profitable 
business model for silage production and gain product 

recognition in the market. The entrepreneurs expanded 

the model to offer silage production services by renting 
out equipment to farmers which greatly expanded the 

reach of, and popularised, silage across the region. 

The next step, rather than funding more entrepreneurs, is 

to package the lessons of this profitable business model 
and bring in financial backing through financial institutions 
that can offer affordable products to help others get into 
the business. Proving the model, has also got the attention 

of a major agricultural corporation which is looking to 

experiment with different silage products and which has a 
distribution system to get the product out at scale.

We’ve ramped up our strategic focus on Women’s 

Economic Empowerment (WEE). In August 2015 we 

introduced a WEE framework to shape our ideas, and now 

we embed WEE into everyday design and learning on how 

to more effectively monitor impact. We use it to tailor any 
changes that are needed and, as a result, we’ve recognised 

opportunities and strengthened WEE innovations in more 

developed ways than ever before. 

Our experience of working in Women’s Economic Empowerment and of 

deepening our understanding of what it means to work in this sphere 

has made us more convincing in how we reach out to partners and 

explain to them why investing in women makes business sense.
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We are able to demonstrate added value to businesses 

through WEE by using our data to show businesses the 

massive untapped potential of their female consumer 

base. In this way we helped expand the production of 

efficient cook stoves with the company, Concrete Product 
Business in Timor-Leste. We can also show partners how 

they can improve their product quality by training women 

involved in production e.g. in rice drying techniques in 

Timorese company, Acelda. 

We understand that WEE produces social benefits but 
also commercial benefits, and we can present these in 
commercial terms to businesses, explaining how it makes 

sense for companies to understand WEE as core to the 

profitability of their company. For example, with Mark 
One Apparel in Fiji, we could help them to understand and 

monetise the gains made by providing effective day care 
options, relative to losses from absenteeism and the loss 

of skilled labour. 

We’ve seen that women’s roles on-farm are grossly 

undervalued. Gender research sees this undervaluing only 

in terms of the lack of recognition for labour roles. MDF 

sees women performing other ‘invisible’ functions that, in 

any other business, would be considered managerial e.g. 

as money managers, market research providers (bringing 

in innovating ideas from other farms), determiners of 

pricing (by using their contacts to find the best point of 
sale for products), and managers of on-farm labourers. 

All of these roles would be valued as critical to a business’ 

success in any other context. We recognise the need to see 

the farming enterprise less delineated by labour-only roles 

and to identify and position women according to the real 

value they provide. 

When women are seen as farm co-managers along with 

their husbands, we can assess the ‘profits’ of these farms 
in terms of the contributions of both the men and the 

women. In 2016 we are embarking on a five-country study 
to assess how additional farming income can impact 

women.

The markets we operate in are evolving, so we need to 

adapt to them by increasing engagement with more 

partners or focusing on a smaller number of key players, 

with adaptive activities that reflect the ever-changing 
system. Changing the way actors, products and services 

interact in a system is rarely as simple as starting small 

and scaling up with other similar players, or stepping back 

and watching as this happens organically – as has been 

illustrated by SCI and Pioneer above; it may instead be 

about strengthening relationships, supporting a key player 

(e.g. SCI with suitable distribution providers), or proving 

and then embedding the approach in existing ‘systemic’ 

entities, such as the approach to financing envisioned 
in silage. In this manner, pathways to systemic changes 

cannot passively follow traditional paths such as ‘copying’ 

or ‘crowding in.’ While these might be helpful signposts, 

relying on them as a pathway to change can be misleading.

Our engagement in market systems reflects this 
complexity. We have 68 partnerships in our portfolio 

which have introduced 99 new innovations into the 

market. We are working with businesses as diverse as 

apricot processors in Northern Pakistan to small tourism 

operators in rural Timor-Leste. We are becoming more 

recognised as an effective partner – not just in the 
provision of finance – but as business advisory service 

Our results reflect an adaptive portfolio 

providers and, particularly in emerging markets where first 
generation businesses are looking to grow, as sounding 

boards or mentors, such as with Devesh and Bharos Farms 

which has grown from a backyard nursery operation to 

become one of the largest commercial nursery operations 

in Fiji. 

The leverage we are getting from partners in Fiji, Timor-

Leste and Pakistan is rising too e.g. for every USD 1 we 

spend in Timor-Leste, partners spend an average of USD 

2.9. Across MDF, those businesses have contributed to a 

value of USD 3,889,000 in additional market transactions 

i.e. sales between the partner and the beneficiary 
or between the partner and the wider market. First 

generation partnerships are also proving their value with 

13,630 poor men and women benefiting by USD 5,284,000. 
A large proportion of these benefits have reached poor 
women (7,120 women have benefited by USD 2,037,000). 

We’ve also improved the way we report our results to 

more accurately reflect the benefits to farming households 
that our innovations have helped produce. Our increased 

understanding of farms as family enterprises has meant 

that both men and women contribute to and gain from 

the farming income. An upcoming five country WEE study 
on incomes will help us develop this understanding in the 

coming year. 
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Based on the portfolio of partnerships we hold, we project 

we will provide benefits to 53,760 men and women in the 
form of USD 20,992,000 in additional income. Taking into 

account all the new partnerships we will have secured by 

2017, we expect to provide benefits to more than 238,210 
men and women by USD 68,018,000 in additional income, 

leading to benefits for 737,330 family members of these 
households by 2021 (taking into account the approximate 

four year period for results to manifest from the large 

agricultural portion of the portfolio where innovations 

have long lead times). 

In a nutshell, MDF’s more mature target countries are 

proving that, where innovations and market responses 

are mature enough, higher level results around incomes 

will follow shortly thereafter. Timor-Leste’s portfolio 

of partnerships is now projected to produce results 

well over what was estimated – 12,520 beneficiaries 
projected against the original 8670 beneficiaries in the 
MDF estimates and 44% higher number of beneficiaries 
than anticipated. Similarly in Fiji, where there is still more 

than a year of the programme to run, the portfolio of 

partnerships is projected to yield 91% of the estimated 

target of 28,410 beneficiaries. These two countries show 
that, once the pathway is established (i.e. as indicated 

by partner investment leveraged, business innovations 

introduced and additional market transactions), impact (on 

beneficiaries, jobs and income) will soon follow. 

In keeping with this path, our overall intermediate market 

responses across the programme are strongly on track. 

We’ve secured an aggregate total of USD 5,111,000 in 

partner investment leveraged, which is well on track to 

meet the estimated target of USD 8,338,000 for MDF as a 

whole (i.e. we have secured 61% of our estimated partner 

investment leverage). Additionally, of the 199 business 

innovations from partnerships that we expect to bring 

about by 2021, our partnerships have already produced 99 

(or approximately 50%). 

MDF’s overall estimates expanded in 2015, reflecting the 
increased scope of work from three to five countries in 
one year. It will take time for the results to catch up with 

the estimates in Sri Lanka and Papua New Guinea, which 

are not yet contributing to the facility’s performance as 

partnerships are yet to be established in both countries. 

We also anticipate maturation of partnerships in, and 

results from, Pakistan. 

MDF’s portfolio of partnerships has led to benefits 
(in incomes and jobs) for 13,630 men and women as 

of December 2015. This portfolio is expected to yield 

53,760 beneficiaries. By the time MDF has completed its 
partnerships in all five countries (by 2017), we estimate we 
will have a portfolio that will yield 238,210 beneficiaries 
by 2021. Given the factors described above, this is a 

comfortable track to be on.
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By 2021, taking into account all the new partnerships we will 

have secured in the first phase, MDF’s work will result in over 
USD 68 million in additional income for 238,210 men and women, 

including 11,925 FTE jobs, benefiting 737,330 family members of 

these households.

*For definitions on MDF’s indicators and overall monitoring and results measurement system, please go to http://marketdevelopmentfacility.org 

2016 and beyond – the work to be done

In the coming year we will continue to become more 

effective at making the right choices for overall sector 
gains by either unlocking bottlenecks (such as with those 

relating to distribution that were resolved with Standard 

Concrete Industries) or embedding the innovation in 

numerous critical actors to reduce reliance on one 

point in the system and thus increase the resilience of 

the change. This would include working with financial 
service providers in Pakistan’s dairy sector, and/or larger 

players to roll out silage for small farmers. This requires 

far more strategic design and in-depth thinking than 

simply ‘scaling up’ or ‘replication’ – terms which are often 

treated as synonymous with systemic change, but grossly 

underestimate its complexity.

We will seek to deepen our understanding of the link 

between our partners and our beneficiaries e.g. looking 
at community engagement models in Fiji (which have 

become more relevant since Cyclone Winston) and the 

links between private sector development and sustainable, 

resilient livelihoods. The approach taken between the 

supplier and producer with Essence of Fiji, where our 

data revealed the need to diversify the base for sourcing 

of Virgin Coconut Oil due to incentive issues with the 

producers, is an example of this. 

Lastly, we look forward to taking our experience to the two 

new countries – Sri Lanka and Papua New Guinea – and to 

incorporating the experiences gained from these countries 

into the wider MDF portfolio.
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FIJI
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Gained Independence

1970 Former British colony. 
Military coup in 1987, 2000 and 2006. 
Current government elected in 2015. 
President: Epeli Nailatikau
Prime Minister: Josaia Voreqe Bainimarama

Currency

Fijian Dollar

Poverty 

31% 
(% of population under 

the national poverty line)*

GDP

$4 billion

GDP Growth

2.2% (2014)

Terrain
Tropical Pacific archipelago 

of over 300 islands. 
Mountainous interior of the 
two largest islands Vitu Levu 

and Vanua Levu. 

Language 

English, Fijian,

Fiji Hindi

Population

880,000

Ethnicity 
Indigenous Fijian

57% (est)
Indian Fijian
36% (est)

81 out of 189 (2014)

Ease of Doing Business Index Human Development Index

88 out of 187
Major Industries 

Tourism, Agriculture, 

Garments

Quick

Facts

Ba

Lautoka

Sigatoka

Navaga

Labasa

Savusavu

Taveuni

Suva

Nadi

Vanua Levu

Viti Levu

Kadavu

Fiji

FIJI

MDF Sectors

Horticulture

Export

Processing

Tourism
 ▪ Encouraging (mostly export-led, but also tourism-led) diversification and 

commercialisation in agriculture (‘turning farming into a business’). 

 ▪ Creating off-farm employment for those who have left the land (in tourism and 
in processing).

 ▪ Supporting local entrepreneurship in niche markets (mostly tourism-led, but 

also export-led).

 ▪ Develop better business services and improve aspects of the Business Enabling 

Environment. For example, the Biosecurity Authority of Fiji which is the regulatory body 

responsible for monitoring exports of horticulture produce and issuing import permits 

for agro-inputs. 

 ▪ Ensure geographic and ethnic inclusion to expand economic activities in other islands of 

Fiji and also to encourage more representation of indigenous Fijians in business.

MDF’s focus in Fiji

* Based on 2014/15 Household Income and Expenditure Survey
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MDF INTERMEDIARY HEADLINE RESULTS ACHIEVED AS OF 31 DECEMBER 2015 

FIJI

Intermediary headline results achieved as of 31 December 2015

Partnerships (active and completed) 38

Innovations 57

MDF investment (USD) 1,438,000

Private sector investment (USD) 2,593,000

Leverage ratio MDF investment to private 

sector investment (USD)
1:1.8

Value of additional market transactions 

(USD)
1,290,000

USD 2.59  
million 

invested
by partners

USD 2,593,000  
invested by 

partners and 

USD 1,438,000  
invested by MDF

USD 1,290,000  
additional market 

transactions 
(purchases and 

sales) generated 

USD 2,530,000  
from 5,930 new 
income generating 
opportunities (from 

jobs, farms, and small 
enterprises) for poor 

men and women, 

including 191 FTE 
equivalent jobs 

14,920 family 
members of these 
households benefit 
from the additional 

income received 
from these new 
opportunities

USD 1.29 
million new 

market 
transactions 
generated

USD 2.53   
million in 
additional 
income for

5,930 
men and 
women

Benefiting

14,920
members 
of these 

households

What we’ve achieved
(at December 2015)
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What our current partnerships 

are projected to yield

What we are expected to achieve by 2021
 (with additional partners on board)

MDF HEADLINE RESULTS ACHIEVED AS OF 31 DECEMBER 2015 AND PROJECTED AS OF 31 DECEMBER 2015

FIJI

Headline results

achieved as of 31 December 2015

Headline results

projected as of 31 December 2015

Male Female Total Male Female Total

Effective outreach including Jobs 2,950 2,980 5,930 12,330 13,400 25,730

Additional jobs (FTE) 83 108 191 507 693 1,200

Additional income (USD) 1,234,000 1,296,000 2,530,000 5,017,000 5,379,000 10,396,000

MDF INTERMEDIARY HEADLINE AND HEADLINE RESULTS - COUNTRY ESTIMATES 

FIJI

Fiji results estimates  

Effective outreach including jobs 28,410

Additional jobs (FTE) 1,430

Additional income (effective outreach 
including jobs) (USD) 

20,772,000

Value of additional market transactions 

(USD)
3,499,000

Private sector investment (USD) 3,499,000

Implementation window 2011-2017 (6 years)

With additional partnerships on board, by 2021 MDF’s work will 

result in over USD 20.7 million in additional income benefitting 
28,410 men and women, including 1,430 FTE jobs benefiting 

66,760 household members*

* For definitions on MDF’s indicators and overall monitoring and results measurement system, please go to http://marketdevelopmentfacility.org
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MDF Fiji – Results progression 2013 to 2021 – 

actuals, projections and estimates

2013 2014 2015
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Estimated

* Projections for Additional 
Market Transactions 
significantly exceed 
estimates in 2015 
(projections are now USD 
9,784,000 in comparison 
with estimates at USD 
3,499,000). The estimates 
will be revised to reflect 
this in the coming year.
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MDF in Fiji

With Fiji’s old export engines (sugar, copra and 

garments) in decline, the country needs to undergo 

a process of restructuring. The economy is too heavily 

reliant on a small number of sectors that lack diversified 
job opportunities and on an agriculture sector that is 

mostly non-commercial apart from a very limited number 

of crops. This lack of diversified cropping was exposed 
after Cyclone Winston when all crops were damaged and 

farmers had few alternative income sources to fall back on.

Within this landscape lie pockets of potential. Growth can 

be brought about by aligning the agriculture sector with 

new products and services, getting more investment into 

the country in general and, specifically, via increased and 
more inclusive tourism, and by making exports profitable 
again across more products and into diversified markets. 

To bring about this growth and diversification, agricultural 
exporters need to work closely with farmers and inform 

them of their market requirements, and farmers need 

to be able to supply this demand. Exporters must 

expand beyond their traditional trader-like relationships 

to invest more in backward linkages to farmers. For 

export processing to function, the private sector needs 

to be better organised to push for improvements to the 

business enabling environment.

The tourism sector needs, not only to encourage more 

tourists to visit Fiji, but to encourage them to visit non-

traditional hotspots and spend more money locally. For 

this to happen more quality tourist products and services 

are needed with better information and marketing. 

To bring about a greater number and variety of job 

opportunities in the growing urban services sector, 

there is scope to facilitate growth and diversification in 
the export sector. This can be done through providing 

business advisory services for new businesses entering 

exports, or through introducing innovations such as 

industrial engineering to improve the operations of export 

businesses. 

Across all of these new sectors, entrepreneurial spirit is 

low and institutional support is weak and compounded 

by unhelpful barriers to entry. First generation businesses 

lack financial backing and capacity and, even where they 
have capital, there is an inability to invest strategically. In 

all spheres, growth can be made more resilient against 

major environmental and other shocks (like Cyclone 

Winston) if these conditions are factored into planning 

with critical support services. 

In Fiji, MDF is working to strengthen and improve the 

performance of the key sectors of Horticulture, Export 

Processing and Tourism. Our engagement in each sector is 

presented in detail below.



20 |     Annual Aggregation of Results 2015 21Annual Aggregation of Results 2015     |

Tourism in Fiji usually conjures images of white sand 

beaches, snorkeling and diving, but trekking through Fiji’s 

wild and tropical interior is gaining recognition as a ‘must 

do’ activity when holidaying in the group of Pacific Islands.

Talanoa Treks is the only dedicated hiking tour company 

in Fiji – offering guided single or multi-day walks through 
Viti Levu’s rural areas and working in partnership with 

local communities. I picked up the best “Visitor Attraction 

and activity” award in Fiji’s prestigious Tourism Excellence 
Award in February 2016. 

“This trip has been a highlight of my time in Fiji – the 

three-day adventure was a fantastic and authentic 

introduction to Fijian village life as well as to the stunning 

highlands vistas.” Said Jane, a visitor from New Zealand 
in a Trip Advisor Review. “A Fiji many tourists never get to 

experience. Time spent in the villages was a privilege and 

the hospitality and village food legendary!”

Tourism

Escape the beach and go 
trekking in Fiji

Talanoa Treks takes out top 

tourism award

Talanoa Treks began its operations in 2013 and currently 

works with four communities – supporting them by 

arranging quality guides, accommodation and food 

and helps communities connect to the market through 

marketing, managing bookings, trip management, logistics 

and quality control.

“Time has brought a positive change to my village,” said 
Vesi, the head of Nubutautau Village. “People from all 
walks of life, love to visit my village and I am grateful to 

the overseas tourists who have been enjoying visits to the 

village.”

“Before we didn’t have any proper water supply, with the 

funds collected from the tours, now the village has access 

to tap water,” he said.

MDF partnered with Talanoa Treks to improve its 

marketing and promotional tools, hire a community 

business development officer to train communities, 
improve the capacity of local guides and upgrade facilities 

within communities to host tourists. MDF also supported 

Talanoa Treks in hiring a tourism specialist to assist better 

marketing of its products for international and local 

tourists.

“The opportunity to meet and spend time with people in 

different villages was a privilege,” said Aaron from Sweden 
on Trip Advisor. “I don’t know if the Nubutautau church-
goers enjoyed our singing performance as much as we 

enjoyed staying with them!”
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Tourism

We want to see a growing tourism sector with an increased 

impact on local economic development across the country

8 active partnerships with 

government, community-based 

tourism operators, and suppliers of 

locally branded beauty, confectionary 

and craft products.

8 business innovations including 

the introduction of new production 

technology for Fiji’s only coffee 
processor, Bula Coffee.

Increased sales of ‘Fiji Made’ products and services 

Fijian-based goods and service providers develop, improve and promote their offers to increase local spending 
by tourists.

5 business innovations including 

the introduction of new low-cost 

hydroponic farming methods to 

supply coral lettuce to the hotels.

5 active partnerships with 

suppliers of local horticulture, 

aquaculture, fisheries and processed 
fruit to the hotel industry.

Improved Fijian agri-business links to hotels

Vendors, suppliers and processors improve and increase their local sourcing of agriculture produce for the hotel and 

resort market.

More tourists visit Fiji and new areas within Fiji

Mainstream tourism providers develop and promote tourist visits to less visited sites and destinations in Fiji.

7 business innovations including 

the establishment of Fiji’s first tourism 
DMOs in Rakiraki and Kadavu.

7 active partnerships with 2 DMOs, 

local tourism activity providers, 

inbound tour operator, cruise ship 

company, on-line booking portal and 

travel magazine.
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754,835
tourist arrivals in 

2015
reaching highest arrivals on 

record

Women	engaged 
throughout the sector in 
hotels, tourism activity 
providers and as agri-

business suppliers

40,000 people 
employed 

in the sector

Why we work here

Fiji’s Tourism sector directly contributes to around 14% 

of GDP and employs over 40,000 people. While tourism 

growth has been strong, reaching record visitor arrivals of 

754,835 in 2015, most of the economic benefits are only 
being realised in small tourism “hot spots” in Denarau 
and Coral Coast which are located on the main island of 

Viti Levu. These hotspots specifically cater to the majority 
of tourists that holiday in Fiji. There tourists tend to 

be Australian and New Zealand “family travellers” who 
purchase all-inclusive tour packages and stay at large 

international hotels. Given the value, convenience and 

familiarity of the hotels in these areas by family tourists, it 

is highly unlikely that this tourist segment would choose to 

venture outside of these destinations.

Fiji’s other tourist destinations are scattered across 

other parts of Viti Levu, Vanua Levu, Taveuni, Yasawas, 

Mamanuca, Levuka and Kadavu. The growth of these 

destinations has been limited by long or expensive 

domestic travel connections, and a lack of promotion and 

effective marketing by international travel agents, in-
bound tour operators, Tourism Fiji (a government agency) 

and the hoteliers themselves.

Fijian businesses have been unable to take full advantage 

of the lucrative tourism market in Fiji, as they have been 

unable to reach the high quality standards and consistency 

of supply demanded by the industry. As a result, there are 

only a few authentic Fijian brands or products that have 

been able to break into the major tourism retail outlets 

and hotel shops. These same challenges around quality 

and consistency are also faced by local agri-businesses in 

trying to supply produce to hotels. These challenges are 

compounded by suppliers often having to provide 30-60 

days credit to secure hotel orders.

MDF is focused on increasing overall tourist numbers to 

Fiji from growing markets such as China, whose affluent 
tourists are also prepared to travel within Fiji to see more 

of Fiji’s natural and cultural attractions. MDF is supporting 

the establishment of DMOs, starting in Rakiraki and 

Kadavu to demonstrate to other emerging tourism areas 

in Fiji how to become better organised and coordinated in 

promoting their respective destinations through avenues 

such as on-line and mainstream media. More technical and 

business development support will be provided to local 

tourism brands and businesses to refine their business 

Our strategy
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models to secure more of the tourism dollar. In addition, 

MDF will look to work with a select group of hotels 

on revamping their menus to establish commercially 

sustainable local sourcing options.

MDF will also investigate opportunities to support the 

growth of niche tourist market segments, including 

honeymoon, dive, surfing, adventure, backpacking, 
cruise-ship and yachting categories that are outside the 

traditional tourist areas in the country.

For a more detailed look, find our strategy for this 
pathway at: http://marketdevelopmentfacility.org/content/

Based on its current partnerships alone, MDF’s work in tourism 

will result in over USD 1.95 million in additional income 

benefiting 1,410 men and women, including 100 FTE jobs

Sector Pathway

• Balanced tourism portfolio covering all major 

islands and regions in the country

• Emergence and growth of niche tourism segments

• Decreased cost and increased incidence of 

domestic tourist travel within Fiji

• Increase spending on local tourism products and 

activities 

• More local cuisine on hotel menus and improved 

local sourcing

Our Vision

• Tourism industry focused in Western Viti Levu

• Majority of tourism marketing on family budget 

holiday packages 

• Expensive domestic tourism travel

• Limited options and spending on ’Fiji Made’ 

tourism products

• Hoteliers import the majority of agriculture and 

food products for their menus

Where Fiji was
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publication/In the tourism sector, MDF has continued 

investments in partnerships that increase the number 

of tourists visiting new areas in Fiji, stimulating greater 

spending by tourists on local products, and integrating a 

greater proportion of locally sourced goods and services in 

the sector.

To broaden the economic impact of tourism in Fiji, MDF 

has been actively looking at partnerships to promote and 

encourage more tourists to travel to Fiji, particularly to new 

tourism locations outside of the traditional destinations in 

Nadi and the Coral Coast. As part of this effort, MDF has 
been working with 27 tourism businesses in Rakiraki and 

Kadavu to set up dedicated DMOs, a first of its kind for Fiji, 
in each of the respective locations. MDF has also partnered 

with one of the largest local in-bound tour operators, Tour 

Managers	Fiji	to position and promote accommodation 

packages to Vanua Levu for the potentially massive 

Chinese tourism market. Under the first partnership with a 
government agency, MDF will work with the Fiji	Museum 

to review the operations, setup and marketing of the 

museum to make it more appealing to the tourist market 

in Suva, particularly in light of the increasing frequency of 

cruise ship arrivals into Suva. 

MDF is looking to further consolidate and drive tourism 

growth in these new areas and will aim to partner with 

the Grow	Pacific	initiative1. Through this collaboration, 

MDF will assist DMOs and associated tourism operators 

to develop targeted digital strategies to build an effective 
online presence and booking portal for these new areas. It 

has been pleasing to note that other local tour operators 

have taken the initiative to pilot tour packages to new 

destinations e.g. Captain Cook Cruises are trialling a 

cultural cruise from Nadi to Vanua Levu which is expected 

to bring in up to 200 visitors per trip. Such signs of 

diversification of existing tourism providers into new areas 
are evidence supporting MDF’s strategy in this sector. 

International consultancy firm, First Retail Group in its 
2015 survey of tourism in the Pacific noted that “tourists 
are increasingly interested in the back-story of the 

products and retailers need to be able to demonstrate 

this clearly.” This reaffirms the work of MDF to support 
more authentic Fijian branded products and services for 

the tourism market as a way to boost tourism spending on 

local products. 

This work has not been easy as it involves working 

with rural communities and local resource owners to 

create sustainable sourcing and business models where 

inconsistency in supply volumes and quality has been 

widely problematic. MDF has built up a strong portfolio 

of community-based tourism operators including the 

Tifajek	mud	pools in Nadi, Walks & Trails in the Namosi 

Highlands, Bula	Coffee	in Sigatoka and Rise	Beyond	the	
Reef who are sourcing handicrafts from rural villages in 

Ba. MDF will use the learning from these partnerships 

to deepen understanding of effective community-based 
business and ensure that their back-stories are better 

understood and promoted by tourism operators in Fiji. 

While the tourism sector provides a potential market 

for many local products in Fiji, in order for companies to 

break into this lucrative market they need to meet high 

standards of quality and consistency of supply, as well 

as packaging and branding. MDF continues to work with 

partners such as Essence of Fiji for beauty products, 

Southern Solutions for fresh seafood and Western 

Dairy for fresh juice into the hotel industry. MDF has 

also supported a recent initiative to work with prominent 

hotels, including Grand	Pacific	Hotel, Novotel Hotel 

and four other boutique hotels around Fiji to upgrade 

their menus to include more local cuisine and increase 

sourcing of local food. Going forward, MDF will continue 

its engagement with these hotels and assess the uptake of 

local food products into their restaurant menus.

1 See http://www.growpacific.com/ for more information on the Grow Pacific Initiative.

The picture in 2015
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

Essence of Fiji
MDF is supporting Essence of Fiji to improve its production capacity and the quality of 

locally sourced raw materials for its beauty products. All activities are completed.

Coconut	Kids

MDF is supporting Coconut Kids achieve sustainable growth and investment through 

increased production capacity, better quality control and an improved financial system. 
Coconut Kids sales have increased over the years due to their increased production 

capacity. The business has also hired a Quality Control Officer and an Accounts Clerk to 
support the business growth. 

Namana Arts

MDF assisted Namana in the formulation of a strategic plan, training of input suppliers 

and increased market presence (website, posters, online catalogue). The general 

progress of the intervention has been slow; the strategic plan and marketing materials 

has now been completed. MDF is now in the process of closing the intervention.

Tifajek	Mud	Pools
MDF has assisted Tifajek with upgrading its community-based tourism business. Support 

has been provided for facility upgrades and staff capacity building. The intervention has 
experienced delays due to the expansion of their mud pools and hot spring.

Adi	Chocolates	No.	2
MDF is supporting Adi Chocolates to strengthen the supply chain with local cocoa 

farmers. Support has also been provided for brand marketing, and building business 

management and financial capacity.

Fiji	Museum	
MDF is assisting the Fiji Museum to improve its operations, image and services through 

a detailed report conducted by a Museum Development Consultant. The consultant will 

carry out the study in the first quarter of 2016.

Rise	Beyond	the	Reef	

MDF will be helping Rise Beyond the Reef to run in a more commercially sustainable 

manner and ensure a consistent supply of quality handicrafts from the rural communities 

they source from. MDF will support the development of new innovative creative products 

for the tourist market. The partnership with MDF should be signed in early 2016.

Bula	Coffee	
MDF will be assisting Bula Coffee with modernising its processing facilities, strengthening 
its supply chain through mechanising and training, and improving brand and product 

visibility. The partnership with MDF will be signed in early 2016.

Southern Solutions

MDF is assisting Southern Solutions to strengthen its supply chain with local fisherman 
and fishing communities. For this, MDF has supported Southern Solutions to procure 
equipment needed to increase its storage capacity. Support is also being provided to 

improve the business skills of staff. The intervention has increased sales, client numbers 
and sourcing from communities.

The Crab Company of Fiji 

MDF is assisting the Crab Company of Fiji to develop an integrated process for the 

environmentally sustainable production of local crabs for the tourism industry and 

export markets. The process includes hatching, nursing and outgrowing facilities. All key 

activities have been completed with the exception of the purchase of salt water pumps 

which will be finalised in the first quarter of 2016.

Who we’re working with



27Annual Aggregation of Results 2015     |

PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

Farmboy 

MDF is supporting Farmboy to establish an industrial HACCP-ready kitchen for the 

processing of horticultural produce for hotels and resorts. This intervention has been 

delayed as Farmboy has been unable to secure a building permit and complete a 

required environmental impact assessment.

Tripeaks

MDF worked with Tripeak Farms to upgrade its production capacity for new varieties of 

Coral lettuce. The intervention involved the pilot testing of a low-cost hydroponic out-

grower model with villages and individual farmers. All activities are now complete.

Western Dairy 

MDF is assisting Western Dairy to diversify its product portfolio and use local fruit for its 

tropical flavoured juice, targeting the hotel industry. Western Dairy has procured two 
processing machines, which are fully operational. They are in the process of trialing the 

juice product which is expected to be launched in mid-2016. 

Mai	Life	Travel

MDF is supporting Mai Life Travel to up-skill local writers and photographers so they are 

better able to promote new tourism destinations in Fiji through their media products, 

including print and on-line. Mai Life Travel has filmed two instalments of a four part TV 
series and is now in the process of editing these and filming others. A travel app is also in 
development.  

Walks & Trails 

MDF is supporting Walks and Trails (Talanoa Treks) to create awareness to reach and 

cater for the growing and niche international walking market and to work with local 

community activity sites to raise standards of service. MDF supported Walks and Trails  

with market research, website development, first aid training and a community facilities 
upgrade.

Pacific	Bed-bank	

MDF is assistingPacific Bed-bank in developing an integrated system which allows for 
instant online reservations and marketing of hotel/resorts, tours and excursions. A 

Marketing Executive Officer has been hired, and programming and online developments 
are in progress.

Tour	Managers	Fiji	

MDF is assisting Tour Managers Fiji to promote Vanua Levu as a key tourist destination 

for the Chinese market. In December 2015, MDF supported TMF “Top 10” Chinese travel 
agents to travel to Vanua Levu on a familiarisation tour. MDF is waiting for report on the 

tour to be submitted in early 2016. 

South Sea Cruises 

MDF is supporting South Sea Cruises with the engagement of a consultant to conduct a 

feasibility study on the cruise ship market and its potential to offer day-cruises in Suva. 
The study should be completed by February 2016.

Tourism Suncoast 

MDF is supporting the recently established DMO for Rakiraki, Tourism Suncoast, with its 

marketing efforts, including website development; and providing secretarial support to 
strengthen the overall performance and functions of the association.

Tourism	Kadavu
MDF is supporting new DMO, Tourism Kadavu, with its marketing, including website 

development; and providing secretarial support to strengthen the overall performance 

and functions of the association.
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MDF in Tourism

How it works

Diversifying the 
Fiji tourism sector 

MDF is working with the tourism 
industry in Fiji to expand tourism 
possibilities for visitors, and 
strengthen local economies

Before MDF

MDF identified that in addition to the strong package tour 
segment, a strong opportunity existed to market to more 

adventurous tourists, allowing income to flow to outer 
areas. Here’s how it works:

Fiji tourism sector is 
growing well but tourism 

is mostly centralised 
‘package’ tours

Due to this type of
tourist’s preferences, 

these package tours rely 
heavily on imported goods

Tourism in outer areas
is growing more slowly

After MDF

Strengthened 
tourism organisations 

in outer areas

Outer areas now better marketed,
allowing more adventurous

tourists better access

Smaller hotels in outlying 
areas can now be booked 

via Internet

Worked with transport 
operators to connections 

to outer areas

Hotels have much
better access to quality 

local produce & more
 authentic souvenirs

Community-based
tourism options
increase interest

in outer areas 

LOCAL INCOMES LOCAL INCOMES

TOURIST EXPERIENCETOURIST EXPERIENCE

LOCAL OPERATOR CAPACITY LOCAL OPERATOR VISIBILITY

LOCAL INCOME

TOURIST ACCESS TOURIST ACCESS



29Annual Aggregation of Results 2015     |

Diversifying the Fiji tourism sector

To get the most out of a tourist travelling to Fiji, we 

need to attract a tourist that can spend more time 

and money in-country and across a wider range of 

locations across Fiji rather than the traditional tourist 

destinations of Denarau and the Coral Coast. 

1. To do this a wider range of Fiji tourism 

destinations need to be brought under the 

umbrella of Fiji tourism.

2. It means attracting the right kind of tourist – not 

only families that want packages from large 

international hotels (which import a lot of their 

products) – but backpackers or tourists from 

new markets like China who are interested in 

travelling further and trying new things. 

3. And then we need to let them know where 

hotels outside of the major family package areas 

can be found and entice them with an attractive 

offer to make a booking.

4. The hotels they stay in must be of an acceptable 

standard and offer good quality locally produced 
food, making the most of local ingredients. Staff 
must be trained to offer good services.

5. When they go out, there needs to be an exciting 

range of activities available in the community 

that make the most of Fiji’s diverse culture and 

terrain and provide unique experiences that 

visitors will remember as being distinctly Fijian.

6. Rather than buying imported souvenirs, we want 

to give these tourists the opportunity to buy art, 

gifts and others products that are uniquely Fijian 

and locally produced. 

The tourism market is growing well – but mainly 

in the package tourism market. MDF is working to 

get more alternative tourists into the country and 

strengthen tourism associations in areas such as 

Suncoast and Kadavu to support tourism providers 

outside of the main hotel belt to market themselves 

professionally and attractively. Media coverage of 

these areas is now more developed through MDF 

partner, Mai Life Travel. Our tourists can now book 

hotels that previously weren’t searchable online 

via local online bookings provider, Pacific Bedbank. 
To get better connections into outer areas for 

arriving tourists, we’re working with South Sea 

Cruises to expand Fiji’s cruise corridor. And we’re 

working on getting more high grade local produce 

– appropriately packaged fish (Southern Solutions), 
local crabs (Crab Company Fiji), fruits and vegetables 

(Farmboy and Tripeaks farms), fruit juices (Western 

Dairy) – into hotels. There are now more community-

based tourism models for visitors including trekking 

and village tours to the interior of the island (through 

award-winning Talanoa Treks) and to community 

mud pools (Tifajek Mud Pool and Hot Springs). They 

can now buy high quality, locally produced, well 

branded and suitably priced artisanal chocolate 

(Adi Chocolates), beauty products (Essence of Fiji), 

children’s toys and clothes (Coconut Kids), jewelry 

and crafts (Rise Beyond the Reef).

To get tourists to spend more locally in new areas we need to attract a new 

type of tourist and, from the start, influence their perception of Fiji tourism 
– from hotel and transport bookings, to how food, activities and products 

are marketed and prepared, and to how they use their leisure time.
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There needs to be a better understanding of the 

different tourism segments and the areas they 
frequent in Fiji, especially those outside of the 

traditional destinations such as Denarau. Growing 

tourism in Fiji is not only about moving tourists from 

Denarau to other areas but increasing numbers from 

the other tourist segments (divers, surfers, yachties 

and wealthy Chinese) that are already travelling to 

these lesser known tourism areas. It is important for 

Lessons	from	working	in	the	Tourism	sector	in	MDF	Fiji	in	2015

Through its experiences with working with a broad range of different players, MDF has picked up some critical lessons as 
a market development facilitator this year. 

Recognising and marketing to different tourism segments is key to harnessing sector growth 

Engaging communities as suppliers needs a more critical look

the hoteliers and activity providers in these areas 

to be able to collectively market their destinations 

and effectively reach their target markets. Digital 
marketing strategies will become a key tool for DMOs 

and local tourism associations to grow their on-line 

bookings and to raise the profile of their destination 
in national tourism marketing campaigns by Tourism 

Fiji and Fiji Airways.

Understanding the financial (and other) needs 
of communities is critical if companies wish to 

build sustainable sourcing models from rural 

and remote villages. Companies also need to 

have an appreciation of how these communities 

value their time, faith and traditional livelihoods 

before trying to introduce anything new. With this 

in mind, businesses or market actors can then 

design appropriate sourcing models that support 

a sustainable commercial relationship with these 

communities. 

Market Intelligence
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Striking a balance between innovation and scale in the tourism portfolio 

Focus on strategic networking and alignment with Government 

Our initial partnerships in tourism needed to focus 

on increasing the basket of novel products and 

services available in the market. This necessitated 

working with a range of small businesses and 

operators, who required a significant amount of 
technical support. Now that a sufficient mass of 

these products and services is in place, MDF’s focus 

is shifting towards attracting the right buyers who 

will purchase them. This will mean striking a balance 

between how much time and effort is invested in 
these complementary spheres. 

Tourism Fiji and the Ministry of Industry, Trade and 

Tourism (MITT) are highly prominent and influential 
in the tourism sector. They are well regarded by 

tourists, who see them as the most credible source 

of information, and they hold strong brands such 

as ‘Made in Fiji’. Given their key position, if MDF is 

to be effective in the sector it will need to build a 
strong network and relationships with senior officials 

in both of these organisations. It is important that 

they understand the way MDF works and how it 

can add value to existing government policies and 

initiatives. Future MDF events and launches will need 

to be developed in close consultation and with the 

endorsement of all key government agencies and 

Ministers.
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Sugarcane growers gathered in Fiji to attend a field day organised 
by the Fiji Sugar Corporation (FCS) and a sugarcane grower, Shahin 

Yashmin Khan in the area of Nadroga, to witness the benefits of 
applying aglime to acidic sugarcane farm soils.

Aglime (or agricultural lime) is a natural product for the treatment of 

acidic soils, produced in Fiji for the first time by Standard Concrete 
Industries Limited (SCI).

SCI launched aglime in Fiji in mid-2013 and its use has steadily 

increased. SCI has also entered into a special arrangement with FSC 

to provide Aglime to sugarcane growers on credit. Large numbers of 

sugarcane farmers can now access aglime and SCI are aggressively 

promoting farmer education and awareness about soil acidity and 

aglime, through its Field Promoters.

Five Field Promoters are based throughout Fiji, and visit farmers on 

a daily basis, educating them on the benefits of improving their soil 
pH levels and testing their soils to advise on the correct application of 

aglime.

A large proportion of Fiji’s agricultural soils are acidic and the yields of 

crops planted on these soils are less than optimal. 

Shahin Khan, a farmer and advocate for aglime has seen the benefits 
of its application and improving her soil’s pH first hand. During the 
last planting season she applied aglime to around 2.2 acres of her 

sugarcane crop and is expecting much higher yields from her crops.

“I saw that the cane itself had thickened, looked tall and fresh, and 

there was also better germination with the cane growing where I 

had applied Aglime. I have seen the difference and I insist that other 
farmers use Aglime,” she said, at the training field day held at her 
property.

“Aglime will present additional costs for farmers, but farmers also need 

to be informed of the benefits they will get from addressing their soil 
acidity, in terms of dollars and cents,” said Samuela Railoa from the Fiji 
Sugar Corporation.

“Mrs. Khan purchased the Aglime at $16 per bag and applied 15 bags 

on her land, and is expecting an additional 34 tonnes from this small 

additional cost,” he said.

Aglime is a versitle product and can also be used for any type of crops, 

including vegetables, dalo, ginger, and can even be used in chicken 

feed. “In certain farms in Taveuni, after addressing their soil acidity 

using Aglime, dalo sizes have almost doubled, said Sai Tokalau, from 

SCI.

MDF’s second phase partnership with SCI focused on increasing farmer 

awareness and education on soil acidity, and the need for the proper 

application of aglime. 

Aglime addresses soil acidity and 
increases yields for farmers in Fiji

Horticulture
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Horticulture

We want to see exporters offering better quality produce 

sourced from well-organised supply chains of farmers who 

have timely access to quality inputs, information and services

7 active partnerships with two 

input companies (Standard Concrete 

Industries, Devesh and Bharos Farm), 

two distributors (KK’s Hardware, 

Labasa Farm Depot), and two logistics 

and service providers (Courier 

Documents & Parcel Services, CJ 

Singh Group), and one information 

dissemination agent (Carving Dreams 

Entertainment).

Improving sourcing through an organised supply chain

Exporters, with greater internal capacity and more optimal sourcing practices, work more closely with farmers providing 

access to inputs and/or extension services to ensure supplies of agro-produce that meet quality, quantity and timeliness 

standards.

12 business innovations 

introduced. Exporters are now 

investing in being more compliant 

which gives them access to new 

markets. New sourcing models 

have been introduced taking into 

account provision of cultivation 

information and regular updates 

of market demand. Exporters now 

have stronger internal organisational 

capacity to source optimally.

5 active partnerships with two 

exporters (Ben’s Trading, Maqere 

Exports) and three processors (South 

Pacific Elixirs, Fijika Natural Products, 
Herbex).

Farmers have timely access to quality inputs, information and services 

Agro input providers expand their reach and/or diversify their product base to better serve the interests of small farmers 

in Fiji in a commercial manner. 

22 business innovations 

introduced. New types of 

agricultural inputs have been 

introduced in the market. 

Agricultural input providers and 

distributors (of seeds, fertilisers 

and agricultural lime) are now 

investing in expanding their reach 

to a broader customer base and 

embedding usage information 

during delivery of inputs.
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65,000 - 68,000 
farming households depend 

on agriculture. Only 1/3 

of them are commercially 

oriented

Women	engaged 
in various roles ranging from 

farm labourers, to process 

workers, to supervisors

76,000 people 
employed

in the sector in a range 

of roles, from seasonal to 

casual to permanent

Why we work here

Fijian produce is in demand from Pacific and Fijian 
communities in Australia, New Zealand, USA and Canada 
– and there is interest from even bigger markets such as 

China. While exporters could potentially offer farmers a 
commercial avenue through which to sell their produce, 

issues surrounding exporters’ business management, 

the operating environment, and prevailing farm practices 

means exporters struggle to fulfil orders. At the same 
time, farmers lack access to information they need on 

cultivation practices, with government extension services 

under-resourced and under-staffed. Farmers also lack 
access to inputs, with only a handful of input providers in 

the market. 

The sector needs to evolve so that exporters are – as a 

regular practice – working more closely with farmers and 

providing (access to) inputs and/or extension services to 

ensure that the agro produce supplied is of the required 

quality and quantity and is received in a timely manner. 

To enable farmers to grow the produce they need to sell 

to exporters, agro input providers must expand their 

reach and/or diversify their product base to better serve 

the interests of small farmers in Fiji. For this to happen, 

exporters and input providers themselves need more 

support from specialist support service providers e.g. 

distribution channels that service fast moving consumer 

goods need to be expanded into agriculture to ensure 

input providers are able to get their product to the market 

at the right quantities to match demand at the right time. 

Farmers also need to be informed of demand needs by 

their buyers (e.g. exporters) who in turn need to work 

closely with sellers (e.g. input providers) so that they too 

can act as another means of ensuring relevant products 

(e.g. the right types of seeds) are supplied. In light of 

recent events following Cyclone Winston, there is a need 

to plan the supply chain in a way that ensures sufficient 
diversification and resilience to system shocks.

MDF works with exporters to improve the number of 

farmers reached, the volume of produce sourced, and 

the services and inputs provided through or synchronised 

with these backward linkages to demonstrate and 

institutionalise this way of working. A special focus is 

placed on working with larger exporters, primarily because 

most of them have weak institutional structures and 

processes which limit their growth and their sourcing from 

farmers, and thus leaves the livelihoods of thousands of 

individuals in a vulnerable position. 

Sharing success stories e.g. via the media, works well 

in small communities where ‘lead’ businesses are well 

respected and is a means to encourage others to improve 

Our strategy
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Based on its current partnerships alone, MDF’s work in horticulture 

will result in over USD 7.21 million in additional income benefiting 
23,770 men and women, including 749 FTE jobs

business practices. To improve logistics provisions, MDF 

will support the establishment of cost effective inter 
- island shipping. MDF is also supporting government 

consultation with the private sector relating to agro-

export, and is exploring ways to develop and strengthen 

mechanisms such as Business Membership Organisations 

and the media to raise issues faced by exporters.

For more details find our strategy for this pathway at: 
http://marketdevelopmentfacility.org/content/publication/

Horticulture Sector Pathway

• Exporters are better informed 

• Exporters are better supported to act on 

information 

• Exporters organise themselves to highlight their 

issues 

• Inter-island connectivity is improved

• Other logistics support providers are available 

(compliance, storage, testing, processing)

• Production is more quality conscious via better 

access to inputs and embedded information 

provision via public and private channels

• Producers have more options in terms of crop 

varieties and inputs

Our Vision for Fiji Horticulture 

• Exporters unclear about what to invest in

• Exporters operate stagnant business models

• No bodies/association to raise exporter issues 

• Inter-island connectivity is poor; people are unable 

to receive or supply goods, or unable to do so at 

the right time

• Production involves high wastage and is not 

quality conscious 

Fiji Horticulture in 2011
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Exporters are beginning to understand that effective 
export business models means more than buying and 

selling. They also need to be legally compliant, and they 

need to know whether they need quantity or quality or 

both and to tailor a solution to a specific problem rather 
than relying on generic advice from private extension 

officers. With MDF’s support, exporters Ben’s	Trading, 

Maqere	Exporters and Herbex have improved their 

sourcing practices and strengthened their business 

management and back operations, enabling them to be 

better informed and more systematic in their demand 

forecasting. They are able to source more from new 

production areas thus improving their sourcing control 

and have better control over their company finances – 
which in turn are factors that enable them to see where 

and when they should be investing. With MDF’s support, 

Ben’s Trading has invested in becoming HACCP compliant, 

enabling it to enter into a critical new supermarket 

contracts in Australia. South	Pacific	Elixirs has also 

invested in adding to its products e.g. with Taki Mai kava 

which it sells in premium US and German markets. 

Ben’s Trading’s success was acknowledged at the 2015 

Prime Minister’s Exporter of the Year Awards, where it 

picked up a Recognition Award and Standard Concrete 

Industries picked up the Manufacturing Exporter of the 

Year award. Devesh Nath, of Devesh and Bharos Farm 

was recognised as the Youngest Farmer of the Year award 

during the 2015 Western Division Agriculture Show. 

Meanwhile Labasa Farm Depot won the Best Business 

Practice award at the Fiji Development Bank’s Small to 

Medium Enterprise Awards for 2015.

Critical, high quality input products are now available in 

the market for farmers, such as seedlings appropriate 

to exporters needs via Devesh	and	Bharos	Farms, 

agricultural lime to counter Fiji’s high soil acidity problem 

(Aglime) from Standard	Concrete	Industries, and 

appropriate seeds from KK’s	Hardware. 

Developing these products and introducing them into 

the market has been a critical first series of steps. While 
effective and generating high interest, greater sales 
will only follow if distribution can be set up to bring 

The picture in 2015
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the product to the users, and at the right time. What is 

needed now is to ensure distribution mechanisms through 

fostering new, specialist agricultural distribution providers 

e.g. by encouraging experienced distributors, such as fast 

moving consumer goods, to diversify into this major gap 

in the agricultural market. These distributors can work to 

provide the bundle of different agricultural products made 
available. 

Other cross cutting services, such as those delivered 

by logistics providers, are critical to the growth of our 

partners – and they have expressed interest in using them. 

MDF helped Courier	Document	and	Parcel	Services with 

a feasibility study of the potential for a new inter-island 

barge service. As a result, the business now plans to invest 

in transportation of agricultural commodities. Within 

less connected areas, in particular in the MDF focus area 

of Vanua Levu, MDF has fostered connections between 

export partners such as Labasa Farm Fresh and MDF 

partner input distributors, such as Labasa Farm Depot, 

to ensure that farmers have the means to meet export 

demands. More broadly, commercial seed importer KK’s	
Hardware	is leveraging its extensive reach to push sales of 

agricultural inputs.

When taken together, strong organisational capacity, 

good interaction between players, improved products and 

services on offer, and with plans to improve the support 
services available to businesses, the stage is set for a 

strong and resilient market system. Sadly, the impact of 

Cyclone Winston, the second strongest cyclone event in 

recorded history, has set this process back significantly, 
with major export crops (including sugarcane) decimated. 

It also revealed a long-standing market failure around 

resilience of agriculture to natural shocks. Many of these 

setbacks will require new strategies to bring businesses 

back on track and be better equipped to react to shocks. 

MDF will look to support businesses through the disaster 

recovery stage, focusing specifically on mid-term 
agriculture recovery and rehabilitation and longer term 

resilience measures such as introducing comprehensive 

regional disaster management plans (working via the 

Ministry of Agriculture, private sector, and communities), 

or introducing products such as solar powered shipping 

containers which can act as portable seedling saving units 

or portable storage in remote areas. These new activity 

spheres will utilise some of MDF’s current partners or 

community institutions (i.e. provincial councils).   
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

Standard	Concrete	
Industries

The first locally produced agricultural lime for farmers in Fiji to help counteract high 
levels of soil acidity and increase production. Farmer uptake has been increasing, 

however, logistics and distribution are major impediments to further uptake, while 

more can also be done to increase awareness in certain areas. MDF plans to work with 

Standard Concrete Industries in these areas.

South	Pacific	Elixirs

Fiji’s first manufacturer and exporter of the flavoured kava-based relaxation drinks Taki 
Mai, South Pacific Elixirs has penetrated the US relaxation drink market and is making 
inroads into the powdered kava and kava capsule markets in the US and other markets. 

Emerging problems include sourcing on a wider scale as demand expands, and quality 

consistency.

Ben’s	Trading	Ltd

Fiji’s largest root crop exporter, Ben’s Trading, has gained access to several major 

overseas supermarket chains. It is facing problems meeting volume and quality 

requirements. MDF is working with Ben’s Trading to build its capacity in managing 

finances and cash flow, and inventory control. MDF is also working with Ben’s Trading 
on designing a cultivation information dissemination system through use a of a business 

development manager and sourcing agents.

Maqere	Exports	Ltd

Maqere Exports is the only exporter of horticultural products in the Ra-Tavua corridor. 

To make up their quality and quantity requirements in the face of a major drought, MDF 

contributed to the costs of a Technical Field Agent to improve sourcing from main areas, 

and with cold storage to ensure sourcing a wide range of export crops (root crops). 

Sourcing issues continue, particularly in meeting export quantity requirements given the 

continuing drought.

Devesh	and	Bharos	Farm

One of the largest commercial greenhouse nurseries in Fiji, Devesh and Bharos Farm 

is being assisted by MDF to produce new, in-demand and off-season varieties of 
horticultural seedlings all year round. The nursery is fully established and operational, 

and sales of seedlings is ongoing. Devesh and Bharos Farm recently secured a contract 

to produce large quantities of tree seedlings for reforestation from the Secretariat of the 

Pacific Community.

KK’s	Hardware

MDF has supported KK’s, a large hardware retail chain, to source, import and distribute a 

wide range of new commercial seed varieties that are suitable for year round production. 

KK’s Hardware has faced issues with biosecurity requirements and permits, however 

these issues are being resolved and the seeds will hit the market in the first quarter of 
2016.

Labasa Farm Depo

MDF supported this agro-input retailer in Vanua Levu to develop distribution networks 

with rural retailers, to enable a wider availability of agro-inputs (primarily seeds and 

fertilisers). There has been a less than expected uptake by farmers following completion 

of distribution and marketing activities, owing to the prolonged drought and lack of 

confirmed market intermediaries.  

Who we’re working with
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

Herbex	Ltd

Herbex Ltd is one of the few organically certified noni exporters in Fiji. MDF has 
supported it with logistics, enabling the company to source produce from wider locations, 

and with measures to reduce post-harvest loss through proper handling thereby 

increasing quality and payments for farmers. 

Courier	Documents	and	
Parcels	Services	Ltd

The largest locally-owned courier service, Courier Documents and Parcels Services 

intends to introduce an inter-island barge service, to complement its courier business. 

MDF has supported with a feasibility study, showing the commercial viability of this 

service, which will benefit farmers, tourism operators and other businesses in remote 
areas. Courier Documents and Parcels Services is now in the process of sourcing a 

suitable barge.

Carving Dreams 

Entertainment

Carving Dreams Entertainment is a local video production house. MDF planned to 

support its production of Fiji’s first agricultural television programme to provide 
information on cultivation techniques, agro input usage and market demand for high 

value crops. There have been significant delays in the commencement of production, and 
MDF is looking into expediting this process.

Charan Jeath Singh Group

One of the largest diversified businesses in Vanua Levu, Charan Jeath Singh Group 
was supported by MDF to introduce a mechanised sugarcane harvesting service in 

Vanua Levu to address labour shortages and reduce ‘standover’ (unharvested) cane 

volumes. Charan Jeath Singh Group was chosen as a partner because of the business’ 

ability to manage cash flow issues and production hiccups more efficiently than smaller 
enterprises. The machine will be imported in 2016 to commence operations. 

Fijika	Natural	Products

Fijika Natural Products is one of the major producers of virgin coconut oil in Vanua 

Levu. MDF will support it to increase production capacity and build relationships with 

importers and distributors in Australia and China through participation in trade shows 

and meetings. Partnership activities with Fijika Natural Products are yet to commence.
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MDF in Horticulture

How it works

Growing the horticulture and 
agro-export sector in Fiji

MDF is helping Fiji access lucrative 
markets in Australia and New Zealand for 
its abundant produce. Key changes to the 
papaya supply chain are one example 

Better internal organisation and demand forecasting systems 
allow exporters to better understand how many papayas will
be needed, and when

Better demand forecasting for exporters

Establishing better lines of communication between all parts of the 
sector allows the growers to better time input ordering, planting and 
harvesting to meet the forecast demand

Better communication between exporters, 
farmers and input providers

Fiji’s papaya quality needed improvement. MDF is working with 
providers of seeds & seedlings to provide higher quality inputs 
on time to farmers

Better agricultural inputs

Having the supply chain certified for food safety ensures
that the new high-quality product is able to be sold
in export markets

Food safety accreditation

MDF is working with logistics providers to create specialised 
transport & storage crates & packaging to increase transport 
efficiency and reduce transport-related wastage and delays

Better logistics

HOW MDF HELPS TO REFINE THE SECTOR
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To make it work, all players need to do their part and we help by 

getting them into better shape. We join the dots so they can work 

better with each other.

Let’s say we want to export papayas from Fiji to 

Australia. For this to happen we need to get a few 

things in place. We need to know who our buyers 

might be, what their needs are, namely, how much 

papaya they want, at what quality, at what time 

and at what price. Then we need to make sure our 

papaya complies with rules for their supply chains 

and with the customs processes at the border. 

Our buyers also need to know about us and our 

papayas so we need to market our company and our 

products by building a strong brand so that buyers 

want to buy from us.

In Fiji our papaya exporters could see the potential 

markets in Australia and the US, but they needed our 

help to build in-house book-keeping and demand 

forecasting systems that were organised and able 

to forecast supply and demand. They also needed 

help to get the farms on board and at the right time 

so that planting and harvests could be matched up. 

Our papaya quality needed improvement so we 

worked with input providers to get better seeds, 

supplied on time, from Labasa Farm Depot and KK’s 

Hardware, and better seedlings from Devesh and 

Bharos Farms Ltd. Exporters told farmers about the 

products our input providers could get to them, and 

input providers talked to our exporters to reinforce 

messages about supply needs to farmers. 

Some of the farmers were in hard to reach places, so 

we supported logistics providers to get the papayas 

from the farmers to the exporters. With all of this 

working smoothly, wastage and inefficiency was cut 
down and our exporters were able to offer a better 
price and regular and better export deals and to be 

able to buy from farmers.

Growing the Horticulture and agro-export sector in Fiji
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The role of extension services varies from crop to 

crop and the functions are perceived differently 
by the various value chain actors. For instance, 

exporters may need extension services to act as 

buying agents to increase sourcing volumes, while 

farmers see extension services as information 

providers. Farmers want support on market 

information and have been traditionally linked 

with the Ministry of Agriculture – therefore private 

Private extension needs to be re-cast

extension services as a whole may not be ideal 

solution for backward linkages. The definition needs 
to be broken down into different needs to fit reality. 
Exporters want to employ their own buying agents 

and do not want to invest in agronomists. A solution 

may lie in brokering three way partnerships between 

farmers, exporters and government extension agents 

that have been incentivised in the right manner. 

Explore partnerships with entities other than exporters

Working with exporters was one avenue to reach 

farmers, however there are other groups who have 

a reach into the farming sector, namely faith based 

groups. These associations have strong bonds with 

members, a lot of whom are farmers, and are often 

also buyers with their own export plans. 

Distribution requires specialists

Production and distribution are separate functions. 

In MDF’s experience, companies that already have a 

steep learning curve on the production side cannot 

be expected to refine their distribution strategies to 
ensure they reach as many customers as possible on 

top of this – it is usually too much for them to cope 

with. Distribution is best left to those whose core 

business is distribution. Agricultural input companies 

should focus on product design and development, 

leaving distribution to the experts.

Natural resource management are not by-words

Drought and other natural disasters make agriculture 

vulnerable and we needed to explore products and 

services that could help mitigate against their impact. 

Solutions involved identifying and introducing low 

cost innovations which help with managing limited 

water resources, declining soil fertility, reducing the 

use of harmful chemicals, and encouraging farmers 

to spread their risk by producing crops that can be 

harvested across different times in the year. This is 
particularly relevant given the propensity for cyclones 

in Small Island States as well as ongoing droughts.

Lessons	from	working	in	the	Horticulture	sector	in	MDF	Fiji	in	2015

Through its experience working with a range of players, MDF learned useful lessons as a market development facilitator 

in 2015. 

Market Intelligence
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Export

Processing
IT rolling out improvements in 
Fiji’s garment industry

Coming from a sugarcane farming background, Sanjeshni 

Singh always saw her parents struggle. This motivated 

her to study hard in school and get a tertiary qualification. 
“I was fortunate to get a scholarship that allowed me to 

complete a Diploma in Information Technology from a 

local university,” she said.

As a fresh IT graduate, she never dreamed she would join 

the garment industry. But after she got a job as a Pattern-

Designer at a local garment manufacturer and eight 

years at one of the bigger garment manufacturers in Fiji, 

Sanjeshni joined Hydra Sports in 2015. She is now applying 

her IT skills with the help of new specialised software in 

the industry.

Hydra Sports is a small Fiji-based manufacturer 

specialising in sportswear and teamwear. Hydra also has 

its own brand of sportswear, Pontoon Sports, which it 

exports to the Australian and UK markets.

The garment industry in Fiji is starting to grow again after 

a downturn in the early 2000s. With high competition 

from the larger manufacturers in Asia, Fiji has found niche 

opportunities to service short orders at quick turnarounds 

due to its close proximity to major markets in Australia and 

New Zealand. To be competitive, Fiji manufacturers have 
had to improve production efficiency, use more advanced 
technologies and shift focus to niche or high fashion 

garments.

MDF’s partnership with Hydra Sports is increasing 

production efficiency and better customer management 
through use of modern systems including Customer 

Relationship Management  and pattern design software.

Given the lack of skilled workers such as computerised 

pattern designers in Fiji, Sanjeshni was a rare find and 
was the only candidate interviewed by Hydra for the 

position. But her previous experience was on an older 

pattern designing software and she needed to familiarise 

herself with the more modern pattern-design software by 

watching online tutorials.

With the move from manual to computerised pattern-

making Hydra is producing new type of garments. 

Sanjeshni’s experience was crucial in guiding the Hydra 

workers on the new pattern-making system and reduce 

inaccuracies and reject rates.

“I have definitely improved my skills at Hydra by helping in 
all aspects of production unlike in my previous job where I 

was only working on one machine,” she said.

Her role now involves overseeing the fabrics department, 

pattern designing, cutting, bundling and in-line quality 

control.

“I am learning something new every day and it is more 

exciting to come to work,” said Sanjeshni. “I also earn more 
than my previous job.”

“Now that I have some free time from my kids and that I 
am earning more, I want to save money and go back to 

school.”

Sanjeshni hopes to extend her knowledge in using other 

modern pattern-making software and be able to train her 

colleagues.

“I also want to instil the idea in my kids and colleagues that 

if you are determined, and work towards your personal 

goals, anything is possible,” she said.

With Hydra’s production efficiency and customer 
management improved by 80%, Hydra is now working 

to improve its ‘Pontoon’ sportswear brand, as well as 

outsourced orders.

The partnership is increasing production efficiency in 
Hydra Sports and leading to higher turnover, which can 

translate into additional employment created at the 

factory. It is envisioned that other players in the market 

will adopt similar practices and increase operational 

efficiency in the export garment industry in Fiji.
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Export Processing

We want an increasingly internationally competitive and 

diversified urban economy that generates more jobs

Agencies are better engaged and respond to industry needs coherently

Sector-based associations, policy makers, media and support industries work together to address business enabling 

environment issues. With this, a more supportive environment will be created for women to participate in the workforce. 

1 business innovation comprising 

research to support a submission to 

the government for policy reform.

5 business innovations, including 

establishment of day care centres 

for mothers with babies and children 

as a way of retaining skilled labour 

in the Ready Made Garments (RMG) 

industry.

1 active partnership with an apex 

body promoting the interests of Fiji 

exporters.

6 active partnerships with garment 

manufacturers, food and seafood 

processors and a bank.

Businesses are better equipped to enhance exports 

Businesses seek efficiencies in operations, and use modern means to diversify their product base (using local materials 
where necessary). They improve quality and therefore can deepen and build new export markets.
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Sectoral 
Opportunities 

12-14% of GDP with good 

potential for future growth. 

An expanding and qualified 
working population. High 

competitive advantage for 

select export products 

Women	engaged 
predominantly as 

workers in garment 

manufacturing, Information, 

Communications and 

Technology (ICT) and 

agri-business

12,000 people 
employed

in the export processing 

sector and growing 

Why we work here

The industries that make up Fiji’s export sector contribute 

12-14% of Fiji’s GDP, employing around 12,000 people and 

directly involving approximately 100 companies. In certain 

segments, this is a highly female sector, particularly in 

garments and ICT which generate the bulk of all jobs of 

which more than 70% are held by women. 

Fiji needs to improve export processes to put it in a 

position to be able to diversify its offer and make the 
most of the high job generation that can come from this 

sector. In general, the private sector in this sphere needs 

to become more organised so it can lobby for the reforms 

to the business enabling environment that are needed 

to help them become more competitive. At the individual 

business level, businesses need to improve efficiencies and 
draw on international best practice to be able to enter and 

compete in new markets with new products. They need 

a better understanding of the niche they are operating 

in (e.g. why a call centre might work in this environment 

due to the time zone advantages with Australia) and they 

need to pay greater attention to supply chain efficiencies 
and consistency. This will require appropriately trained 

employees. 

Within the garment sector the ‘niche’ competitive 

advantage is that Fiji is able to supply short orders i.e. 

orders of around 100 pieces, and to a high quality for 

those requiring a quick turnaround time to markets like 

Australia and New Zealand. But to capture and keep 
those markets, which have an ever-changing consumer 

demography and volatility, continuous improvement 

of operations and efficiencies are required. To do this 
the sector needs to adopt modern systems, diversify its 

product portfolio, enhance staff capacity and increase 
market promotion. Skills shortages are an industry-wide 

issue. This is not only about recruiting skilled labour, but 

retaining it. Given the large female employee base in this 

sector, businesses are becoming aware of skills losses 

that are due to non-conducive work environments for 

women and the need to consider ways to make it easier 

for women to stay in work – such as supporting affordable 
childcare.

MDF is looking into facilitating export opportunities 

around seafood resources i.e. processed seafood/

aquaculture items that Fiji has yet to take advantage of, 

given the huge market opportunities in Asia. The first 
product to be considered is sea urchin, and may later 

include sea cucumber (bêche-de-mer). An emphasis will 

be placed on ensuring sustainable sourcing. To reach 

markets like Australia, New Zealand and the United States, 
accreditation and certification such as HACCP and USFDA 
is required. This may necessitate the development of 

central services for food testing and product development 

which will need to be explored. At the individual business 

level, more will need to be done to support the supply 

Our strategy
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chain practices of these companies particularly those of 

sourcing on time, and recognising and catering to supply 

demands. 

Another emerging export sector is ICT services. Fiji’s 

favourable time-zones allow for working relationships 

with clients in Australia and New Zealand, and with the 
United States where Fiji can service orders overnight for 

clients who then wake to processed orders. Fiji’s relatively 

good educational attainment levels, strong English skills 

and neutral accent, together with appropriate technology, 

could support large scale back office operations. Foreign 
investors to date have been hesitant to invest in ICT due to 

a low level of skills and an unfavourable political climate. 

The investment climate is changing and, with operating 

costs in competitor countries climbing, this sphere is 

starting to regain investor interest. Proving the case of 

a few enterprises may improve Fiji’s value proposition 

and highlight benefits in this sphere to other potential 
providers. MDF will be looking into this sector more closely 

in 2016.

For a more detailed look find our strategy for this pathway 
at: http://marketdevelopmentfacility.org/content/

publication/

Based on its current partnerships alone, MDF’s work in export 

processing will result in over USD 1.24 million in additional income 

benefiting 550 men and women, including 351 FTE jobs

Sector Pathway

• Associations are more knowledgeable and service-

driven and have constructive relationships with 

relevant authorities

• Government authorities shift from service 

provision to a regulatory and facilitative role

• Broadcast and print media play a constructive role 

in highlighting issues relating to the public and 

private sector

• Training markets function to meet industry needs

• Associations take up issues relating to creating 

a supportive environment for women in the 

workforce

• Investments in supply chains lead to consistency 

in supply and quality

• Companies reinvest in operations to grow, 

become more efficient, and create more jobs and 
product diversification

• Banks are more liberal and aggressive in targeting 

small businesses

• Enhanced scope for more indigenous Fijian-based 

businesses to enter and grow in the market

Our Vision

• Business Membership Organisations are not 

organised and the business enabling environment 

is affected by outdated, bureaucratic rules 

• Inadequate government resources impede export; 

they cause processing delays

• No in-depth reporting or inadequate reporting 

in broadcast media about the export processing 

sector

• Mismatch in skills provided by training institutions 

and industry requirements

• Private sector is constrained in its capacity to 

source, develop and promote its products

• Lack of backward linkages

• Inefficiencies due to a lack of investment in 
compliance and technology

• Risk-averse financial market that only lends on 
well secured collateral and to large companies

• Under representation of indigenous Fijian-owned 

businesses

• Poor connectivity across islands

Where we were
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MDF has been working with the Fiji Export Council (FEC), 

an association of exporters set up by the government 

to facilitate the Duty Suspension Scheme (DSS) which 

deals with the suspension of duties and taxes on imports 

of inputs used for manufacturing and processing for 

export. MDF had been working with FEC to explore 

ways to expand the scope of companies benefiting from 
the scheme (i.e. not just export-only companies, but 

also companies that did some exporting) by promoting 

evidence-based policy changes. A change in government 

policy however, saw the removal of all duties on raw 

materials and packaging materials imported for export 

purposes, and the DSS disestablished. It is thought that 

MDF and FEC discussions with government, as well as a 

policy paper developed by MDF with FEC during the 2016 

budget formulation on the expansion of the DSS, may have 

contributed to the removal of all duty. FEC, with support 

from MDF, was then instrumental in reducing significant 
costs for small exporters. This will lead to an easing of the 

costs of exporting and, in time, to growth in the sector and 

increased employment. 

FEC has a significant network and membership of over 
400 small to large exporters. MDF will continue to work 

with FEC to help position it to: provide business advisory 

services for small to medium size businesses; improve 

awareness of export processes, policies and systems; 

and improve intelligence around markets and increased 

market access.  

In the garment sector, MDF partnered with leading textile 

producer United	Apparel	to help it improve factory 

efficiency and product quality. As a leader in the textile, 

clothing and footwear association, United Apparel’s 

success will influence others to emulate its improved 
business practices. 

MDF is working with Mark	One	Apparel to provide a 

supportive environment for its female workers through 

the establishment of a day care service. The partner has 

also been instrumental in talking to other businesses 

to convince them of the benefits of conducive working 
environments for women on productivity – not only within 

the garment sector, but with call centres where women 

work in high numbers in back office operations. 

A partnership with Hydra	Sports	has looked at increasing 

production efficiency and better customer management 
through use of modern systems, namely, customer 

relationship management software and pattern design. 

Hydra Sports is now working on its own brand rather than 

on outsourced orders alone. In food processing, MDF is 

working with Wallson	Foods	on product diversification 
and local sourcing. Wallson Foods is testing a number of 

new products, narrowing in on one – chili sauce – which is 

being tested in the Pacific market and, if all goes well, large 
scale production will commence shortly. This has positive 

implications for local chili sourcing. 

In the seafood processing sector, a partnership with 

Sai	Yee	Foods is looking at exporting sea urchins and is 

testing the commercial viability of this new product. 

MDF efforts in the Export Processing sector are targeted 
at areas that will serve as a catalyst for future sector-wide 

growth.

The picture in 2015
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

Fiji Export Council

This partnership is about bringing about policy change through evidence-based reform 

recommendations. FEC submitted a proposal to government to reduce the 100% export 

threshold to 70% for export and 30% for domestic goods allowing other exporters to 

benefit from DSS. However, during the 2016 National Budget, the Government of Fiji 
announced the removal of DSS. Duty was reduced to 0% on imported raw materials, 

mainly for garment manufacturers. 

United	Apparel

This partnership is to allow United Apparel to improve factory efficiency as well as 
enter into a niche high-end suit market. In late 2015, United Apparel hired two technical 

experts, a work-time study officer, an expert on operational efficiency who started work 
in November 2015 and an expert on high-end suits lines who is expected to start work in 

2016.

Wallsons	Foods

This partnership looks at improving the partner’s capacity to develop new products with 

a focus on using locally sourced raw materials. To advance this work, a research and 

development officer was recruited and five new products were trialled. Ultimately, a chilli 
sauce, using locally grown chilli, was chosen by management as a potential new product 

option for the company. A decision as to whether the company should move ahead to 

commercial production is yet to be made and product trials are being carried out in the 

Pacific market. 

Sai	Yee	Foods	Ltd

This partnership seeks to assist the company to source, process and export sea urchins. 

Sea urchin export is new to Fiji and Sai Yee Foods has just completed product trials. The 

intervention will look to validate the commercial viability of this export product through 

a financial and economic analysis and then, if favourable, support the sourcing and 
processing functions. The study is expected to commence in early 2016.

Mark	One	Apparel

This partnership aims at enabling Mark One Apparel to retain its experienced workforce 

and enhance worker productivity. In particular, this looks at the set-up of a day care 

service within the premises. A demand survey was carried out in November and an 

architect will be engaged in early 2016. 

Hydra	Sports
This partnership is about improving operational efficiency through use of modern 
systems. Customer relationships management software was procured and installed. 

Digital printer software was also installed and workers trained in its use. 

Ernst	&	Young

This partnership aims to help other partners to improve their record keeping and 

compliance to accounting and tax rules. Ernst and Young has installed MYOB accounting 

software in each business and conducts periodic visits to check on progress and provide 

advisory services to help these partners manage their own finances. 

Who we’re working with
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MDF in Export Processing 

How it works

Helping the Fiji garment
industry stitch itself
back together

How do you reverse a decade-long 
decline in an industry? MDF and local 
manufacturers have worked together 
to identify new opportunities. 

MDF helps identify
niche opportunities 
MDF helps identify

niche opportunities 
MDF helps implement the changes needed to competeMDF helps implement the changes needed to compete

MDF helps to introduce new 
customer relations 
management software

Around 80% of the 
workforce are women. 

They are struggling to 
balance work and family 
pressures. MDF is helping 
to establish affordable day 
care facilities on-site

MDF helps to improve 
staff training methods

Quick turnaround,
made-to-measure 

garments

Improved customer 
relations

Improved quality 
& efficiency

Improved staff
retention & 
satisfaction

Uniforms & 
specialist sportswear

‘Short’ or small-
run orders
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To get Fiji’s garment sector back on track into the high quality, high 

turnaround niche markets that it fits into well competitively, and 
which are big enough for its growth needs – Fiji’s garment sector 

needs to get better, more efficient, more reactive to buyer’s needs, 
more skilled, and have an environment that is conducive to its female 

workforce so it can capture this specific market segment.

The international garment industry is famously 

competitive, led by countries like China, Vietnam and 

Bangladesh. Nevertheless, Fiji’s garment factories still 

occupy a niche in supplying quick turnaround made-

to-measure garments for short orders, supplying 

uniforms and specialist sportswear and high end 

suits to countries like Australia and New Zealand. 
Fiji previously was a major supplier of garments in 

the region, but due to political instability and the 

loss of preferential markets it lost its footing in 

recent years. To get back on track, it needs to be 

capable of catering to this market and become more 

efficient. To do that, it needs to put in place the right 
management processes and the right skillsets. Above 

all, it needs a policy environment that supports 

exporters. 

Fiji’s garment producers see the potential for new 

clients and even new markets, but they aren’t yet 

efficient enough to secure them. They need in-house 
management systems to be faster – so we’re working 

on their customer management software to improve 

customer interactions (at Hydra Sports) and improve 

floor efficiency (with United Apparel). We also want 
to see staff training improved so staff can contribute 
to greater quality and efficiency at United Apparel. 
Around 80% of this workforce is female and many of 

them mothers with primary childcare responsibilities. 

Some are struggling to balance work and child-care 

demands with no suitable or affordable day care 
facilities. So we’re building an in-house model with 

Mark One Apparel that works for both the business 

(in reducing absenteeism and skilled labour loss 

post-maternity leave) and for the mothers. We hope 

to see others in the garment sector following this 

lead and enjoying the same benefits. We’re already 
getting interest from businesses in the commercial 

day-care model that’s being built.

Helping the Fiji garment industry stitch itself back together
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When dealing with policy reform, understanding the 

mechanisms of how policy positions move up from 

consultation to policy makers, how the policy makers 

react to that, who makes the decisions, and how the 

decision trickles down to policy implementation is 

critical. Once we understand how these mechanisms 

work in a particular context, we also know what 

messages will stick and what won’t. We can then be 

Understand the policy mechanisms to understand the message delivery path

strategic about the message and how to formulate 

it (to target reform) in a way that is compatible with 

the mechanism. With the DSS example, although the 

DSS was removed, Value Added Tax (VAT)became 

applicable to all businesses. We are exploring how 

this policy change came into being as well as its likely 

impact on businesses.

 Align yourself with reform champions

Align yourself with those who have the influence 
and the incentive to work with you in bringing about 

reform. They can help in numerous ways – from 

navigating political waters, to acting as spokespeople 

– which is necessary in a consultative atmosphere. 

Finding these individuals requires background work 

which must be factored into the design.

Processing and production sectors offer great grounds for fostering WEE business cases

With large female workforces that are at risk due to 

competing domestic demands placed on women, 

businesses in these sectors have an incentive to 

build environments that are conducive to the needs 

of women as part of their core business. This can 

improve profitability e.g. the daycare with Mark One 
Apparel meant absenteeism of mothers declined 

and the model can be transferred, to or adopted by, 

businesses in other sectors (e.g. ICT). 

Lessons	from	working	in	the	Export	Processing	sector	in	MDF	Fiji	in	2015

MDF picked up some critical lessons as a market development facilitator this year. The export processing sector is still 

in its early stages, having started in June 2014 so lessons learned are derived from the few partnerships that have gone 

through, or are in advanced stages, of implementation.

Market Intelligence
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Women’s Economic 

Empowerment in Fiji

Restrictions to WEE in Fiji appear less obvious than in 

other countries that MDF operates in. Women are mobile 

and active in the economy, and women making financial 
contributions to the household is a norm. Women in Fiji 

own businesses, both small and large, and are active in 

some industry associations, such as tourism, and it is 

normal to see women trading in market spaces. While it is 

socially acceptable for women to engage in the economy, 

there are still significant structural and social barriers 
that prevent them from doing so – or from doing so 

effectively. Their work is often casual and irregular. Even 
when working full-time, juggling paid work with the care 

of children or other family members – which principally 

is the role of women in Fiji – is difficult in an environment 
where women have less extended family support than 

in previous generations and where childcare options are 

very limited. Business and farmer associations are most 

often male-dominated environments so, despite women’s 

active contribution to the sector, doors to key information 

exchange and service provision are quietly kept closed. 

While women keenly copy each other’s entrepreneurial 

activities, they often underestimate the skills, support and 

resources needed to run a sustainable business, things 

that men gain through their membership of business 

associations. 

MDF’s work in Fiji is not about getting more women into 

work – but rather about getting them into quality work 

– and ensuring they have the skills, information and 

support services to perform their roles effectively. With 
this in mind, MDF’s work on WEE in each of its sectors is 

explained below.

The focus of MDF’s Women’s Economic Empowerment 

work in the Fiji Tourism sector is on increasing 

women’s access to employment opportunities beyond 

casual and part time work, and improving women’s 

access to skills development and to markets where 

they can sell their products and services.

In the past year, MDF has been working with Internet 

bookings provider Pacific	Bed	Bank and island resort 

transfer provider South Sea Cruises to draw more tourists 

to outer areas where women are employed in tourism. 

Women in village communities are working with Walks 

and	Trails as tour guides and providing food for tourists 

on trekking tours.

More women have access to employment opportunities 

producing Fijian crafts, beauty products and providing 

tourist activities through the expansion of children’s 

clothing provider Coconut	Kids, mud pool and hot 

spring activity site Tifajek, spa provider and beauty 

products producer Essence of Fiji, and crafts producer 

Namana. More women can now be employed in 

improved production processes at specialist tourist 

markets, fruits and vegetable wholesaler Farmboy, in 

coffee production at specialist chocolate producer Adi	
Chocolates, and hydroponics production at Tripeaks 

Farms. They have more stable avenues to sell their oysters 

to seafood processor Southern Solutions, their fruit 

to Western Dairy and their crabs to Crab Company of 

Fiji. With women in lead roles as businesswomen and 

entrepreneurs in Coconut Kids, Adi Chocolates, Tifajek, 

Essence of Fiji, Namana, Farmboy, Crab Company of Fiji, 

Western Dairy and travel magazine Mai	Life, MDF has 

been able to support women with business advisory 

services to help grow or strengthen their business 

operations.
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In the Horticulture and Agro-Exports sector, MDF is 

helping women in their roles as producers and key 

farming household members to get the technology, 

inputs, skills, information, logistics and market access 

they need. 

MDF wants to see more women accessing skills 

training, improved technology, expanded support 

services, and jobs moving beyond casual work to enable 
them to grow their income earning potential in the  

Export Processing sector.

Through agricultural exporters Ben’s	Trading, Maqere	
Exports, Herbex, and virgin coconut oil producer 

Fijika female producers have better market access for 

their products and have more access to employment 

opportunities at their processing facilities. Agricultural 

lime producer Standard	Concrete	Industries, seedlings 

By helping the companies expand their businesses, there 

are now more – and more highly skilled – employment 

opportunities for women to work in garment production at 

apparel producers	United	Apparels, Hydra	Sportswear	

supplier Devesh	and	Bharos	Farms and agricultural 

input retailer shop Labasa Farm Depo provide farming 

households with better access to agricultural inputs 

and information on improved cropping and production 

practices.

and food processor Wallson’s	Food. Women will have 

access to day-care facilities for their children at apparel 

producer Mark	One	Apparel.   

Based on its current portfolio of partnerships alone, MDF in Fiji 
aims to benefit more than 13,400 women producers, farmers, 

entrepreneurs, labourers, workers, consumers and family members
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Women need both the skills and the confidence to 
engage in workplaces and markets. Training women 

is often about building this confidence and enabling 
them to recognise themselves as skilled workers 

and producers, to step into the market space, to 

understand their value and, eventually, to negotiate 

for better prices and wages. In Essence of Fiji, women 

Training for women offers more than just information and skills 

trained on virgin coconut oil production had prior 

knowledge of the production process, but it was 

the formal training that helped the women perceive 

themselves as producers and make the product 

available for sale. Similarly, in Tifajek, training women 

to internationally recognised standards gives them a 

marketable skill into the future. 

Workload demands need to be factored in at the outset of design  

Competing workloads can have an impact on 

women’s ability to participate in income generating 

activities. In Essence of Fiji women reported that, 

while lucrative, the collection of coconuts for virgin 

coconut oil production was just too time consuming, 

especially when combined with the amount of time 

required for manually scraping and preparing the 

coconuts. MDF will explore how to make the process 

more efficient. 

Workload issues are more complex than simply the 

number of hours it takes to complete a task – as 

tasks are not undertaken consecutively. Women 

often undertake tasks concurrently (multi-tasking) 

e.g. stitching while minding children and cooking. 

At other times, tasks may appear to ‘take time’ but 

actually involve short, periodic care (feeding livestock) 

that can also be fit around other tasks – so long 
as key factors, such as proximity of the different 
activities to each other, is considered. Proximity is 

particularly important in rural work for many women, 

with farm gate pick up allowing women to produce 

close to home.

Women’s contribution on farms is not just about labour, but about soft skills  

It is well known that many of women’s on-farm 

labour contributions go unrecognised. Even less 

recognised is the critical role women play in farming 

households as collectors of market information 

from sources such as their neighbours in areas 

such as prices, new farming practices, or managing 

money (payments and small budgets) in the 

household. In rural farming communities, women 

tend to work individually and/or in groups in craft-

making, post-harvest handling and as retailers in 

formal and informal enterprises, but have little 

or no representation in agricultural associations. 

Understanding women’s contributions is important 

in getting a picture of how the household makes 

decisions.

Women’s Economic Empowerment tips from Fiji

Salary payment mechanisms can affect women’s control over their income  

Factors such as whether a woman is paid in cash 

or by bank account, how often she is paid, whether 

she has access to savings and loans schemes, 

and whether she is in control of the money she 

and her household earn, all affect her economic 
empowerment. Partnership success is assessed 

in terms of the quality of control over the new 

income stream. MDF keeps this in mind in designing 

interventions and seeing whether additional support 

activities e.g. setting up bank accounts in women’s 

names, responsible debt management and business 

financial management tools might help improve the 
depth of impact.

Leverage off women leaders and their insights 

Women business owners understand and have a 

vested interest in the women working for them – and 

a wealth of experience to share e.g. Essence of Fiji. 

We can learn a lot from them in developing better 

models for the future.
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TIMOR-LESTE
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Currency

U.S. Dollar

Poverty 

37% 
(% of population under 
national poverty line)*

GDP

$1.5 billion

GDP Growth

6.7% (2014)

172 out of 189 (2014)

Ease of Doing Business Index Human Development Index

128 out of 187 (2014)

Major Industries

Oil and gas, agriculture

Quick

Facts

Language

Tetun, Portuguese 
(both official),

Bahasa Indonesia
(commonly used), 

English

Timor-Leste

Main Cities 

Dili (capital),
Baucau, Maliana

Population

1.2 Million
77% live in rural areas

Terrain
Mountainous interior, 

tropical climate 
with a hotter 

wet season and 
milder dry season.

1999
Gained Independence

Former Portuguese colony and 
occupied by Indonesia from 
1975-1999. First elections in 2002. 

Current President: Taur Matan Ruak 
Current Prime Minister: Dr Rui Maria de Araújo

TIMOR-LESTE

Pante
Makasar

Batugade

Likisia

Atauro

Manatuto
Baucau

Loes River
Laklo  River

Seical
River

Dili Lautem

Tutuala

Viqueque

Suai

Same

Maliana

MDF Sectors

Greenfield
Industries

(Tourism and

Manufacturing)

Agribusiness, 

Processing &

Rural 

Distribution

MDF’s focus in Timor-Leste

 ▪ Diversify sectors away from oil and gas and agriculture to others.

 ▪ Diversify sources of income through alternatives to agriculture.

 ▪ Improve the connectivity (e.g. markets, goods, services, and people) within and from 

outside Timor-Leste.

 ▪ Introduce value addition of local raw materials through greater processing.

* Based on a USD 1/day poverty line, 2011 Household Income and Expenditure Survey
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MDF INTERMEDIARY HEADLINE RESULTS ACHIEVED AS OF 31 AUGUST 2015 

TIMOR-LESTE

Intermediary headline results achieved as of 31 December 2015

Partnerships 14

Innovations 20

MDF investment (USD) 482,000

Private sector investment (USD) 1,399,000

Leverage ratio MDF investment to private 

sector investment (USD)
1:2.9

Value of additional market transactions 

(USD)
417,000

USD 1.40   
million 

invested
by partners

USD 1,399,000   
invested by 

partners and 

USD 482,000   
invested by MDF

USD 417,000   
additional market 

transactions 
(purchases and 

sales) generated 

USD 345,000  
from 2,950 new 
income generating 
opportunities (from 

jobs, farms, and small 
enterprises) for poor 

men and women, 

including 52 FTE 
equivalent jobs 

10,680 family 
members of these 
households benefit 
from the additional 

income received 
from these new 
opportunities

USD 0.42 
million new 

market 
transactions 
generated

USD 0.35   
million in 
additional 
income for

2,950  
men and 
women

Benefiting

10,680
members 
of these 

households

What we’ve achieved
(by December 2015)
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MDF INTERMEDIARY HEADLINE AND HEADLINE RESULTS - COUNTRY ESTIMATES 

TIMOR-LESTE

Timor-Leste results estimates  

Effective outreach including jobs 8,670

Additional jobs (FTE) 340

Additional income (effective outreach 
including jobs) (USD) 

1,157,000

Value of additional market transactions 

(USD)
782,000

Private sector investment (USD) 1,046,000

Implementation window 2012-2017 (4.5 years)

MDF HEADLINE RESULTS ACHIEVED AS OF 31 DECEMBER 2015 AND PROJECTED AS OF 31 DECEMBER 2015

TIMOR-LESTE

Headline results

achieved as of 31 December 2015

Headline results

projected as of 31 December 2015

Male Female Total Male Female Total

Effective outreach including jobs 1,160 1,790 2,950 2,920 9,600 12,520

Additional jobs (FTE) 30 22 52 63 30 93

Additional income (USD) 135,000 210,000 345,000 920,000 1,887,000 2,807,000

What our current partnerships 

are projected to yield

What we are expected to achieve by 2021
 (with additional partners on board)

With additional partnerships on board, by 2021 MDF’s work 

will result in USD 1.16 million in additional income for 8,670 

men and women, including 340 FTE jobs, benefiting over 
24,710 household members*

* For definitions on MDF’s indicators and overall monitoring and results measurement system, please go to http://marketdevelopmentfacility.org
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MDF Timor-Leste – Results progression  

2013 to 2021 – actuals, projections and estimates

2013 2014 2015 2021

6

USD
267,700

USD 0
0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

500
12

USD
230,700

16

USD
946,000

USD
48,000

335 11

USD
45,000

20

USD
417,000

2,950

52

USD
345,000

27 USD
1,046,000

USD
782,000

8,670 340 USD
1,157,000

1,650

50

12,520

USD
696,000

USD
2,807,000

93

USD
4,681,
000

USD
473,000

USD
1,399,
000

* Please note that the Timor-‐Leste 
achieved values or Private Sector 
Investment Leveraged (USD 1,399,000) 
supersede the country estimates (USD 
1,046,000). The projections for 
Additional Market Transactions (USD 
4,681000), Effective Outreach (12,520) 
and Additional Incomes (USD 
2,807,000) also supersede their 
respective estimates (USD 782,000 
Additional Market Transactions, 8670 
Effective Outreach and USD 1,157,00 
Additional Incomes).
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MDF in Timor-Leste

Growth in the Timor-Leste economy continues to be 

driven by public sector expenditure, with an emphasis 

on large-scale infrastructure projects. Of the country’s USD 

1.6 billion budget this fiscal year, USD 1.3 billion will be 
withdrawn from the country’s Petroleum Fund, deviating 

from the government’s original plan to cut expenditure 

and keep withdrawals from the Petroleum Fund in check, 

and highlighting Timor-Leste’s overreliance on its natural 

resources. This sits amidst falling global oil prices and 

increased petroleum supply from OPEC, US and Russia. 

Timor-Leste faces a challenging time and needs to diversify 

its economy beyond oil and gas to other promising sectors 

such as agriculture, tourism and manufacturing. Attracting 

private sector investment through business support 

services (e.g. market analysis, access to finance, technical 
skill of staff and logistics) and providing an enabling 
business and legal environment in this growth sector, will 

be crucial to ensuring Timor-Leste is able to diversify its 

economy for the long term. 

The agriculture sector remains key to stimulating 

private sector investment. It involves a large number 

of households and is important in reducing poverty. 

Increasing trade from production centres to the end 

market (domestic and export) and adding value to 

agricultural produce through processing provide 

opportunities for aspiring entrepreneurs. At the same 

time, manufacturing provides a unique opportunity for 

potential investors to innovate and manufacture goods 

using locally available raw materials that can compete 

with imports. Tourism remains a potential sector for 

development due to the country’s abundant natural 

beauty and its proximity to major tourist hubs in Asia. 

MDF’s strategy and progress in supporting growth in these 

sectors is presented below.
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Agri-business, 

Processing &

Rural Distribution Boutique coffee exporter Café Brisa Serena is now 
exporting high-end specialty coffee with their newly 
operational testing lab. By the end of 2015 they had 

already received an order for over 40 tons of the high end 

coffee from the US. 

By understanding the differences in the quality of coffee 
sourced from farmers and separating the higher quality 

batches, Café Brisa Serena can fetch a higher price on the 
international market and sell to buyers only interested in 

the high end product.

“To most farmers it is just coffee” said Amy Wong, a master 
taster, trainer and quality assurance supervisor from the 

MTC Group, an international specialty coffee trader, who 
helped Café Brisa train their staff in testing the coffee they 
source from the mountainous region of Letefoho. 

“farmers treat it all as the same quality and don’t have an 

understanding about separating the lots or batching. They 

pack everything together to get a bigger volume and sell it. 

But based on the quality we can actually offer them more 
than the price they used to get,” she said.

“Now we can find a bigger market and more clients, we can 
export more coffee, which means we can buy more from 
more farmers,” said Ryou Nagai, Director of Café Brisa 
Serena.

Establishing a better quality management system was 

the main focus of the partnership with with MDF through 

supporting the infrastructure and training required to set 

up a international standard quality management system 

and quality assurance lab. 

Buyers of speciality coffee provide many specifications 
about the quality of the coffee they want. An international 
standards system gives speciality coffees a score out of 
100.

“For high-end speciality coffee buyers we are looking at 
a score of 85 or higher for people to deal with us,” said 
Ryou. “There was a strong need for us to asses the coffee 

Where does your daily coffee fix come from?
High-end Timor-Leste coffee a buzz on the export market

internally as we couldn’t assess the quality here – we didn’t 

have that knowledge and our local staff didn’t have that 
experience.”

It is important for Café Brisa Serena staff to have a better 
understanding of the whole coffee process from the farm 
back to the quality management lab and the importance of 

having batching numbers for the coffee. Staff have learnt 
about roasting levels and then cupping (coffee tasting) 
protocols to really taste the coffee and to set up the 
Quality Assurance Lab.”

Knowledge can pay dividends for the farmers

Café Brisa Serena is currently working with 500 farmers, 
which meant testing and grading 1500 samples through 

the new quality management system. “Based on the 

quality of the coffee we found through the cuppings, we 
determine the purchase price,” said Ryou. “Farmers are 
always very keen to get feedback from us and from our 

clients.”

There are several factors that influence the quality of the 
coffee at the farm. One could be elevation; another could 
be the climate of the farm; another the environment or 
upkeep of the farm. But Ryou believes the biggest factor is 

in processing during harvest.

“Let’s say the coffee cherries are picked – you have to 
process the coffee cherries within eight hours at the farm 
otherwise the coffee cherries start to naturally ferment 
and rot. When you cup the coffee you can smell the 
fermented flavour and you don’t want of find that when 
you are tasting coffee,” he said. “So that is very crucial for 
coffee farmers to process the coffee cherries as soon as 
they pick the cherries out of the coffee trees.” 

With their new improved knowledge and quality assurance 

methods, Café Brisa Serena staff now provide feedback 
and information to the farmers to help them improve their 

farming techniques to grow and harvest the best quality 

coffee – ready for export. 
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Agri-business, Processing 

& Rural Distribution

We want to see more local, fresh and value-added products 

available in Timorese markets from more functional farms

More inputs to farms and more farm products to markets

Input companies, traders and BMOs invest in increasing their coverage of products (inputs and farm outputs) and services 

to meet domestic market demand.

6 business innovations 

introduced. Agro-traders are 

introducing inputs and modern 

farming methods through backward 

linkages with farmers for sourcing 

and marketing local fresh produce to 

consumers. Businesses are making 

sound investment decisions (based 

on feasibility studies) and agro-

input businesses are establishing 

commercial networks for distributing 

agri-inputs to farmers.  

6 business innovations 

introduced. Businesses are 

investing in new and existing models 

to add value to local materials 

through the introduction of an 

efficient sourcing mechanism, a 
specialised service for testing raw 

materials for food safety, and quality 

management systems to ensure 

quality control of the raw materials 

sourced. These models, along with 

proper marketing and promotion, will 

create positive examples for agro-

processing in the country. 

3 active partnerships with 1 input 

wholesaler (Agi Agricultura), 1 agri-

business trader (Nova Casa Fresca) 

and 1 agro-input business member 

association.

3 active partnerships with primary 

and secondary food processors 

covering rice (Acelda), coffee (Café 
Brisa Serena) and maize and soy 

(Timor Global).

More local agricultural raw materials processed and with added value 

Agribusiness companies invest in new and existing business models to process produce and add value to local raw 

materials for sale in the local and export markets.



67Annual Aggregation of Results 2015     |

63% of all 
households  

in Timor-Leste depend on 
agriculture for their income. 

Less than 20% are semi-
commercial and commercial 

farmers, with the majority 
reliant on subsistence 

farming

Women	engaged 
as farm labour and 

contributing family workers 

in multiple roles spanning 

production, harvest, post-

harvest and retailing of 

agricultural products to the 

market

76,900 people 
employed 

in the sector in a range of 
roles from production to 

post-harvest handling

Why we work here

The majority of Timorese households are dependent on 

agriculture, which employs 40% of the workforce, the 

majority of which are subsistence-oriented/semi self-

sufficient with little commercial orientation. With key 
trade functions and intermediaries absent (such as for 

distribution, storage, transportation and testing) along with 

an unplanned national agricultural strategy, there is a low 

level of trade in produce from local firms to national and 
sub-national markets, with most sales confined to local 
retail markets around villages. Poor sales disincentivise 

farmers from investing in their farms. Farming practices 

are basic, with low input usage and low information 

availability which result in low productivity. Poor 

production at farm level, coupled with the lack of trade 

functions and lack of information from suppliers, limit the 

agro-processing industry to small scale semi-processing, 

mainly of staples. These factors, combined, result in a high 

reliance on imported food to meet a growing local market 

demand. 

Connecting domestic demand to local production, and 

substituting imported produce, can be strong drivers 

of more inclusive and balanced economic growth for 

the country. A more sophisticated agribusiness sector 

would mean more transactions between actors trading 

in fresh and processed food (using local raw materials) 

and movement of more goods (and services) across the 

country. The first step towards achieving this vision would 
involve facilitating a more effective and efficient movement 
of agricultural products (inputs and harvests) between 

farms and markets. Secondly businesses are needed in 

place that use raw materials, add value to them and sell 

them to Timorese consumers. 

To achieve these, MDF works with traders and wholesalers 

who are selling agro-inputs (e.g. seeds, fertiliser and agro-

tools) to farmers and who are purchasing and reselling 

agricultural produce sourced from local farms to national 

and sub-national markets. MDF also partners with a 

number of agri-business companies to invest in new and 

existing business models to stimulate processing and 

value addition to local raw materials for sale to the end 

market. MDF will continue to partner with such businesses 

to showcase the potential in agro-trade and processing 

to other latent investors. Alongside supporting innovative 

business models (across different agro-based produce 
and livestock), MDF will work with financial institutions and 
BMOs to offer needs-based financial products for farmers 
and enable businesses to hold evidence-based dialogue on 

removing barriers to agricultural trade. 

Our strategy
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MDF will continue to engage with relevant public sector 

agencies on promoting incentives for investment in local 

trade and agro-processing. 

For a more detailed look, find our strategy for this 
pathway at: http://marketdevelopmentfacility.org/content/

publication/

Based on its current partnerships alone, MDF’s work in 

agribusiness, processing and rural distribution will result in 

over USD 1.07 million in additional income benefitting 5,610 

men and women, including 12 FTE jobs

Agribusiness, Processing & Rural Distribution Sector Pathway

• More farmers graduate to commercial farming

• Large traders establish sourcing mechanism for 

key crops and livestock 

• Specialised service providers are available e.g. for 

storage, packaging, transport and testing

• Large agro-input traders develop retail networks 

to supply a wide variety of agro-inputs across the 

country

• Traders and processors organise themselves to 

network and dialogue with the public sector

• More businesses invest in food processing 

• Businesses recognise the critical role played by 

women in agriculture and target female farmers 

for sale of inputs and local sourcing of produce

Our Vision for Agribusiness 
in Timor-Leste 

• Subsistence farms that are marginally productive

• Poor connectivity between producers and end 

markets

• Few specialised traders, and only in vegetables

• Lack of specialist services e.g. transportation, 

storage, finance and testing 

• Inputs are sold on an ad-hoc basis by small shops

• Government engagement as ‘buyer and 

distributor of products’ contributes to market 

distortion

• Small scale processing with little or no value 

addition to local raw materials

• High import dependency for processed food

Timor-Leste Agribusiness in 2012
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A growing number of enterprises understand the 

business potential in filling a gap between availability of 
fresh produce in rural areas and an unmet consumer 

demand in urban areas. However, these businesses 

also realise that readily-available produce may not be 

of sufficient quality and or of the volume needed and 
that much work needs to be done with their suppliers. 

MDF’s support to agri-businesses such as Nova Casa 

Fresca and FarmPro have created successful examples 

to showcase a business model for sourcing fresh produce 

from semi-commercial and commercial farmers, grading, 

and improving packaging before reselling produce in the 

local market. Following a number of seasons of good sales 

of agro-produce, the agro-traders are now in the process 

of expanding their sourcing to meet a growing customer 

demand.

The agricultural inputs market (for seeds, fertilisers, 

crop protection products and agro-tools) is gradually 

transforming into an organised commercial system led by 

the private sector. Agro-traders/wholesalers understand 

the importance of demonstrating the use of good quality 

inputs to male and female farmers to meet the required 

quality of final produce and are therefore providing inputs 
(along with information on appropriate application) as part 

of an integrated contract farming model to their farmer 

networks. So far, MDF’s partners Nova Casa Fresca and 

FarmPro have provided inputs to their supplier farmers as 

part of their business model in the selected municipalities 

and received positive responses from them.  

Businesses also realise there is a growing market for 

agricultural inputs targeted to farmers in rural areas. 

Traditionally farmers had to rely on irregularly supplied, 

and often poor quality, inputs from neighbouring shops 

or they had to travel to Dili to buy quality inputs. In 

partnership with MDF, Agi Agricultura, the country’s 

first dedicated agricultural input shop, is piloting an 

input-distribution network with retailers across selected 

municipalities to sell agro-inputs to farmers and provide 

training to male and female farmers on recognising good 

inputs and their appropriate usage. Kmanek and H3R are 

among a number of other businesses that are showing an 

interest in testing out the market for inputs for industries 

such as livestock, poultry, fish feed and compost. 

The success of Agi Agricultura and the need for 

greater interaction between retailers and wholesalers 

to make agricultural inputs available to farmers across 

municipalities have generated interest in forming a BMO. 

MDF is facilitating the formation of an agro-input business 

association that will bolster the supply of inputs to farms.

To stimulate investment in adding value to local products 

and to encourage agro-processors to supply a wide 

range of products to the local market, MDF is supporting 

three agribusiness companies, Acelda, Timor Global 

and Cafe Brisa Serena in processing rice, maize and 

coffee respectively for domestic and export markets. 
MDF’s support to these enterprises includes installing 

processing machines, establishing backward linkages with 

the producers, setting up a specialised testing facility to 

monitor, grade and assess the suitability of raw materials, 

and marketing the final product to the end-market. Two of 
the three partners have begun procuring and processing 

local materials and have received positive responses on 

the final products from customers. These two businesses 
have made strides in strengthening relationships with the 

producers and, as a result, more producers are showing 

interest in selling their produce to these companies. Given 

the early successes of these business models, MDF has 

received proposals from interested parties looking to 

invest in other types of food processing using different 
types of raw materials, which indicates that private sector 

interest in local food-processing is strong.

The picture in 2015
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

Acelda	Unipessoal	Lda

MDF supported the first commercial rice milling plant in Timor-Leste with sourcing, 
processing (milling) and marketing locally grown rice to Timorese consumers across the 

country. So far, Acelda has sourced nearly 180MT of rice from over 400 farmers (50% of 

whom are female). A second phase of the partnership is being negotiated and will involve 

greater marketing efforts and training rice farmers to meet quality of paddy supplied. 

Timor Global

MDF assisted in setting-up the country’s first Timorese commercial food-safety testing 
laboratory and introduced a system of testing raw materials (maize and soy) instantly at 

the farm-gate. MDF is collaborating with UNDP to get the laboratory facility operational 

in time for the next maize harvest. Once operational, the testing facility will enable 

producers to use local grains and other food products in their processing and production.

Kmanek
MDF supported Kmanek to assess the viability of establishing the country’s first feed-mill 
for livestock, poultry and fisheries in Timor-Leste. Subsequent activities in the pipeline 
are to promote feed to rural households and then establish the feed-mill facility. 

Loja Agi Agricultura

MDF supported Loja Agi Agricultura to establish a commercial seed distribution model in 

rural areas to sell agricultural inputs e.g. seeds, fertilisers, and crop protection products. 

So far formal distribution agreements have been initiated with three retailers in Baucau 

and Ainaro municipalities and inputs have been sold to 215 farmers with training on 

appropriate input usage. Training is also being delivered based on the specific needs of 
male and female farmers. 

Café Brisa Serena

MDF set up a quality management system to track and grade coffee from farm to retail. 
This system is essential for approaching and selling consistently to high-end premium 

coffee buyers. A newly established cupping laboratory has enabled Café Brisa Serena to 
secure agreements with MTC Group (Australia’s leading  coffee importer and trader), and 
to sell 41 MT of coffee sourced from more than 500 farmers in Letefoho in the Ermera 
District. 

Nova Casa Fresca

MDF and Nova Casa Fresca established a backward linkage with local producers for 

sourcing high value/specialty vegetables and fruits to sell in the end market. Nova 

Casa Fresca has helped farmers set up greenhouses for producing specialty vegetables 

(e.g. cauliflower, and broccoli) and on-farm training is being initiated for farmers on 
appropriate cultivation methods. 

FarmPro

MDF supported the agri-business to source and sell quality horticulture inputs and buy 

back fresh produce to sell in local supermarkets. So far FarmPro has been able to source 

vegetables from 24 farmers. 

Who we’re working with
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

H3R

MDF supported H3R to optimise the system of producing organic compost. Training has 

been completed on improved production methods and, as a result, the quality of the 

final product has improved. However the company is struggling to be competitive in the 
rural market, so efforts are being taken to facilitate sales through other MDF agribusiness 
partners and seek other solutions. 

Agro-Input	Business	
Association

MDF facilitated the establishment of a national level agro-input business association 

through a series of workshops with national and municipality level agro-input businesses. 

Formation of a formal BMO will be key to promoting business networking, which is 

expected to improve the availability of good quality inputs for farmers across the 

country. The BMO will also be important as a medium for businesses to engage with the 

public sector.
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MDF in Agribusiness, Processing 

and Rural Distribution 

How it works

Agro-inputs in Timor Leste

What are agro-inputs?

Agro-input wholesalersAgro-input wholesalers

MDF interventionsBefore MDF

Only a few large agro-input 
wholesalers, all in Dili. 
Wholesalers don’t have a good 
understanding of potential 
markets in rural municipalities

Formation of the country’s first 
national agro-inputs business 
association helping the industry 
spread market knowledge and 
engage with government.

MDF is working with an 
agro-input wholesaler to set 
up a distributor network in 
selected municipalities

MDF is organising training for 
retailers so they better undertand 
farmer’s needs and how to access 
the supply network 

MDF is organising training for 
farmers so they better undertand 
the importance and process for 
using quality agro-inputs.

DistributionDistribution

There are no formal distribution 
networks to take the agro-inputs 
from the city to potential 
customers in rural areas

KiosksKiosks

Rural farmers buy their agro-inputs 
from small kiosks and shops. Since 
distribution and knowledge is lacking, 
only a limited selection is available 
and is often poor quality or available in 
the wrong season

FarmersFarmers

Farmers have poor knowledge of 
modern cultivation practices and 
do not understand the 
importance of using quality 
inputs to raise productivity.

AGRO-INPUT SUPPLY

INDUSTRY EFFICIENCY

AGRO-INPUT AVAILABILITY & QUALITY

ENCOURAGE CONTINUOUS 

FEEDBACK BETWEEN 

RETAILERS & FARMERS

AGRO-INPUT DEMAND

CROP YIELDS

Fertiliser Seeds Agro-toolsLivestock vaccines 
& medicine

Pesticides
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To overcome these problems, MDF is working with one agro-input 

wholesalers to setup distributor network in two municipalities and 

organising training programmes for both retailers and farmers. In 

this way, more quality inputs will be available at farmers’ doorstep 

and more farmers and retailers will understand the importance 

of using quality inputs in a proper manner. MDF plans to spread 

this knowledge to other retailers across the country by facilitating 

formation of a national agro-input retailers association. 

We’d like to see more varieties of agro-inputs at 

village kiosks and in retail shops in the municipalities 

so that farmers (male and female) can purchase 

inputs without making long and costly trips to Dili. 

For this, we have to identify the types and volumes 

of agro-inputs that are likely to be demanded and 

bought at the rural market, and the prices that 

farmers can afford to pay. These customers need to 
know how to use the products properly so they can 

realise their benefits in improving farm productivity. 

There are only a few large agro-input shops in 

Dili and these cater to the entire country. These 

wholesalers don’t have any formal distribution 

networks with municipality shops or village kiosks 

because they don’t know about the potential market 

and/or are content with the scale of their business 

operation. On the other hand, rural farmers have 

poor knowledge of cultivation practices and do not 

understand the importance of using quality inputs to 

increase productivity. 

To overcome these problems, MDF is working with 

one agro-input wholesaler to set up distributor 

networks in two municipalities and organising 

training programmes for retailers and farmers. In 

this way, more quality inputs will be available at 

farmers’ doorsteps and more farmers and retailers 

will understand the importance of using quality 

inputs in a proper manner. MDF plans to spread this 

knowledge to other retailers across the country by 

facilitating the formation of a national agro-input 

retailers association.

 

Agro-inputs in Timor-Leste
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The majority of the agro-business companies in 

Timor-Leste are first generation entrepreneurs, 
who often lack capacity and experience in business 

planning and operations. They require close 

Working with first generation businesses is as much about mentoring as it is about financial 
or technical support

assistance and mentoring to overcome business 

challenges. In particular, they often need help with 

realistic cash flow management. 

Getting agro-inputs into rural households is as much about good promotion as it is 
about distribution

Sometimes you don’t know you need something 

until you have it, and this holds true for farmers. 

And giving farmers access to a product is not 

sufficient without also raising awareness of its uses 
and allowing them to see the benefits themselves. 
Promotion of products by sellers is often critical to 

the product’s success. This also sets up feedback 

mechanisms from consumers to retailers up to 

producers. Without a proper understanding of 

the products, farmers are at risk of using them 

improperly, getting poor results and never buying 

them again. 

Lessons	from	working	in	Agribusiness,	Processing	and	Rural	distribution

Through its experiences working with a broad range of players, MDF has picked up some critical lessons as a market 

development facilitator this year. 

Market Intelligence
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Strong commercial relationship management with farmers is key

Dealing with subsistence and semi-subsistence 

farmers who lack commercial awareness means 

enterprises interested in setting up agro-processing 

units will need to invest heavily in building 

relationships with the local community and 

strengthening backward linkages with farmers to 

ensure a consistent and sufficient supply of quality 
produce. These farmers don’t yet understand the 

commercial side of farming i.e. market prices, 

negotiation and trade, so buyers must orient the 

farmers as to why they are being offered a particular 
price. 

Be aware of your surroundings

Private sector entrants need to be wary of the overall 

business environment and to communicate with 

the public sector as necessary to avoid intermittent 

interference (such as free distribution of inputs and 

buy-back schemes) that may raise unrealistic price 

expectations among farmers/suppliers. It’s important 

to develop a dialogue and explain long-term 

incentives for the market.
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CPB, in partnership with MDF is conducting demonstration 

campaigns about cleaner cooking practices using its fuel-

efficient cook stoves in key retail markets in Dili and the 
regional districts. Demonstrations in marketplaces across 

the country showcased the effectiveness of the stoves 
preparing different food and drink items for shoppers.

Fuel use from increasingly scarce and expensive firewood 
is a growing problem in Timor-Leste. Nearly two-thirds of 
the rural population still uses traditional three stone open 

fire cooking methods to prepare food. 

A household spends approximately USD 30 per month on 

firewood or family members (mostly women and children) 
must spend time searching, cutting and transporting 

firewood. The practice has health implications from smoke 
inhalation from open cooking fires burning within the 
house.

CPB, a subsidiary of the Nazareth Foundation, has 
developed their fuel-efficient cook stoves using cheap 
local materials, which are easy to use and consume less 

firewood. 

“Using the cook stove saves a lot of firewood,” said Paulo 
Martins Tavares, a farmer from Atabae in Bobonaro 

District. “My family, especially my wife and my daughter 

don’t go to collect firewood as often as before.” 

“In the past, we roughly used a bundle of firewood every 
day just for cooking and boiling water – now a bundle of 

firewood can be used to cook and boil water daily for four 
or five days,” he said.

CPB sells its fuel-efficient cook stoves from its factory 
outlet in Dili mainly through word-of-mouth. But it is 

strengthening its marketing efforts and is now retailing 
through outlets in Dili and selected districts. 

“Firewood now days is very expensive, and I am looking for 

cheaper options to cook at home. This stove looks good, 

and it has less smoke,” said Lino do Santos, a shopper 
at the Taibessi market in Dili, who bought a stove at a 

demonstration for US $15. 

Demonstrations have created lot of interest from market 

goers, and the stock brought to the demonstrations 

quickly sold out.  There has also been good interest from 

retailers who wish to stock the stoves in their shops.

Cleaner stoves cooking up a storm in Timor-Leste
Fuel-efficient cook stoves from Concrete Product Business (CPB) save time and 
improve health

“The demonstrations were a success and we want to 

conduct more in the districts where there are so many 

people using open fire cooking,” said Mario Cardoso, 
Director of CPB. “When people understand the benefits of 
our stove, they will not use the traditional way of cooking,” 
he said.

 “I suffered from asthma and have allergies from the thick 
smoke, I could not enter the kitchen when my family was 

cooking.” said Marciana Pereira from Dili. “Since we use a 
CPB cook stove, I can always help in the kitchen.” she said. 

The partnership supports CPB with the marketing and 

demonstration campaigns through marketing and 

promotional materials, demonstration staff and transport 
to the districts. It is expected to benefit around 1200 
households in the country.

Greenfield 
Industries
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Manufacturers invest in novel business models

Entrepreneurs invest in first-of-its-kind business ventures using locally available raw materials and produce quality 
products, which are marketed at more competitive prices than imported goods.

4 business innovations 

introduced. One business has set 

up a first-of-its-kind for Timor-Leste 
iodised salt manufacturing facility, 

which has a modern laboratory facility 

to test the quality of the raw salt. It 

is also the first time a local company 
has marketed iodised salt at a more 

competitive price than imported salt. 

Another business has introduced a 

locally produced fuel-efficient cook 
stove into the retail market.  

5 business innovations 

introduced. Hospitality businesses 

are investing in new hotels or 

upgrading existing ones, organising 

in-house training programs to 

improve the skill of hospitality 

staff and conducting targeted 
marketing campaigns to attract 

more tourists. Craft businesses are 

spending resources to improve order 

placement inventory and payments 

to artisans, and branding products to 

promote the rich cultural heritage of 

different parts of Timor-Leste. 

3 active partnerships with one 

salt manufacturer, one cook stove 

manufacturer and one automotive 

repair workshop.

2 active partnerships with one 

boutique hotel and one handicraft 

reseller.

Tourism businesses invest in facilities, activities and marketing

New and existing businesses invest more in facilities, activities and marketing to attract more tourists into and within the 

country. 

Greenfield Industries

We want to see new and existing businesses invest in key 

economic growth sectors in the country, in manufacturing and 

tourism, and to help diversify the economy



79Annual Aggregation of Results 2015     |

21% of Timor-
Leste’s GDP

comes from non-oil GDP 

accounts 

Women	engaged 
as workers, suppliers or 

consumers in manufacturing 

and tourism industry

76,900 people 
employed 

in micro-enterprises in the 
non-agriculture sectors

Why we work here

Greenfield Industries, notably manufacturing and tourism, 
are examples of two promising ‘non-oil and gas’ sectors in 

Timor-Leste where investments made by entrepreneurs 

will be first of their kind in the country. Growth in these 
sectors is considered vital for the country’s economic 

diversification and long-term sustainability. 

Manufacturing

Investment in manufacturing is a contemporary 

phenomenon in Timor-Leste. Previously considered as 

unrealistic and unsustainable business ventures, there 

are a few businesses that have set up production facilities 

and are producing quality products targeted at the local 

market and successfully competing with imported goods. 

These enterprises require business development services 

such as access to finance, skill development programmes, 
backward linkages, logistics and distribution to improve 

the efficiency and productivity of their business operation. 
There are few private or public service providers that can 

meet the needs of emerging manufacturing enterprises 

and support the fledgling industry with the right support 
services. 

MDF works with a number of new and existing 

manufacturers to develop novel business models and 

provides a range of business development services on a 

cost-sharing basis to reduce the risk of investment for the 

entrepreneurs. 

Tourism

The tourism industry has been identified by the 
Government of Timor-Leste as a key sector for achieving 

economic diversification considering the country’s natural 
beauty and proximity to Asia’s major tourist hubs. There 

are major obstacles to growth in the sector, namely poor 

infrastructure, a lack of quality accommodation facilities 

in key tourist locations, limited tour packages offered by 
too few services providers, expensive transportation and, 

above all, limited visibility and marketing of the country in 

the international tourist circuit. 

MDF is partnering with new and existing businesses to 

stimulate investment in facilities, activities and marketing 

to attract more tourists into and within the country. 

For a more detailed look, find our strategy for these 
two pathways at: http://marketdevelopmentfacility.org/

content/publication/

Our strategy
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Based on its current partnerships alone, MDF’s work in 

greenfields will result in USD 1.74 million in additional income 

benefitting 6,910 men and women, including 81 FTE jobs

Sector Pathway

• Manufacturing becomes commercially viable 

• A wide range of products and services are offered 
by local businesses 

• Service providers offer business development 
services

• Improved access to finance for SMEs

• A growing tourism industry attracting large 

numbers of international tourists 

• Tourist circuits cover many locations across the 

country 

• More businesses invest to improve infrastructure 

and services related to the tourism industry 

• Concerted and collaborative campaigns attract 

international tourists

Our Vision for Greenfield 
Industries in Timor-Leste

• Very few successful examples in manufacturing

• Households rely on mostly imported goods to 

meet basic needs 

• Lack of business development services 

• Lack of finance for Small and Medium-sized 
Enterprises (SMEs)

• Small tourism industry with very few international 

tourists

• Tourist circuits are concentrated on locations near 

Dili 

• Limited investment from businesses in tourism-

related infrastructure and service development

• Little or no visibility of Timor-Leste as a tourist 

destination

Timor-Leste Greenfield Industries 
in 2012
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company is in the process of initiating a second phase 

of a marketing campaign and is investing resources 

in addressing transportation and logistical issues 

surrounding cook stove marketing. 

Timor-Leste’s fledgling Tourism industry is showing 
positive signs in terms of entrepreneurs investing in 

new infrastructure and conducting innovative marketing 

campaigns to attract tourists’ attention towards Timor-

Leste. With support from MDF, the Balibo House Trust 

has partnered with a local hotel operator, Timor Heritage 

Hotel, to renovate the iconic 17th Century Balibo Fort into 

a four-star boutique hotel in the north-western part of 

the country. The hotel became operational in March 2015 

and has since received hundreds of visitors who had 

previously opted for a day trip instead of an overnight stay 

in the Balibo area due to a lack of quality accommodation 

facilities. The hotel’s skills development programme for 

the newly recruited hospitality staff and its intensive 
promotional campaign using website and social media are 

regarded by commentators as exemplary models which 

other tourism businesses could follow. 

Support service providers to the tourism industry e.g. 

handicrafts resellers, are realising the importance of 

strengthening their backward linkages and investing in the 

infrastructure and skill development of their workers and 

suppliers as well as their customers. Things	and	Stories, 

the country’s premier handicraft reseller and MDF’s 

partner in the tourism sector, has taken steps to improve 

female artisans’ productivity and efficiency by investing 
in modern machinery and tools, and it plans to invest 

further in improving working conditions of female artisans 

through providing a modern workspace, proper toilet 

and sanitation facilities and a day care centre for working 

mothers. 

At the policy level, the Ministry of Tourism is developing a 

Road Map for the Tourism Industry in collaboration with 

The Asia Foundation. This may open up new working areas 

for MDF.

Manufacturing is attracting attention from potential 

investors in Timor-Leste. The manufacturing of household 

products for the local market, with a potential to export, 

is considered a viable business strategy by entrepreneurs 

who want to diversify their businesses and reduce 

dependency on business related to public expenditure. 

With MDF’s support, businesses are setting up new 

manufacturing facilities or improving existing ones, and 

investing in developing the skills of their technical staff and 
improving distribution and marketing of their products 

to Timorese households. The prospect of additional 

investment to improve business operations and expand 

marketing and distribution is being explored by MDF with 

number of manufacturers, especially those in plastic goods 

manufacturing, bottled water production and ready-made 

garments among others. Overall, the manufacturing sector 

promises exciting prospects for Timor-Leste’s economy 

and its people in the long run. 

NPM	Industries, the country’s first salt processing facility, 
came into operation in March 2015, with the construction 

of a 4000 MT/year salt processing facility in Liquica. The 

factory sources raw salt from salt farmers in Liquica and 

Baucau and has plans to invest in establishing a privately-

owned salt farm in Manatutu municipality. The company 

has marketed iodised salt in the retail market under the 

‘Masin’ brand and has received favourable responses from 

consumers for its high product quality and competitive 

prices. Building on its early success, the company is 

now in the process of exporting salt to Singapore and 

other Pacific countries which, if realised, will be a turning 
event in Timor-Leste’s fledgling manufacturing industry. 
Local manufacturer Concrete	Products	Business	
has expanded its marketing and distribution network 

in five municipalities to promote fuel-efficient cook 
stoves targeted to rural and urban households. Initial 

demonstrations and marketing activities have triggered 

encouraging sales in Dili and other municipalities, 

and early adopters of fuel-efficient cook stoves have 
cited benefits including reduced firewood usage and a 
significant reduction in harmful smoke emissions. The 

The picture in 2015
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

Balibo House Trust

Significant private investment was leveraged by MDF to set up the first high-end hotel in 
the north-western part of Timor-Leste in collaboration with the Balibo House Trust. The 

hotel is fully operational and has been receiving guests on a regular basis since March 

2015. 

NPM	Industries

MDF partnered with Timor-Leste’s first commercial iodised salt manufacturer to produce 
iodised salt using locally harvested raw salt. A skills development program for the 

factory staff and training on modern production methods for the salt farmers have been 
completed. The company is investing more in increasing the sourcing of raw salt and 

marketing the end product domestically and internationally. 

Concrete	Products	
Business/Nazareth 

Foundation

MDF collaborated with a local manufacturer to market fuel-efficient cook stoves and 
retail them in different municipalities. The first phase of a demonstration and marketing 
campaign resulted into encouraging sales and the business is willing to invest more 

resources to intensify its marketing and distribution efforts. Early adopters of fuel-
efficient cook stoves have cited reduced firewood usage and a reduction in smoke 
emissions as positive features of the stoves. 

Liberty Lorosae

This partnership aims to establish the first ‘professional’ automotive repair service and 
to extend its mechanical services outside of Dili. This intervention has taken longer than 

expected to implement due to political unrest in the area. However, the security situation 

is stable now and the activities under this intervention are expected to be completed in 

2016. 

Things	and	Stories

MDF partnered with the country’s leading handicraft reseller to improve working 

conditions for women involved in manufacturing boutique handicrafts in Timor-Leste, 

and in setting up and expanding retail outlets. Work on upgrading workshops (new 

machinery and improved lighting) in two of three locations is completed and work on 

extending workspace to include a day-care center, and proper sanitation and toilet 

facilities, is underway. 

Monash	University

MDF collaborated with Monash University’s Economics Department to organise a private 

sector dialogue where businesspeople, development practitioners and academics came 

together to discuss the challenges and opportunities of doing business in Timor-Leste. 

The success of the event has prompted ANZ Timor-Leste to approach MDF to co-organise 
similar events targeting SMEs in key growth sectors of the economy. 

Who we’re working with
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MDF in Greenfield Industries
How it works

Refining the salt
industry in Timor-Leste

MDF is working with a first-of-its 
kind salt manufacturing facility 
in Timor Leste

Around 60% of Timor-Leste's salt 
is imported 

Mainly untested, low quality salt from 
Indonesia. Iodisation is uneven

Around 40% is supplied by around 1500 
local salt farmers
This product is non-iodised, produced 
traditionally, and sold mostly directly by 
farmers in local markets

Iodine deficiency is the leading 
cause of preventable intellectual 

disability, thyroid and goitre 
problems, particularly in 
children and mothers

Iodine deficiency 
is as high as 20% 
in some areas of 
Timor-Leste

Salt producersSalt producers

Learn new techniques to produce more and better quality salt
Supply bulk salt to the refining company consistently
Salt producers are provided a simple geo-membrane liner producing 
cleaner salt and faster evaporation
New method requires less labour time than traditional boiling methods

Salt refinerySalt refinery

Entrepreneur invests to set up salt refinery 
Refinery takes on commercial refining and iodisation of salt provided by local 
producers – operations supported by MDF
Refinery also supplies training and regular supervision/technical assistance to 
producers – supported by MDF

Lab testingLab testing

Salt is tested for quality in onsite lab at refinery – technical assistance 
provided by MDF
Helps maintain quality of the product
Tests added iodine levels to ensure health benefits for are optimised
Helps meet compliance for export markets, creating an opportunity 
for the Timorese salt to be sold in lucrative overseas markets

ConsumersConsumers

'Masin' brand salt is now sold in Timor-Leste – with marketing support from MDF
Local consumers have access to iodised salt at an affordable price
Price is competitive with low-quality & non-iodised salt
The salt is sold in small-space 'kiosks' in municipalities and in larger retail 
outlets in cities

Less than 1/2 the 
population in 
Timor-Leste consumes 
any form of iodised salt

2 billion
Approx. number of 
people affected by 
Iodine deficiency 
worldwide

HOW MDF HELPS TO REFINE THE SECTOR

Imported 
vs 

Local salt
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MDF helped a start-up business to set up a first-of-its-kind salt 
manufacturing factory in Timor-Leste by organising training for newly 

recruited and inexperienced factory staff, assisting the company to 
develop backward linkages with its suppliers and helping the company 

to conduct a marketing campaign to establish its brand among local 

consumers. This start-up manufacturing company is overcoming 

challenges in a difficult environment and setting an example for other 
entrepreneurs to follow. With more examples like this, Timor-Leste will 

soon have a solid base of manufacturing industries which can meet 

local demand, become internationally competitive and begin exporting. 

How can you set up a factory in a country where 

virtually no manufacturing industry exists and almost 

everything is imported from Indonesia, Australia or 

elsewhere? 

Before you can set up that business, you have to 

identify which products can be manufactured cost-

effectively in Timor, what are the substitute imported 
products available in the market, why Timorese 

consumers will switch to a local product, and to find 
out whether this choice will be based on price or 

quality or a combination of both. Once you know 

the right product, you have to figure out how much 
money it will take to set up that business, how you 

are going to find skilled labour for the factory and 

how you can market this product in the retail and 

wholesale markets. 

Some entrepreneurs have already found the answer 

to the first question – they have identified the right 
products that can be produced and marketed 

locally. They even have some capital to set up the 

factory. But they don’t always know how to develop 

a backward linkage with their raw material suppliers, 

nor where they can get technically competent 

workers, and they don’t know how to set up a 

distribution network with retailers and wholesalers. 

Finally, buyers need to know about the product, 

understand its benefits, recognise the brand and 
purchase it regularly.

Setting up first-of-its kind salt manufacturing facility in Timor-Leste
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Payback periods from manufacturing or tourism 

establishments in Timor-Leste are longer than 

expected because of the high capital expenditure 

Build in sufficient payback periods into new business models

required. Setting the facility mostly requires imports 

which need a large up-front investment. All of this 

needs to be factored into the business case.

Understand local purchasing power and limits

Setting up manufacturing enterprises is commercially 

viable in Timor-Leste if products are developed and 

priced with consideration to the purchase power 

of the average Timorese household. Households 

with exceptionally limited incomes have to be highly 

selective in what they buy. With less disposable 

income, they have less room to transfer between 

purchasing options.

Build your skills at home

Skills development for specialised and technical jobs 

requires significant investment from employers. In 
the absence of capable training service providers in 

the country, this has to be done in-house.

In absence of a central campaign, individual business tourism marketing is critical

Without a concerted and centralised tourism 

campaign, information on tourism is not easily 

available and accessible, leading to many missed 

opportunities to attract international tourists to 

the country. In these circumstances, working with 

tourism businesses will need to be supported by 

tourism marketing activities.

Lessons	from	working	in	the	Greenfields	sector	in	2015

Through its experiences working with a broad range of players, MDF has picked up some critical lessons as a market 

development facilitator this year.

Market Intelligence
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Women’s Economic Empowerment 

in Timor-Leste

Women in Timor-Leste are active in different roles, and are 
particularly active in agriculture. Much of their input exists 

in the informal sphere; only 16% of formal businesses 

are run by women. Despite this, women are economically 

active, they are not excluded from the market and they 

can undertake transactions and retail their items. In 

practice they often prefer to stay within the sphere of 

the household, a consequence of which is that they are 

more often restricted from attending training or accessing 

information services. Their networking sphere, which is 

reliant on channels of other women, is much smaller than 

that of men and it is more homogenous i.e. women tend 

to rely on other women in their social networks who have 

similar roles so their access to information is limited. A 

universal trend, no less true in Timor-Leste, is that a work-

life balance is important to women. They struggle between 

work and childcare because products and services and 

markets are not suited to their needs. They also suffer 
greatly from the lack of basic awareness of their needs; 

spending unnecessary numbers of hours watering plants 

e.g. could be reduced greatly with low cost irrigation, or 

drying practices that could be made more efficient.

In agriculture in Timor-Leste, there is no such thing as a 

female-exclusive crop. Women are in supporting roles 

across agriculture, if not lead roles. Segregation usually 

happens at the retail level, because women stay near the 

household and men do the retailing. Customary law gives 

preference to men, so women don’t own assets and it is 

harder for them to access finance. They manage livestock 
– but the smaller livestock like chickens and pigs, while 

men manage larger livestock of goats and cows. In the 

household women can often be found involved in weeding, 

watering, and post-harvest management. Farm household 

money comes in and is then pooled, with women often 

holding the money, and decisions about small household 

expenditure are made jointly with men. Men are more 

influential over decisions regarding expenditure of large 
purchases. Women’s expenditure control exists more 

strongly around the farm’s daily needs, and family health 

and education.

In non-agricultural sectors, there is low female 

participation in the labour force. Few manufacturing 

facilities exist that give women job opportunities. More 

broadly, businesses don’t yet understand women’s needs, 

so there are few products that are designed for them. 

Transport and childcare providers do not service women’s 

needs or recognise the potential market that women’s 

needs can offer. Training opportunities for women are 
limited if not absent. Similar to the rural picture, urban 

women, who are restricted to the household, are often 

unaware of training and there are not enough training 

opportunities that positively encourage women to 

participate.

Training opportunities do exist for women. Because 

women are active and do not face mobility restrictions in 

principle in Timor-Leste, there are opportunities that may 

exist to involve them in businesses as employees and for 

them to engage in business in their own right (either as 

lead producers or as active household farm members). 

There are many untapped opportunities to understand 

women as consumers and employees. As much of MDF’s 

work in Timor-Leste involves working in emerging sector 

spaces, women can be assisted to step into spaces that 

haven’t existed before. New manufacturing industries can 

present opportunities for work e.g. nobody has worked 

with garments in Timor-Leste before. In this sphere, 

women could potentially work in operations in factories. 

Across the board, MDF is helping women as producers, 

consumers, employees, retailers/traders, entrepreneurs 

and business owners to: a) better include women in 

agriculture and make things easier for them, b) build 

women into these manufacturing sectors and give 

them opportunities for new roles as employees and 

businesspeople, and c) get businesses to understand 

women better as employees and particularly as consumers 

of agricultural and non-agricultural products.
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In Timor-Leste’s Agro-processing sector MDF is working 

to ensure businesses recognise the critical roles of 

women and see the potential of targeting women as 

producers, suppliers and consumers. Businesses need 

to realise the benefits from providing customised inputs 
and information to women. MDF will work to improve 

women’s access to skills. As greater investments are 

made in agribusiness and processing, these women will 

then have more employment opportunities in different 

roles. A quarter of the households in growth corridors will benefit from the presence 
of manufacturing enterprises, of which half of the beneficiaries will be women.

Partners Acelda, Timor Global, FarmPro, H3R, NCF, 

and Agi Agricultura are providing farming households 

and farm labourers in Timor-Leste, including the women 

in those households, with better access to information 

on pricing, improved production practices, volumes and 

agricultural inputs (as well as the appropriate use of 

those inputs). Farming households have access to buyers 

who purchase from the farm-gate thereby eliminating 

transportation costs and reducing the time and effort 
expended in selling at local markets, particularly for 

women who might spend hours travelling to and from 

markets each day. This also provides female farmers with 

the option of selling to a formal, regular buyer in addition 

to the local market. Female suppliers and producers 

now have better access to information on practices to 

improve their agricultural production and better access to 

agricultural inputs. 

Through Agi Agricultura, farmers, including female farm 

household members, now have a regular supply of good 

quality inputs via local retailers. Agi Agricultura retailers 

are becoming more aware of their female client base and 

Agi Agricultura is training these retailers (a few of which 

are female-led or have female staff) on how to market 
to female clients. They have also customised training for 

lead women farmers and farming women household 

members. This awareness of women’s needs is resulting 

in changes to product design e.g. smaller pesticide bottles 

have been designed that are easier for women to handle. 

Acelda, Timor Global and Café Brisa Serena are providing 

farming households and farm labourers with better access 

to a regular buyer and to information on production and 

post-harvest quality. Through Acelda, Timor Global and 

Café Brisa Serena, female farmers have the option of 

selling to a formal, regular buyer in addition to the local 

market. This also provides these farming households and 

farm labourers with better access to regular buyers and 

to information on production and post-harvest quality. 

Farming households have access to buyers purchasing 

from the farm gate and this reduces time and physical 

effort expended in selling at local markets. Agi Agricultura 
has provided women with training on the safe use of 

pesticides. 
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Through MDF’s work with partners in the Greenfields 
Industries, more women have access to employment 

opportunities in a wide range of manufacturing 

businesses. Businesses are tapping into the market 

potential of products targeted at women that improve 

efficiency and reduce workload. Handicraft businesses 
have increased their buying from female artisan 

producers, who now have improved skills and capacity 

to produce their crafts. With increased investment in 

staff training by hospitality businesses, against the backdrop of a growing tourism 

industry, female workers have become more employable and have more opportunities 

to earn higher incomes. New tourism businesses are also creating employment 

opportunities for female workers.

Through MDF’s work with NPM	Industries, female raw salt 

suppliers have access to technology and information to 

enable them to supply produce to formal manufacturing 

units. NPM Industries is providing geo-membranes (sheets 

with low permeability to prevent moisture and other 

materials from seeping into the salt) and training to female 

salt collectors. With Concrete	Products	Business	female 

consumers have access to alternative cook-stoves that 

reduce time spent on cooking and firewood use. This new 
cooking method significantly reduces household health 
hazards compared to traditional cooking techniques, 

especially for women and children who spend more time 

in the house and are more exposed to cooking smoke. 

Through MDF’s field research, Concrete Products Business 
now better understands the needs of its female client base 

and is encouraged now to expand production to other 

locations. Balibo House Trust and Pousada	Alecrim	

Namrau are creating more jobs and income opportunities, 

and developing the skills of women in a range of tourism-

related, particularly hospitality roles. Balibo House 

Trust, Pousada Alecrim Namrau and Things & Stories’ 

female handicraft producers are receiving information, 

equipment and logistics support to improve the efficiency 
and quality of their handicrafts. Female producers have 

the option of selling products (foodstuff and handicrafts) 
to formal tourism sector buyers in addition to directly to 

the local market. Things & Stories is providing a female 

entrepreneur with support to enable her to streamline 

her supply chain. Its future plans include making 

improvements to its work-space. The positive impacts are 

being picked up in assessments; female artisans’ credibility 

in the community and to lenders has improved along with 

their credit worthiness and access to informal finance from 
local lenders.  

Based on its current portfolio of partnerships alone, MDF in 

Timor-Leste aims to benefit more than 9,600 women producers, 

farmers, entrepreneurs, labourers, workers, consumers and 

family members
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management, this was not included in the curriculum 

– when in fact women were having issues with 

nursery management (particularly low germination 

rates affecting production) and needed training in 
this area. While it might be perceived that women 

are not interested in agricultural training, in reality 

low participation is often due to the training not 

being designed around women’s needs.

In designing training for men and women, 

businesses need to consult with women about 

times and places that are convenient for them. Agi 

Agricultura initially trained more men than women 

as women couldn’t attend courses and the training 

content wasn’t necessarily responsive to the learning 

needs of men and women in their different roles. For 
example, because men were not involved in nursery 

Outreach programme design needs to factor in women’s needs

Women’s roles in reducing economic vulnerability

The Timorese household can be made less 

vulnerable to economic and environmental shocks by 

creating a portfolio of crops for women to manage 

for household consumption and for sale of surplus 

and additional produce.

Watch out for subtle changes and the motivation behind them

Women’s involvement in business enterprises is 

not just about women getting more cash in their 

hands. These enterprises also offer women chances 
to improve their social structures and social status. 

This is reflected in the way a woman engages with 
others and how they respond to her. Facilitators 

and support service providers need to be mindful of 

these (sometimes subtle, sometimes overt) business 

interactions in understanding a women’s motivation 

for making changes and the effect of her decisions 
and actions on her position in the community. For 

example, women may choose to produce vegetables 

rather than coffee because, whereas coffee would 
expose her to demands for money (as coffee is 
known to be a ‘lucrative’ cash crop), vegetable 

production does not yet have the same connotation. 

This awareness needs to be factored into the design 

of interventions.

Different dimensions of WEE and gender 

The Asia Foundation has noted the influence of 
domestic violence on WEE progression. Activities 

can inadvertently trigger problems in households if 

design consultation excludes men or consultation 

with women is not visible. Careful consideration 

of household shifts should be taken into account 

throughout the lifecycle of the activities.

Women’s Economic Empowerment tips from Timor-Leste 
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PAKISTAN
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Currency

Pakistan Rupee

Poverty 

29.5% 
(% of population under 

the national poverty line)*

GDP

$247 billion

GDP Growth

5.4% (2014)

128 out of 189 (2014)

Ease of Doing Business Index Human Development Index

146 out of 187 (2014)

Major Industries

Agriculture, Manufacturing,

Textiles, Services

Quick

Facts

MDF Sectors

Dairy and 

Meat

Language

Urdu,

English

Main Cities 

Islamabad (capital),
Lahore, Karachi

Population

190 Million
60% dependent
on agriculture

Lahore

Bahawalpur

Multan

Zhob

Quetta

Nok Kundi

Sukkur

Indus
River

Mashkai
River

Hyderabad
Gwadar

Ormara

Karachi

Gujrat

Peshawar

Indus
River

Chenab
River

Balochistan
Plateu

Sindh

Punjab

Islamabad

Northern
Areas

Terrain
Mountainous Northern region, flat 

and fertile Indus River Valley in 
the East, drier and desert areas in 

the South and West.

Gained Independence

1947 Former British colony. 
Current President: Mamnoon Hussain.
Current Prime Minister: Nawaz Sharif.

PAKISTAN

Pakistan

Horticulture

Leather

 ▪ Rural and regional inclusiveness

 ▪ Increase export competitiveness

 ▪ Broadening the entrepreneurial base

 ▪ Creating opportunities for women

MDF’s focus in Pakistan

* World Bank online databank- poverty headcount ratio at National Poverty Line, 2013 data
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MDF INTERMEDIARY HEADLINE RESULTS ACHIEVED AS OF 31 DECEMBER 2015 

PAKISTAN

Intermediary headline results achieved as of 31 December 2015

Partnerships 16

Innovations 22

MDF investment (USD) 736,000

Private sector investment (USD) 1,119,000

Leverage ratio MDF investment to private 

sector investment (USD)
1:1.52

Value of additional market transactions 

(USD)
2,182,000

USD 1.12   
million 

invested

USD 1,119,000   
invested by 

partners and 

USD 736,000   
invested by MDF

USD 2,182,000    
additional market 

transactions 
(purchases and 

sales) generated 

4,750 new 
income generating 

opportunities 
for poor men 
and women, 

including 115 FTE 
equivalent jobs 

16,710 family 
members of these 
households benefit 
from the additional 

income received 
from these new 
opportunities

USD 2.18 
million new 

market 
transactions

Jobs and 
income for

4,750  
men and 
women

Benefiting

16,710
members 
of these 

households

What we’ve achieved
(by December 2015)
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MDF HEADLINE RESULTS ACHIEVED AS OF 31 DECEMBER 2015 AND PROJECTED AS OF 31 DECEMBER 2015

PAKISTAN

Headline results

achieved as of 31 December 2015

Headline results

projected as of 31 December 2015

Male Female Total Male Female Total

Effective outreach including jobs 2,400 2,350 4,750 8,500 7,010 15,510

Additional jobs (FTE) 85 30 115 1,279 190 1,469

Additional income (USD) 1,878,000 531,000  2,409,000 6,593,000 1,196,000 7,789,000

MDF INTERMEDIARY HEADLINE AND HEADLINE RESULTS - COUNTRY ESTIMATES 

PAKISTAN

Pakistan results estimates  

Effective outreach including jobs 168,000

Additional jobs (FTE) 7,800

Additional income (effective outreach 
including jobs) (USD) 

43,923,000

Value of additional market transactions 

(USD)
10,800,000

Private sector investment (USD) 2,185,000

Implementation window 2013-2017 (3.5 years)

What our current partnerships 

are projected to yield

What we are expected to achieve by 2021
 (with additional partners on board)

With additional partnerships on board, by 2021 MDF’s work will 

result in over USD 43.92 million in additional income for 168,000 

men and women, including 7,800 FTE jobs, benefiting over 
571,200 household members*

* For definitions on MDF’s indicators and overall monitoring and results measurement system, please go to http://marketdevelopmentfacility.org
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MDF Pakistan – Results progression

2014 to 2021 – actuals, projections and estimates

Projected as of 2014 portfolio Projected as of 2015 portfolio 2021
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* Please note that the projections 
for Additional Market Transaction in 
2015 (USD 19,608,000) supersede 
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MDF in Pakistan

Pakistan has a two-tier economy that is growing 

modestly compared to its regional neighbours. In 

the first tier sit large, listed and private companies that 
are well-integrated and participate in both domestic and 

export markets. In the second tier sits the large traditional 

economy, populated by an enormous number of SMEs 

serving the domestic market. While the large companies 

are well-connected to innovation and investment, they 

lack penetration in rural and remote areas. Conversely, 

the informal SMEs, servicing vast swathes of the country 

outside the major urban centres, are disconnected 

from innovation, expertise and investment. Capital and 

connections are concentrated in the hands of a few 

individuals and companies, limiting the ability of new 

entrepreneurs and regional enterprises to enter into the 

market and improve competitiveness. 

Within this picture sit sparks of opportunity to grow the 

economy – and to do so in an inclusive manner. There is 

much room for advancement in manufacturing, urban 

services, and in agricultural value addition – but the 

under-development of local ancillary services (such as 

locally made components and parts) in value chains stunts 

this potential. Improving the connectivity between rural 

producers and markets, and improving employment 

opportunities for poor urban workers, can also help 

mitigate a growing rural-urban poverty drift. 

The agriculture sector, which is the backbone of the 

economy for 45% of the population and accounts for 

21% of GDP, is poorly connected and unable to match 

demand for high quality produce in the urban centres 

and overseas. Agricultural innovations are limited to the 

few large farmers, while the small farmers cultivating 

the bulk of the agricultural produce rely on inefficient 
market mechanisms. The sector lacks innovation and 

information provision is poor. As a result, the sector’s 

performance has been below average. To unlock growth 

within this sector, supply chains need to be strengthened 

to reach small farmers and distant regions and improve 

connections between farmers and lucrative markets in 

cities and abroad. In the urban sectors (manufacturing 

and urban services) there is a need to improve export 

competitiveness by establishing production inputs, 

services, and product and process innovation to meet 

international standards.

Agricultural sectors have the potential to connect rural 

and regional households to demand in cities and overseas, 

and a focus on urban sectors (manufacturing and urban 

services) would create opportunities for poor workers – 

men and women – to acquire skills. Outside of agriculture, 

manufacturing and urban services are areas which 

have both the potential to grow and which engage high 

numbers of poor men and women.

In light of this, MDF considers Dairy and Meat, Leather and 

Horticulture sectors to be effective vehicles for inclusive 
economic change. In the Horticulture sector, there is 

growing local and international demand for a diverse 

range of horticultural products. There are opportunities to 

exploit specific agro-climatic advantages of remote regions 
to expand supply within Pakistan and to international 

markets. This can be achieved by establishing better 

connections and regional entrepreneurship, processing 

and value addition. In the dairy and meat sectors there is 

un-met local demand for milk and international demand 

for meat. Better access to inputs and information on 

the one hand, and innovations in supply chains on the 

other, will allow small Dairy and Meat farmers (mainly in 

the Punjab and Sindh) to become more productive and 

commercially oriented, and hence capitalise on this growth 

opportunity. In the Leather sector are opportunities to 

add value to locally made leather by investing more in 

manufacturing of leather goods for the growing domestic 

and international markets. Retail-ready finished leather 
goods can become more internationally competitive with 

improvements in product innovation, process innovation 

and the availability of ancillary services. Development 

of the Leather sector will require more male and female 

workers to gain skills and will increase wages. 

The rationale and strategy for working in each of these 

sectors is provided below.
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MDF Pakistan is working with National Foods, to 
sustainably source and process high quality and export 

grade chilies in Sindh Province, in the countries South.

Pakistan is one of the largest producers of chili in the 

world with potential to be a large chili exporter in the 

international market. But problems related to chilli 

cultivation and drying techniques has seen chili yields and 

quality deteriorate in recent years.

Local companies that previously exported chilies are now 

importing to meet demands for good quality products 

resulting in income losses for local chili farmers, who 

currently produce low yielding and poor quality chilies.   

Chili production in Sindh is predominantly undertaken 

through sharecropping. Landless farmers work on land 

owned by a landlord and the cost of inputs along with 

income are shared equally by both. Chili is one of the 

main cash crops for farmers in Sindh, and improving chili 

production and farming is an important step to improving 

the livelihoods of many people in the region.

The three main challenges faced by chili farmers are the 

use of low yielding seeds, lack of access to modern farming 

practices and techniques, and the high levels of aflatoxin 
in locally dried chili, which don’t meet international export 

standards.

Aflatoxins are naturally occurring toxins produced 
by moulds in chilies and other foods. High levels are 

carcinogenic and can cause cancer. Aflatoxin levels in 
chilies are regulated in many countries and international 

standards restrict producers in Pakistan from exporting to 

the international market.

Traditional practices by Pakistani producers of drying 

chilies on the ground can result in the produce being 

infested with high levels of aflatoxin. MDF is facilitating 
National Foods in providing geotextile sheets to the 

Spicing up chili production 
in Pakistan

farmers to dry chilies on, allowing them to produce 

aflatoxin-controlled chilies that meet international 
standards.

To complement this effort, MDF has also assisted National 
Foods to extend technical support to farmers on improved 

harvesting and drying practices through services offered 
by field agents who work directly with the farmers and 
their crops.

To further strengthen National Food’s efforts in sourcing 
quality chilies, MDF assisted National Foods in setting 
up a research, development and demonstration farm to 

improve the quality of chili seeds and to provide training 

on best production techniques that can be passed on to 

farmers.

For aflatoxin free chili, National Foods pays a premium 
incentivising farmers to produce the higher quality 

produce. National Foods will also buy the produce at the 
farmer’s doorstep, eliminating the transportation costs 

and commission payment to middlemen at the market.

Through joint investment between National Foods and 
MDF, National Foods targets to procure 580 tons of 
aflatoxin controlled chili for export by the end of 2016. 
National Foods is the first spice company in Pakistan to 
work on backward linkages to improve the quality of chili 

crop. Its success in penetrating the international market 

can pave the way for other spice companies to access the 

international market to follow suit.

Horticulture
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Horticulture

We want smallholder fruit and vegetable farmers, especially in 

remote areas, able to access quality inputs (seeds, fertilisers, 

pesticides), services and information to grow more fruit and 

vegetables which they sell to premium domestic and international 

markets through connections with exporters and processors

Inputs, services and information reach more farmers

Agro-input providers adopt innovative approaches to distribute and retail inputs, services and information to reach more 

smallholder fruit and vegetable farmers.

7 business innovations 

introduced. Agro-input providers 

are incentivising their workers to 

reach a broader customer base. Input 

companies are imparting information 

to small farmers. Seed companies 

and processors are innovating to 

produce better quality seeds.

3 business innovations 

introduced. Processors are now 

purchasing fresh produce from 

remote areas and converting it into 

retail products for export markets.

4 active partnerships with 3 

input companies (Ali Akbar Group, 

Magnus Kahl Seeds and Khattak Seed 

Company) and 1 processor (National 

Foods).

4 active partnerships with 3 

fruit processors (Organo Botanica, 

Mountain Fruits and Hashwan Dry 

Fruit Traders) and 1 spice company 

(National Foods).

More fruits from remote areas reach premium markets 

Exporters and processors invest in supply chains to source and deliver fresh and processed produce targeted at premium 

domestic and export markets, with a particular focus on sourcing fruit from smallholder farmers in remote regions.
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Agricultural developments in the horticulture sector in 

Pakistan have been focused on few specific crops, with 
key service providers catering only to big agriculture (large 

commercial kinnow i.e. mandarin and mango farms) 

resulting in limited benefits reaching small horticulture 
farmers. There is a disconnect between producers and end 

markets in remote regions which results in farm produce 

not being recovered from the field and low attention 
being paid to the quality of produce harvested. As a result, 

produce never leaves farms and not enough incentives 

exist for farmers to reinvest and improve the quality of 

their products to the standards required by the market.

There is growing demand for fruit and vegetables from 

customers in large cities in Pakistan, and in export 

markets looking to source fresh fruits and vegetables. 

Customers are looking for a more diverse product range 

and higher quality. There is potential for the sector to 

grow by improving on-farm productivity and by connecting 

farms with lucrative domestic and export markets. The 

sector needs to evolve so that a range of quality inputs 

(including seeds, fertiliser, water, crop protection systems, 

farming tools and infrastructure) are easily available to 

smallholder farmers, particularly in remote areas through 

formal and informal suppliers. Similarly, farmers need 

access to relevant and practical information about their 

farming practices. Special attention is needed to ensure 

inputs and information reaches women farmers (both 

as lead farmers and as farming household members). 

Simultaneously, enterprises in remote areas are needed 

that will buy the available produce and convert it into 

value-added retail products. These processors need 

certification services in order to comply with premium 
markets’ specifications. In this way, fruit producers in 
remote regions can be connected to domestic and export 

markets. Once demand from remote areas increases, 

farmers are incentivised to invest in expanding and 

diversifying their farms. Collectively, businesses need to 

improve their engagement with provincial and national 

government agencies to accurately convey the needs of 

the sector. The public sector needs to respond by investing 

in appropriate research and enacting policies that create a 

more conducive environment for business, and by giving 

sound advice to input and service providers and farmers.

To further these changes, MDF works with input 

companies on national and regional levels to improve 

access to quality horticultural inputs for smallholder 

farmers and farmers located in remote areas. MDF also 

aims to work with suppliers of farm implements and 

horticultural systems (i.e. irrigation, crop housing systems, 

crop preparation and harvest tools) to improve the 

availability and access to appropriate farming implements. 

In future, to complement this, MDF will also form 

80% of farming 
households are landless 

or own less than five acres. 
The smaller the farm size the 

higher the tendency to grow 

vegetables

Women	engaged 
as workers on their own 

farms, as paid labour and in 

processing industries

45% of workforce 
employed in agriculture 

in a range of roles

Why we work here

Our strategy



102 |     Annual Aggregation of Results 2015

partnerships that support delivery of timely and up-to-date 

information from government and other research stations 

to smallholder horticulture farmers through a variety of 

means including traditional and new media, ICT and direct 

marketing. 

On the market side, MDF works with exporters in remote 

regions and supports them to comply with customer 

specifications such as organic, Fairtrade, HACCP and ISO 
certifications. MDF also works with processors of a range 
of fruits in improving techniques including drying, pulping 

and further processing to produce value-added retail 

goods. Other partnerships support service providers in 

offering improved post-harvest handling, sorting, grading, 
and storage and packaging services. MDF will work with 

logistics services providers in the future so that linkages to 

growth markets become smoother. 

With all of these services in place, farmers are informed 

about best cultivation practices and market demands. 

They are able to access high quality inputs and farming 

tools. The presence of exporters and processors tied to 

lucrative domestic and export markets means that there 

is greater demand for horticulture products, incentivising 

farmers to invest in expanding their farms and making 

them more productive. To underpin this, MDF will also 

work with BMOs to provide guidance to the public sector 

on the needs of the Pakistani horticulture sector.

For a more detailed look, find our strategy for this pathway 
at: http://marketdevelopmentfacility.org/wp-content/

uploads/2015/04/Pakistan-Inclusive-Sector-Growth-

Strategy-for-Poverty-Reduction-and-WEE-for-Horticulture-

Sector.pdf

Based on its current partnerships alone, MDF’s work in 

horticulture will result in over USD 4.93 million in additional 

income benefitting 10,810 men and women, including 595 FTE jobs

Horticulture Sector Pathway

• Quality inputs, information and services are 

available to smallholder fruit and vegetable 

farmers through formal and informal channels

• More demand for horticultural products 

encourages farmers to invest in quality inputs and 

good practices

• Engagement between businesses and government 

leads to an accurate understanding of sector 

needs

• The public sector improves the business 

environment and supports relevant research

• Horticulture farmers receive practical and 

applicable information through media and ICT 

tools 

Our Vision

• Input and service providers focusing on few crops 

and large farmers

• Input suppliers not reaching remote areas and 

smallholder horticulture farmers

• Reliance on middlemen (arthis) in the absence 

of formal supply chains. Arthis seldom have 

incentives to promote cultivation improvements

• Public sector research does not reach smallholder 

fruit and vegetable farmers

• Policies and procedures are difficult for 
agribusinesses to follow

Where we are
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Through MDF’s support, fruit processors in northern 

mountainous Gilgit Baltistan are expanding their processing 

facilities to meet unmet demand and reduce the proportion 

of fruit that goes unsold. They are better able to understand 

demand, reach international markets, and comply with 

requisite certifying bodies to increase their appeal. In 2015, 

MDF supported Organo Botanica, a dry fruit processor in 

Gilgit Baltistan to increase its apricot processing capacity 

through improved washing, pasteurising and storage 

facilities. Later in the same year, Organo Botanica was able 

to expand its facility with MDF support enabling it to process 

other fruits present in the region, such as apples, cherries, 

persimmons and walnuts. MDF is supporting the company 

to get its products certified as organic to cater to European 
markets. Organo Botanica was constrained with its limited 

capacity and, as a result, it was not able to take orders in 

2014 and hence was unable to procure from small farmers. 

Due to MDF’s support, it has procured both apricots and 

apples from farmers in the region which will be processed 

and then exported. Organo Botanica also participated in 

the Nordic Organic Food Fair held in Sweden, which will 

help attract more premium buyers to its product. Another 

partner in the region, Mountain	Fruits	Corporation, was 

assisted by MDF to understand the demand for organic 

apricot pulp. The study was completed this year, and the 

partner is planning to meet potential buyers before deciding 

to invest in a pulping facility. A further partnership in Gilgit 

Baltistan with Hashwan Dry Fruit Traders has been setting 

up a sulphur-dried apricot processing facility. MDF is soon to 

work with a date processing company in Panjgur, a district 

in Baluchistan province bordering Iran. This partnership will 

also connect farmers and their produce to lucrative urban 

markets, and potentially export markets. 

This portfolio of partnerships is consciously targeting 

different segments of the available produce in the region 
with Organo Botanica buying the highest quality organic 

fruit for premium markets, Hashwan Dry Fruit Traders 

planning on buying second grade fruit for domestic and 

second-tier markets, and Mountain Fruits Corporation 

planning to buy over-ripe and bruised fruit to be processed 

into pulp. In this way, farmers will gradually be able to 

sell more and more fruit to formal buyers. As business 

capability and connections to markets strengthen for these 

small companies, they will be able to increase their capacity 

and/or diversify their products, while also encouraging 

other businesses to invest in the region.

Through the portfolio of partnerships with agro-input 

companies and processors of different sizes, and working 

in different regions, MDF is aiming to demonstrate to 
businesses that reaching smallholder farmers with better 

inputs and embedded information is profitable and a sound 
business strategy. The expectation is that, once businesses 

can see for themselves that this strategy works, they will 

continue reaching smallholder farmers on their own, 

without MDF’s support, while encouraging other businesses 

to do the same.

With MDF’s support, partner National	Foods has been 

offering extension services to share-croppers in rural Sindh. 
It also established a research and demonstration farm, 

which serves to develop higher yielding, disease resistant 

chili seeds, and to demonstrate good cultivation practices 

to farmers. National Foods has gone through one cycle of 

seed development and will be testing its first batch of seeds 
in 2016. The company now feels confident in independently 
running the research and demonstration farm and working 

on seed production. Although not an input company, 

National Foods may be able to sell better quality chili 

seeds in the future. With MDF’s support, partner Ali Akbar 

Group has set up model farms to demonstrate the right 

use of pesticides, fertilisers, and other cultivation practices 

to kinnow  farmers. Benefits in terms of increased yields 
and increased incomes are already being demonstrated 

to farmers. The partnership with agro-inputs company 

Magnus	Kahl	Seeds, is aiming to provide disease resistant, 

high-yielding onion seeds locally and internationally. 

This partnership is localising onion seed production by 

expanding onion seed farming in mountain valleys of 

Chitral, an area suited for seed multiplication because 

of its geographic isolation. In 2015 Magnus Kahl Seeds 

engaged male and female farmers in Chitral to produce 

onion seeds. The first season has been successful and 
realises the productivity of female farmers. Now Magnus 

Kahl Seeds is looking to expand the network of women 

who produce onion bulbs and seeds, and provide them 

information through female trainers. These seeds are now 

being distributed across Pakistan, and will offer farmers a 
better yielding crop at a fraction of imported seed prices. 

Finally, a partnership with small input provider Khattak	
Seed	Company is in its early stages. MDF is supporting 

Khattak Seed Company to pass on best production practices 

to cucumber farmers by setting up demonstration plots 

in the Akora Khattak area, conducting training sessions 

and producing an instructional video. By adopting these 

practices, farmers can increase the yield from their plots, 

and the partner stands to increase its business. Work on 

establishing the demonstration plot was started this year.

The picture in 2015
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS	IN	2015

Organo Botanica

Increasing dried fruit exports from Gilgit Baltistan into niche international markets by 

improving processing capacity, obtaining organic certifications and developing market 
linkages. A facility for apricot processing is operational and equipment for apple and 

other fruit processing has also been sourced. 

National	Foods

Improving cultivation and drying practices for aflatoxin controlled chilies for export, and 
introducing disease resistant and high yielding seeds for chilli production in Sindh. Field 

agents hired are providing training on better production and drying practices. A Research 

and Demonstration farm is established and seed selection in process. 

Ali Akbar Group

Introducing integrated orchard management systems for production of high quality 

kinnows. Field Officers hired and 16 model villages established. Uptake from farmer 
trainings in the form of higher yields, and higher prices received for orchards.

Mountain	Fruits	Pakistan
Assessing the potential for exporting fruit pulp from Gilgit Baltistan to the European 

market. A consultant for apricot pulp market assessment was hired and a draft report of 

findings received.

Magnus	Kahl	Seeds

Increasing onion seed production and processing capacity in Chitral to provide farmers 

across Pakistan with access to quality onion seeds. Equipment for seed processing and 

testing is complete and operational. Onion bulbs procured, cultivated and harvested by 

farmers in Chitral. Processing of seeds is complete, and distribution and sales is being 

carried out.

Hashwan Dry Fruit 

Traders

Expansion of a sulphur-dried apricot processing facility in Gilgit Baltistan. A food 

technologist was hired and an assessment of the machinery required for expanded the 

processing facility has been completed.

Khattak	Seed	Company
Increasing productivity of cucumber farmers in Khyber Pakhtunkhwa by introducing 

vertical growing techniques for improved yields and quality. A technical adviser and field 
agents have been hired.

Who we’re working with
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MDF in Horticulture 
How it works

Before MDF After MDF intervention

Local 
consumers

The grower is able 
to sell a small 
amount of the fresh 
fruit harvest to 
consumers nearby

Local consumers

The grower still 
sells fresh fruit to 
consumers nearby

A long, fruitful journey

Value-added goods from MDF-
supported businesses are better 
able to make the long journey 
through the mountainous terrain.

Meeting city demand

Value-added products can 
now meet the high-demand 
in distant cities.

Export markets

The goods can now access 
lucrative international markets 

A long journey

The mountainous 
terrain makes for a 
long journey for the 
fruit to get to other 
markets. A lot of 
the fruit spoils 
before it can get to 
consumers further 
away

Unmet demand

The apricots are unable 
to meet demand in 
high-demand city 
markets, and wastage 
rates are high.

Apricot drying business

Organic apricot 
drying business

Apricot pulp business

The farmer is now also able to sell to 
MDF-supported businesses in the area

Apricot grower in Gilgit 
Baltistan, Pakistan

The result GROWER 

EARNINGS: $
CROP 

USAGE:

GROWER 

EARNINGS: $ $ $The result
CROP 

USAGE:

International trade fairs

MDF assists businesses to attend trade fairs in 
Europe. Organic certification makes products more 
attractive to international buyers.

A smallholder-apricot grower 
produces bumper crop of apricots 
from a small number of trees.



106 |     Annual Aggregation of Results 2015

Let’s look at a farmer in northern mountainous Gilgit 

Baltistan. He has only a fraction of a hectare of land 

to cultivate, and he might use it for one of a variety of 

tree – maybe apricot, apple, cherry or mulberry. Each 

year he and his neighbours get a bounty harvest 

but, because he lives in such a distant and difficult 
terrain, he can only sell a fraction of it, despite 

the high demand in big cities. His farm is organic, 

which is very attractive to European and Northern 

American markets. The traders he connects with 

can’t connect him to bigger markets because logistics 

are costly – and not enough local businesses exist to 

buy from him in bulk. 

MDF wants to connect this farmer and others like 

him to lucrative markets. We achieve this by helping 

develop and scale up enterprises in the area that buy 

the fruit and process it into retail goods like dried 

fruit, pulp and other value-added goods. These new 

enterprises need connections to markets in big cities 

or outside the country where they are able to get 

good prices to justify the expense of fruit processing, 

packaging and transport. So we help them connect 

e.g. through trade fairs to potential customers in 

Pakistan and abroad. MDF supports its partners 

to meet the compliance needs of buyers, such as 

organic, HACCP and Fairtrade certification, so that 
premium export markets open up for the region.

How to connect remote mountain valleys to export markets
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Lessons from working in the Horticulture sector in 2015

Through its experiences with working with a broad range of players, MDF has picked up some critical lessons as a market 

development facilitator this year. 

quality control systems associated with establishing 

a level of brand recognition.

While regional small-scale businesses can access 

local markets, it is important for them to understand 

that a degree of scale is necessary to establish 

Regional businesses need to reach scale in order to achieve quality control and brand 
recognition

Understanding the market and demand, and diversifying product portfolio is needed to 
become more profitable

Businesses need to better understand market 

demand through verifying orders and gauging the 

interest of potential buyers. Diversifying products 

assists in taking advantage of market opportunities 

to cater to different customers, enabling fruit 
processing businesses to be operational through 

more months and improve cash flows.

Input companies can reach and retain more farmers by providing services and customised 
information with products

It is profitable for agro-input companies to invest in 
offering services and information to their customers. 
After-sales services and support establishes 

credibility and brand loyalty amongst farmers, 

increasing the customer base.

Businesses in the remote regions of Pakistan 

require more support in procurement systems, 

business operations, and market development and 

Working with small-scale businesses requires more advisory support

forecasting. Understanding their capacity in each of 

these areas is crucial to ensuring activities progress 

as per plan, and support is extended where needed.

Market Intelligence
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Leather

The future seemed dismal for Khaliq Shah, a mechanic 

working in a bread factory when an accident resulted in 

a hand injury. Much to his disappointment, he did not 

receive any compensation from the factory, said goodbye 

to mechanical work and started work as a driver in a 

garment factory. In a serendipitous turn of events, he 

joined Intra-Systek, a manufacturing company, in 2007 

as the driver for the CEO, and now he is working as a 

Maintenance Supervisor at the facility.

Mechanical work was always a passion for Khaliq Shah and 

something with which he always showed talent. During his 

years working as a driver never imagined he could work 

again with his passion for machinery mechanics and the 

transformation into this new role was not sudden—but 

hard earned.

Working as a driver was difficult—the pay was low and 
it was difficult to make ends meet. During his time as a 
driver at Intra-Systek he began showing interest in routine 

tasks at the plant and when Intra-Systek set up Pakistan’s 

first shoe-last manufacturing facility, Khaliq Shah played 
an indispensable role in the set-up and running of the 

machinery. 

Khaliq Shah takes great pride in his work. “I received the 

machinery in very poor condition from India. I opened 

it, fixed it, oiled it, and reassembled it,” he recalled. “I 
have worked late nights, in winters, in fog. But I also feel 

rewarded for my loyalty,” he added.

Driving the engines of 
shoe-last manufacturing in 
Pakistan 

Given his aptitude and dedication Khaliq Shah was 

appointed the Maintenance Supervisor of the new shoe 

last facility. He now liaises with the various production 

supervisors at the plant and helps them in setting up 

the machines for production runs. Most days he is seen 

running around the factory floor with much enthusiasm.

“He is a diamond in the rough, we didn’t know about his 

hidden talents until recently,” said Abid Hafeez, the CEO of 
Intra Systek about Khaliq Shah.

Life has also improved for Khaliq Shah’s family. “I have 

now bought my own house and no longer need to live in 

a rented house,” he said happily. “Three of my kids are 
in school while the eldest one is pursuing a diploma in 

mechanical work,” he said.

MDF entered into a partnership with Intra-Systek to start 

domestic production of shoe-lasts – the foundation of 

any shoe – traditionally imported into the country from 

China, India and Italy. The local availability of this key 

component in the footwear industry will enable footwear 

manufacturers to cut response time on orders – securing 

and fulfilling more orders in the export market.

While 30 new jobs will be created at the Intra-Systek 

facility, hundreds of new jobs will be created at the 

footwear factories as they expand production.

Khaliq Shah – Maintenance Supervisor, 
Intra-Systek.
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Leather

We want to increase production of retail leather goods in 

Pakistan, facilitated by improved availability of production inputs, 

components and services to local manufacturers, leading to more 

jobs for poor men and women

Manufacturers make more retail leather goods

Retail ready goods manufacturers using leather, build capacity and have access to improved support services and inputs 

enabling them to expand production and supply new products to current and new markets.

4 business innovations with the support industry in 

localising the production of essential footwear making 

components, and with leather goods manufacturers in 

introducing new types of products to Pakistan.

3 active partnerships with two support industries 

(Intra-systek and Tabraiz Mold Engineering) and one with a 

leather goods manufacturer (Danish Trading Corporation).
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USD 1 billion
worth of leather and leather 

goods exported each year 

from Pakistan

Women	engaged 
as home-based and factory 

workers

250,000
people employed in tanning 

and manufacturing

Why we work here

China dominates global conversion of leather into finished 
goods however, with rising labour costs, production is 

shifting to other developing economies. Pakistan is well 

positioned in this regard because of the availability of 

finished leather and competitive labour costs. There is 
demand for Pakistani leather and leather goods from the 

United States, Europe and Asia. Yet, at present, exports of 

lesser value finished leather exceeds the exports of leather 
goods.

While leather products have been exported for some time, 

a lack of quality inputs and services has led to sourcing 

challenges and extended delivery times for samples and 

products. The formal sector producing retail-ready goods 

is confident of its global competitiveness and capacity to 
grow, but is constrained by the services required to certify 

compliance. Enterprises are further constrained due to 

customer reluctance to travel to Pakistan. In order to grow 

and compete globally, the sector requires a robust support 

and service industry, skilled workers and supportive 

policies.

MDF strengthens the support industry around the leather 

goods manufacturers by working with enterprises that 

provide consumables e.g. leather and thread, ancillaries, 

such as moulds and lasts, and accessories (zippers and 

buckles). In conjunction with this, MDF also works with 

enterprises that provide essential services to leather goods 

manufacturers including testing, compliance certification, 
Environmentally and Socially Responsible Business 

certification and quality control. MDF aims to work with 
partners to develop a wide range of skills for the shop-

floor to design and new product development. At the same 
time, MDF aims to assist leading enterprises to set new 

norms in the employment of women. 

Once this is in place, MDF will work with BMOs to 

engage with the public sector to improve the business 

environment. MDF also aims to support engagement 

between the public sector and industry with the objective 

of improving access to global markets through improving 

trade agreements and increasing exports under these 

arrangements. 

For more details find our strategy for this pathway at: 
http://marketdevelopmentfacility.org/content/publication/

Our strategy
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Based on its current partnerships alone, MDF’s work in the 

leather sector will result in over USD 1.61 million in additional 

income benefitting more than 820 men and women, comprising 

of 823 FTE jobs

Sector Pathway

• More than 40% of leather converted into finished 
goods for domestic and export markets

• Manufacturers offer women-friendly facilities, and 
more women work

• A robust support industry provides services and 

locally made consumables

• Response time of industry is quick

• BMOs work with the public sector to strengthen 

the value chain

• BMOs support members in meeting customer 

compliance requirements

Our Vision

• Most leather is exported as is, without being 

converted into higher value leather goods

• Few enterprises employ women

• The support industry for consumables and 

services is weak

• Slow response times hamper export 

competitiveness

• Support to meet customer compliance is not 

available through BMOs

Where we are
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A cluster of more than 300 footwear manufacturers of 

varying sizes is present in Lahore. It services international 

and domestic markets, with a growing interest in this 

segment coming from Karachi and Sialkot. This growing 

industry is hampered by access to production services 

(namely, productivity consultancies, testing and logistics) 

and inputs which comprise ancillaries like shoe lasts and 

shoe moulds and consumables like buckles and zippers. 

Importing these essential services and inputs incurs cost 

and time, which makes Pakistani footwear industry less 

globally competitive in terms of price offered and speed of 
order fulfilment. 

With MDF’s assistance, key locally made ancillary shoe 

components are being made available in the market, 

in some cases for the first time. This provides essential 
services needed to boost the value-added leather goods 

industry. The first partnership in the sector was with	Intra-
systek which had previously imported many inputs used 

by the mechanised footwear industry and is now, for the 

first time in Pakistan, making shoe lasts. Shoe lasts are 
a foot shaped component around which the upper part 

of the shoe is attached to the sole. Each shoe design and 

size requires a different shoe last. In 2015, with MDF’s 
support, Intra-Systek imported last-making machinery, set 

up a manufacturing plant in Lahore, trained its workers 

and, after making samples and having them tested by 

footwear manufacturers, they are now selling locally made 

shoe lasts. The biggest footwear exporter in Pakistan, 

Servis, is now purchasing shoe lasts from Intra-Systek. 

The second partnership, with Tabraiz	Mold	Engineering 

aims to localise shoe-mould manufacturing, something 

previously unavailable in Pakistan. Shoe moulds are used 

to manufacture shoe soles and, like lasts, every design and 

shoe-size requires a different mould. In 2015, the partner 
had the machinery shipped and installed at its premises in 

Lahore. Trial production is underway.

Taken together, these are great innovations for the 

sector in Pakistan as they can substantially cut down 

response time in servicing export orders. Prior to these 

innovations, upon receiving an export order, the footwear 

manufacturer would place an order for a shoe last, 

mould and other hardware from as far away as Europe. It 

would take 7-10 days in sourcing and couriering the last 

and more than a month for the mould, after which the 

manufacturer would make a sample. This sample would 

be sent to the customer for quality check and approvals. 

In some cases, the customer might not be satisfied with 
the finished product and might require the manufacturer 
to import different components and hardware, further 
adding time. When the customer approves the product, 

the manufacturer would order the lasts, moulds and 

hardware in bulk, wait a further two to three weeks for 

these to be delivered, and then begin manufacturing. 

Intra-Systek will operate with added capacity in 2016 

enabling it to manufacture a last sample in one day. It can 

currently fulfil bulk last orders in one to two weeks. Tabraiz 
Mold Engineering will be able to service orders in around 

20 days. Footwear manufacturers will be substantially 

able to cut down their response time, become more 

competitive, and eventually attract more export orders. 

The sector will need further innovations in the availability 

of consumables and services such as testing and 

productivity optimisation. Gaps in skills of workers still 

exist, which is an issue on MDF’s agenda. MDF also 

explored partnerships to introduce new products and 

seek new markets. Another priority is to integrate women 

workers into the sector by catering to their needs. A 

partnership with Danish	Trading	Company aims to help 

the company produce thermo-plastic rubber protective 

gloves for the United States market and establish a 

women’s-only stitching unit in Sialkot, an area where 

women workers are largely excluded from formal industry. 

The partnership is on hold while the company re-evaluates 

demand from its United States’ clients in light of the slump 

in the oil industry. 

In 2015 MDF strengthened its understanding with BMOs 

and other interest groups working in the sector. MDF has 

developed a productive dialogue with Pakistan Footwear 

Manufacturers	Association (PFMA), a nationwide 

organisation comprising 120 members. MDF has also 

been liaising with the Leather	Products	Development	
Institute (LPDI) a skills development institute based 

in Sialkot funded by the government and donors and 

operated by Pakistan Gloves Manufacturers and Exporters 

Association (PGMEA). Both PFMA and LPDI regularly 

connect MDF to potential businesses and have assisted 

MDF in conducting sector research.

The picture in 2015
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

Intra-systek

The first locally made quality plastic shoe-lasts produced for the footwear industry in 
Pakistan. This will contribute to reducing shoe manufacturers’ production time and 

increase international competitiveness. The facility is operational and producing 70 pairs 

of lasts per day. Major shoe exporter Servis is purchasing these lasts.

Tabraiz	Mold	Engineering

The first locally made quality shoe moulds for the footwear industry produced in 
Pakistan. This will contribute to reducing shoe manufacturers’ production time and 

increase international competitiveness. Machinery has been installed and trial production 

is underway.

Danish	Trading	
Corporation

Promoting manufacturing of impact protection gloves and thermo-plastic rubber fabric in 

an automated set-up for export, with a segregated facility and training services to engage 

female stitchers. The project is on hold while investment is being reconsidered based on 

a slump in global demand.

Pakistan Footwear 

Manufacturing	
Association

A premier BMO representing 120 footwear manufacturers. Regular communication and 

meetings between PFMA and MDF, with PFMA assisting MDF in sector research through 

its contacts, and connections with prospective businesses for partnerships. 

Leather	Products	
Development	Institute

Skills development institution based in Sialkot and run by the Pakistan Gloves 

Manufacturing and Export Association. Regular communication and meeting between 

LPDI and MDF with LPDI assisting MDF in sector research through its contacts, and 

connections with prospective businesses for partnerships. 

Who we’re working with
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MDF in Leather

How it works

Footwear manufacturer
in Lahore, Pakistan

A footwear manufacturer in 
Lahore receives a large order 
from a European brand

Order fulfilment process AFTER MDF INTERVENTION

Tannery order

Order lasts & 
moulds, sample

Create sample

Bulk order
lasts & moulds 

Product order 
preparation begins

Shipment Day 70

CUSTOMER

SATISFACTION:

INDUSTRY

COMPETITIVENESS:

BEFORE MDF

APPROXIMATE TIMES APPROXIMATE TIMES

Day 60

Day 27

Day 20

Day 2

Can now order from MDF
supported local suppliers

Day 2

Day 1 Day 1

Day 12

Day 20

Day 30

Can now order from MDF
supported local suppliers

1

1 1

Leather tanneries in 
Kasur quickly respond 
to the order, delivering 
leather according to 
buyer’s specifications

In order to create the first 
sample, the manufacturer 
needs to order lasts and 
moulds

Sample lasts and moulds 
are received, and a 
product sample is 
created and shipped to 
the client for approval

Once the sample is 
approved, lasts and moulds 
for the full production run 
are bulk-ordered 

After the bulk order of lasts 
and moulds is received the 
full quantity of shoes can 
be created.

The order is shipped to 
the buyer in Europe

Day 5

Moulds from: India
Lasts from: China

Moulds from: India
Lasts from: China
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The Pakistan leather sector is known for producing 

leather jackets. But entrepreneurs see more 

potential in shoes rather than jackets, bags or other 

leather accessories as shoes require less leather and, 

whereas few people buy few leather jackets in their 

lifetime, everyone needs shoes. In wealthy American 

and European markets people will buy several pairs 

of shoes per year.

But there’s high competition. China, India, Korea 

and Vietnam have captured these lucrative markets 

as they can make leather shoes quickly and at low 

costs. To compete and capture more of this growing 

market, these new Pakistani entrepreneurs need 

to make high quality, cost-competitive shoes that 

respond quickly to their buyers’ demands. 

Critically, production inputs need to be easily and 

cheaply available. If not, this creates needless 

complications and costs for shoe companies. Upon 

receiving an export order, a company would import 

a last and mould to make a sample shoe for the 

client. This usually involves several days wait. Once 

the sample is approved by the client, more shoes 

lasts and moulds are imported, with more days 

lost waiting. As a result Pakistani companies end 

up taking more days to fulfil an order than their 
competitors in other shoe producing countries. 

They receive fewer orders, do not grow and are 

discouraged from investing in the business. 

MDF has invested in partners in first-of-its-kind 
shoe lasts and shoe mould facilities that make these 

components locally. Production times can be slashed, 

and Pakistani manufacturers can compete with 

others leading to growth in factories, and incentives 

for others to invest. By growing Pakistan’s leather 

shoe industry, which employs high numbers of urban 

poor, Pakistan can provide more job opportunities 

for poor men and women.

Making shoes faster to attract more export orders
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Lessons from working in the Leather sector in 2015

Through its experiences with working with a broad range of different players, MDF has picked up some critical lessons as 
a market development facilitator this year. 

men and women. Hence leather companies can get 

more orders. 

Hiring women is beneficial for businesses in many 
ways. International customers value workplaces 

where equal opportunities are available for both 

Businesses benefit by hiring more women

Conducive work environments and support services for female workers are important 
to attract more women to the sector

Segregated work spaces and dedicated 

transportation are some of the factors that 

encourage more female employment. While 

women may need to take up work in the absence of 

these facilities out of economic necessity, their job 

retention and upward mobility is often adversely 

affected.

Opportunities for lateral and upward mobility for male and female urban workers

Upward mobility is determined not just by skills and 

experience but also by networks, connections and 

rapport with superiors, peers and subordinates. 

Women tend to socialise less on a mixed work 

floor, thus they tend to lose out on making these 
connections and in turn lose out from the gaining 

higher skilled positions.

building skills training programmes for companies, 

so that this is not simply replaced with a more 

‘traditional’ skills training (more theoretical and often 

disconnected from the actual workplace) which are 

so often ineffective.

Most skill uptake happens as workers learn 

from slightly senior workers who are situated in 

nearby workstations, and formal trainings are 

rare. This mentoring is a key aspect in this type of 

skills learning. This should be kept in mind when 

Most training happens on-the-job

Market Intelligence
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“We have one cow and several goats, the milk is not a lot. 

Most of the milk we use in the home and if there is extra 

we sell it for daily household expenses. This is how we 

make do”, said Irshad Bibi sitting in the earthen yard of her 
South Punjabi home with her family. Like many families 

in the area, they farm a very small plot of land and rely on 

milk for household consumption and extra income.

Despite being one of the most important commodities in 

agriculture, milk remains the least commercialised sector 

with most farmers without access to good quality nutrition 

for their animals, medicine and information on good 

farming practices.

MDF is working with several rural entrepreneurs producing 

silage – an innovative nutritious storable food for dairy 

animals. Through the partnership the entrepreneurs are 

making silage in quantities smallholder farmers can access. 

Silage  can be made from any type of green fodder and is 

commonly used in large-scale operations but previously 

out of reach for the average Pakistani dairy farmer. 

 “We wanted to pack silage in a way that the bale would 

be consumed within a day or two. But we were not able 

to invest in the specialised machinery such as tractors 

and tractor trolleys,” said Abou Sufyan, one of the MDF 
silage partners.  “Our business was progressing very 

slowly. Meanwhile we shared our plans with MDF and they 

responded positively.” 

In addition to selling silage, the entrepreneurs are 

working on building capacity in dairy farming households 

interested in growing their own silage by providing 

technical advice and renting out their machinery.

Feeding silage makes for healthier animals. Farmers using 

silage have reported increases in milk yields as quickly as 

one week after feeding it to their animals. This has the 

potential of increasing incomes by a significant proportion, 
given most small-scale farmers own between two to five 
animals. Farmers feeding silage to their meat animals are 

also able to earn more from animal sales after using it.

Silage: Catalysing growth in 
Pakistan’s livestock sector

Altaf Hussain a smallholder farmer from Abou Sufyan’s 

village said he used to feed his animals only fresh cut 

green fodder. “Then I saw Abou Sufyan giving silage to his 

animals, and his animals were also giving more milk. So I 

started using silage and the milk yields and health of my 

animals improved,” he said.

Women are primarily responsible for the cutting, collecting, 

carrying and chopping of all fodder and in a typical rural 

farming household, a woman spends about six hours a day 

engaged in these activities. 

It’s exhausting work, particularly during the brutal summer 

experienced in southern Pakistan. In the monsoon, 

heavy rainfall often causes water to stand in the fields, 
making work difficult and harder to spot unwelcome and 
dangerous animals such as snakes.

“When green fodder is not available, I would buy wheat 

straw or other alternatives. The milk would decrease. Now, 
when there isn’t green fodder I can buy silage from close 

by. When I started giving silage the milk increased and this 

way things are going well”, said Irshad Bibi.

Using silage saves households valuable time and effort 
spent collecting fodder, freeing up time for other income 

generating activities and reducing workloads.

With efforts increasingly geared towards creating 
awareness and availability, silage is well-poised to catalyse 

pro-poor growth in the dairy sector over the long-term.

Dairy and 
Meat



120 |     Annual Aggregation of Results 2015

Dairy and Meat

2 business innovations with mid-tier processors expanding their collection 

radius. Processors invest in extension staff reaching farmers.

Formal milk supply chain develops

Milk processors develop formal supply chain arrangements with smallholder farmers to ensure procurement of required 

quality and quantities of milk.

3 business innovations feedlots reaching small farmers, conducting 

outreach and delivering information to women.

Meat supply chain improves

Meat processors and exporters work to improve the supply chain of livestock to better enable procurement of required 

quantities and quality of livestock from smallholder farmers and increase investment in innovation and technology.

Input companies reach small farmers

Livestock farming suppliers provide access to inputs, services and information to a larger number of small farmers so 

that required quality and quantities of milk and livestock can be supplied to the developing formal domestic and export 

market supply chains.

2 business innovations with silage entrepreneurs producing smaller bales, 

and offering silage services.

We want to see small-scale livestock farmers gaining access to 

quality inputs (seeds, fodder and vaccines), services and information 

so they can supply better quality and greater quantities of meat and 

milk to formal buyers, leading to higher incomes
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40 to 55 million 
people derive a part of 

their livelihood from livestock

Women	engaged 
as primary livestock 

farmers performing animal 

husbandry tasks

75% of livestock 
farmers have herds 

smaller than five animals

Why we work here

Agriculture is a major component of Pakistan’s economy, 

and a big portion of the country’s agricultural GDP comes 

from livestock products including dairy and meat. The 

majority of livestock is held by small farmers with less 

than five animals. This translates to 40-55 million people 
dependent on livestock for sustenance and livelihoods 

as part of a mixed income portfolio. Less than 5% of 

procured milk passes through a formal market and there 

is a 3 billion litre demand-supply gap for milk which is 

likely to increase due to population growth and improving 

socioeconomic conditions. Meat production and supply 

is similarly disconnected from formal markets despite 

increasing domestic and export demand.

The sector needs to grow to keep up with the growing 

demand for fresh milk and processed dairy products in 

the domestic market, and meat for both the domestic 

and export market. Input companies need to innovate 

their distribution systems so that smallholder farmers 

have access to high quality fodder seeds, supplemental 

feeds, medicines and vaccines. Innovative products and 

services are needed that are suitable for small herds. 

This needs to be complemented with relevant, practical 

and useful information on husbandry, input use and 

animal management delivered to livestock farmers 

through effective means. The bulk of milk and meat 
supply comes from smallholder farmers, and these 

changes are essential to improve the quality of the supply 

and improve productivity. Processors need to integrate 

better with informal suppliers and smallholder farmers 

so that incentives for quality are built into the supply 

chain. Alternative finance mechanisms are needed for 
smallholders that enable them to act on these incentives 

by being able to purchase higher quality inputs. The meat 

sector needs to make investments in formal industry 

and backward linkages which are essential to increase 

processing and reach lucrative export markets. 

MDF works with enterprises to provide inputs, services and 

information to a larger number of small farmers so that 

required quality and quantities of milk and livestock can 

be supplied to the growing domestic and export markets. 

This is essential to address the growing demand for, and 

make up the shortfall in, dairy and meat production. To 

achieve this MDF is working with entrepreneurs who are 

providing nutritious fodder in a size and packaging that 

is convenient and affordable for smallholder farmers. 
MDF will diversify its partnerships in this area to work 

with companies supplying improved varieties of fodder 

seeds, supplementary feeds, veterinary medicines and 

vaccines. This will be complemented by working with 

information providers utilising innovative tools such as 

media and ICT to reach smallholder livestock farmers with 

practical, relevant information. The combination of inputs 

Our strategy
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Based on its current partnerships alone, MDF’s work in the 

dairy and meat sector will result in over USD 1.25 million 

in additional income benefitting 3,880 men and women, 

including 52 FTE jobs

and information will allow smallholder farmers to raise 

productive and healthy milk and meat animals. 

MDF also works with milk processors to develop formal 

supply chains reaching smallholder farmers to ensure 

procurement of required quality and quantities of milk. 

MDF works with enterprises collecting milk directly or 

through third party collectors who reach smallholders 

farmers at the farm gate. MDF also aims to work directly 

with third party collectors, to improve the connectivity 

between producers, informal collectors and the formal 

milk processors. This work will be complemented 

by working with support service providers such as 

transportation, cold chain, logistics and financial products.

For meat, MDF works with processors and exporters to 

improve the supply chain of livestock to better enable 

procurement of required quantities and quality of livestock 

from smallholder farmers and increase investment in 

innovation and technology. Meat processors have an 

opportunity to supply the growing domestic and export 

demand by innovating production, processing and supply 

chain. To achieve this MDF works directly with meat 

processors and exporters to improve access to export 

markets and compliance with certification requirements. 
MDF also aims to work with training and technology 

providers to establish ranges of innovative meat products 

for domestic and export markets and improve distribution 

and retailing of meat products. In order for the sector to 

mature, MDF will further work with service providers to 

establish traceability, introduce herd management systems 

and deliver information to livestock farmers through 

innovative media and ICT tools.

With this in place, MDF will work with BMOs comprising 

both dairy and meat businesses to influence the public 
sector to conduct and disseminate relevant research, and 

improve the business environment by enacting favourable 

policies.

For a more detailed look, find our strategy for this 
pathway at: http://marketdevelopmentfacility.org/content/

publication/

Sector Pathway

• Good quality inputs and services are easily 

available to smallholder farmers 

• Formal milk and meat buyers reward quality 

which encourages farmers to invest in quality 

inputs and good practices

• Public and private sectors provide information to 

livestock farmers

• Government generates relevant and updated 

research

• BMOs productively engage with the government

• The government enacts facilitative policies for the 

sector

Our Vision

• Formal processors for milk and meat are mainly 

reaching big herds

• Low productivity of meat and milk animals leads 

to shortfalls

• High quality inputs, information and services are 

not reaching smallholders

• Farmers rely on beoparis and dodhis (middlemen) 

to supply inputs and buy products. They seldom 

incentivise productivity increases 

• Exporters reluctant to invest

• Public sector research and extension is insufficient

Where we are
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In Pakistan two large milk processors and several 

medium tier processors make up the formal milk market, 

which accounts for about 5% of the total milk market. 

The supply chain for these processors goes all the way 

back to smallholder farmers, often with middlemen as 

intermediaries. Unlike the informal network of middlemen 

who operate on a margin and seldom measure or reward 

quality, formal players pay according to quality, hence 

incentivising farmers to invest in their herds and to 

consider their livestock rearing as an enterprise. Until 

now, only the big processors have been directly reaching 

smallholder farmers and offering them information 
through their extension staff. The medium and small 
tier processors have largely been reliant on informal 

intermediaries for milk collections, which has implications 

for the quality of milk collected. 

With MDF’s assistance, medium-tier milk processor 

Shakarganj	Food	Products, has expanded its milk 

sourcing radius and set up an extension service. The 

company set up 30 milk collection centres in rural South 

Punjab, with each milk collection centre able to service 

two to three villages. In 2015 the company established 

its extension system and it is already reaping benefits in 
terms of the quantity and quality of milk sourced. The 

company realised that even with an expanded collection 

radius, a majority of its supply comes through dodhis. 

Unlike the extension services offered by big players, which 
are only offered to their direct suppliers, Shakarganj 
included the network of indirect suppliers and dodhis in 

its extension network. Their extension staff is providing 
information on disease prevention and treatment, 

nutrition and good husbandry practices to dodhis and all 

farmers in the vicinity. This has helped Shakarganj gain 

more suppliers, and induced productivity and quality gains 

for the farmers, again boosting the company’s milk supply.

Beyond milk sourcing, further developments in the supply 

chain are needed, particularly in reaching women farmers 

and dairy farmers in Khyber Pakhtunkhwa and Sindh 

provinces. In this sphere, to improve access to inputs, 

MDF adopted a multi-tiered approach to popularise silage 

among smallholder livestock farmers. Silage, a fermented 

fodder, has the benefit of being storable and thus available 
in seasons where no other fresh fodder is available. In 

Pakistan it is usually made in 300 kg or 1 tonne bales, 

a size that is neither affordable nor convenient for 
smallholder farmers to purchase. As a result, smallholder 

farmers either rely on nutritionally empty roughage or 

expensive formulated feed to get through the fodder-

less seasons. This decreases the weight of the animal, its 

dairy productivity, as well as its reproductive potential. 

Through collaboration with international hybrid-corn 

company Pioneer	Pakistan	Seeds, MDF supported four 

rural entrepreneurs to set up a small bale (60kg) silage-

making facility. MDF also supported the entrepreneurs 

in outreach, as silage is a new product for smallholder 

farmers. The response from the market has been positive. 

Some entrepreneurs have even diversified their business 
and are now providing silage making services to farmers 

in the area via machinery rentals to farmers and guidance 

and advice to ensure good quality silage is produced. 

Apart from directly working with entrepreneurs, MDF has 

continued its advocacy for small-bale silage across the 

sector. MDF initiated discussions with Engro	Foundation, 

the corporate social responsibility (CSR) wing of the milk 

processing company Engro Foods, about the under-

served small-bale silage market, prompting the company 

to launch a silage project of their own. Engro Foods has 

been observing the business model of MDF-supported 

entrepreneurs, and is now testing several different silage 
distribution models in rural Sindh. In the same vein, MDF 

has been in regular discussions with Cattlekit, a local 

vendor for Turkish-made agricultural machinery. Cattlekit 

has started importing silage balers as a result of its greater 

interest in servicing the smallholder market with 60 kg 

bales. The awareness of farmers about silage is growing 

concurrently with the interest of entrepreneurs in this 

business. MDF will continue its work on silage by scaling 

the uptake. Improving access to other inputs and services 

also remains on the agenda. 

The formal meat sector in Pakistan is underdeveloped 

compared to the dairy sector. Only a few formal feedlots 

exist in the country that properly raise and feed-finish 
meat animals. With MDF’s support Oasis	Feedlots has 

expanded its capacity and established backward linkages 

that will enable the company to source animals directly 

from livestock farmers. Oasis is involving female extension 

workers in its sourcing which will enable the company to 

reach women livestock farmers. A similar partnership with 

MeatTech, one of the first feedlots of the country, has 
yet to take off due to management priorities, and will be 
assessed in the coming year. MDF will continue investing 

in innovative processors, along with working with service 

providers to develop the fledgling meat sector in Pakistan.

Where we are in 2015
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PROGRESS WITH OUR PARTNERS IN 2015

PARTNERSHIPS PROGRESS IN 2015

Shakarganj	Food	Products

Expanding milk collection and providing information on improving quality of milk for 

small-scale dairy farmers. 30 Farm Cooling Tanks (FCTs) are operational and collecting, on 

average, 800 litres of quality chilled milk per FCT per day. Training on animal husbandry 

and health is ongoing. Veterinary assistants provide regular services to farmers selling 

directly to the FCT as well as farmers selling through middlemen.

Silage entrepreneurs 

supported	by	Pioneer	
Pakistan 

The first commercially produced small bales of silage were introduced with information 
services on the benefits of silage to small-scale farmers. Silage-making machinery is 
operational for four partner entrepreneurs, and three started sales from July 2015. Silage 

information seminars were initiated by all entrepreneurs. Two entrepreneurs are renting 

out machinery and providing services.

MeatTech

Developing an organised supply chain for meat export with dedicated female extension 

services providing information on calf-rearing practices to farmers. Activities are on hold 

due to changes in management structure. The partnership is to be re-negotiated once 

management stabilises.

Oasis	Feedlots
Expanding feedlot capacity, improving management and developing backward linkages 

with farmers to ensure meat traceability and a consistent supply of quality animals. 

Construction is ongoing and outreach at village level for purchasing animals has started.

Engro	Foundation
The CSR wing of Engro Foods, one of the big milk processors is sharing information and 

collaborating to improve access to silage for smallholder farmers.

Who we’re working with
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MDF in Dairy and Meat
How it works

Dairy farmer

Each individual 
dairy farmer 
produces a small 
amount of milk, 
which is sold to 
middlemen who 
collect milk from 
a number of 
farmers. 

Chilling & storage 
infastructure 
allows the milk 
to be packaged.

Packaged milk means the 
high quality product is 
able to reach stores and 
markets further away.

Milk collection centre

New milk collection centre 
pays a premium to farmers 
close by, encouraging farmers 
to sell directly. 

Distant farmers use
the middleman 
service to get their 
milk to the centre.

The centre lab-tests for quality, 
paying higher prices for quality 
milk.

Visiting vet

Vet services & farmer 
training increases animal 
welfare & health, and 
product quality.

Teahouses & 
informal markets

Sales are 
volume-based, so 
middlemen sometimes 
water down milk to 
increase volume.

Lack of chilling and 
distribution infrastruc-
ture means milk can 
only be delivered to 
markets close by.

Before MDF After MDF intervention

Middlemen

Middlemen sell the 
collected milk 
direct to teahouses 
and informal 
markets. Lack of 
quality testing 
provides no 
incentive to 
increase quality.

QUALITY:

QUALITY:

FARMER EARNINGS:

$

QUALITY:

FARMER EARNINGS:

$ $
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Step 1: Understand the supply chain. Pakistan has 

a large population of dairy animals and millions of 

smallholder farmers who get their primary income 

from milk sales. Due to a lack of access to formal 

markets, smallholder farmers sell to middlemen who 

collect milk from the farm gate. Even when they are 

located closer to formal markets, the low quantities 

of milk per farmer often means it is not worth the 

four to five kilometre walk to sell it, so farmers prefer 
to sell to middlemen.

Step 2: Understand the incentive structure. Apart 

from collecting milk from the farm-gate, middlemen 

offer a variety of benefits such as advance payments 
in case of emergencies, and delivery of animal 

feed and household groceries. Most of the milk 

collected is sold to informal markets located 

close by, comprised of local sweet and tea shops. 

Middlemen buy based on volumes and do not have 

the necessary measures in place to test quality. This 

means both farmers and middlemen are incentivised 

to adulterate milk by mixing it with water to increase 

the volumes. 

Step 3: Locate the bottleneck. The demand-supply 

mismatch is a result of poor access to markets and a 

lack of incentives to sell high quality milk.

Step 4: Set up markets in underserved areas. MDF 

partnered with Shakarganj to set up collection 

centres in the underserved dairy belt of South 

Punjab, equipped with the right chilling and testing 

facilities. To enable farmers to produce high quality 

milk, each cluster of collection centres is served by 

a veterinary assistant, and regular farmer training is 

held on good animal health practices. 

Step 5: Correct the incentive structure. Since 

milk is sourced based on quality, both farmers 

and middlemen are incentivised through a price 

premium to change practices. Farmers located in a 

three kilometre radius benefit from price premiums 
obtained from direct sales. Those located further 

away also benefit from the premium passed on by 
middlemen to secure the relationship. Both sets 

of farmers benefit from free veterinary assistance 
that they previously had to pay for. As a result, 

Shakarganj gets the quality and quantity it requires, 

and farmers are able to increase their household 

incomes.

How do we enable dairy processors to source more milk that also meets 

quality standards?
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impact reported is coming from their collection 

in under-served markets. It has contributed to 

significant increases in sourcing of higher quantities 
of improved quality milk, and farmers have had 

significant improvements in income as a result 
of premium prices in newly developed markets. 

Hedging bets against what is tried and tested 

can lead to missed opportunities for improved 

profitability and market share.

Southern Punjab is a thriving dairy belt with 

thousands of dairy farmers, yet large portions of it 

remain untapped by dairy processors who prefer 

to source from belts closer to developed markets. 

Through our partnership with Shakarganj, the 

company set up collection centres in the under-

served area of Cholistan. The logic behind the 

partnership was to develop a mixed model of setting 

up collection centres in developed and under-

developed markets to mitigate risk, but the largest 

Perceptions surrounding what is profitable often impede innovation 

Small-holder farmers are savvy businessmen 

Much like most businesses, farmers assess the 

costs and benefits of ventures into new products. 
Partnership design regularly falls prey to under-

estimating the business acumen of small-holder 

farmers, but our assessments from the previous 

years have revealed that where farmers experience 

tangible benefits to using new and innovative 
products, they will go so far as to innovate on its 

usage. 

For example, we partnered with rural entrepreneurs 

for the production and sales of small bales of 

silage. What we have found is an increased demand 

from their customers for technical assistance and 

machinery rental from farmers to grow their own 

silage to make it more cost effective for themselves. 
Intelligent market triggers can lead to positive organic 

innovations.

Good experience can persuade even small farmers to make heavy investments

When dealing with rural smallholder farmers, a 

traditional development sector go-to is holding 

farmer days and seminars for information 

dissemination. MDF’s last year of practice revealed 

that, unless these seminars are layered with repeat 

messaging, adoption of improved practices will not 

be achieved. Low-cost ads developed on mobile 

phones and aired on local cable networks have 

resulted in significant expansion of the customer 
base; setting up a flex advertising sales of silage 

has resulted in greater inclusivity of small farmers 

interested in selling their maize for silage production; 

and home visits by veterinary assistants has led 

to the adoption of disease prevention measures 

that previously plunged farmers into poverty. 

Information delivery methods are complex and 

unfold in unexpected ways. Lack of adaptation in 

partnership design through effective feedback loops 
will compromise potential impact.

Lessons	from	working	in	the	Dairy	and	Meat	sector	in	2015

Through its experiences with working with a broad range of different players, MDF has picked up some critical lessons as 
a market development facilitator this year. 

Market Intelligence
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Women’s Economic 

Empowerment in Pakistan

WEE in Pakistan is not easily generalised – the landscape 

is diverse, and the picture looks enormously different 
depending on the region. In the northern most part of 

Gilgit-Baltistan, women are commonly found to be lead 

farmers, making independent decisions on produce 

sales, making their own trades, and running their own 

farmer and savings groups. In contrast, in Sindh in the 

South, sharecroppers’ wives are hired as labour for chilli 

harvesting, but most major farm decisions are made by 

the landlord. The regional diversity is important when 

determining what key leverage points to work with and 

what incentives exist when promoting empowerment in 

this sphere. For example, the ‘lead’ women entrants to 

formal employment may do so when driven by economic 

necessity, but they are more comfortable to do so when 

they have secure segregated work spaces e.g. women-only 

work floors, transportation and dining areas. With such 
spaces, they are free to learn new skills, socialise and build 

networks, and seek upward mobility without fear of even 

subtle forms of harassment. Over time this will encourage 

other women to join the workforce.

Despite the variation described above, more often than 

not, WEE in Pakistan is about carving out new spaces for 

women; spaces for them to work in, spaces for them to 

gain the information they need, to trade in, spaces for 

them to become visible or voiced economic actors in 

an environment where they are sufficiently supported. 
Women in Pakistan offer considerable untapped potential. 
The education level of women has increased significantly 
over the past decade as female enrolment rates are 

catching up with male rates, and they play a wide range of 

roles in the agricultural sector. Much of MDF’s work in WEE 

in Pakistan involves carefully assisting women to enter into 

a new or improved economic realm while keeping in mind 

the social transitioning that this entails. 

MDF’s strategy for working in each of the sectors is 

explained below.
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More women will have the opportunity to gain 

employment in factories as well as be able to receive 

training and build their skills, resulting in greater 

upward mobility in working conditions that are suitable 

for them in the Leather sector, with MDF and its 

partners’ assistance.

MDF’s work with input companies Intra-Systek shoe 

lasts and Tabraiz moulds is creating more employment 

opportunites for women and men in footwear factories.

Next year MDF aims to work with different footwear and 
finished goods manufacturers to ensure that employment 
generated is inclusive of women and that workplace 

conditions are comfortable for women and aid their skills 

upgrading and upward mobility.

MDF is in discussion with potential partners to set up 

women’s-only stitching lines and segregated facilities as 

women are more comfortable working in a dedicated 

facility which allows them to learn new skills from peers. 

This aids their upward mobility as they are less fearful of 

being harassed by male colleagues.

In Pakistan’s Horticulture sector, MDF is seeking to 

ensure women have regular access to information on 

yield-increasing practices, can manage their workloads 

better and, where women are responsible for sales, 

they can access a higher number of buyers. Female 

workers should also be able to access more jobs in these 
processing facilities.

Apricot processor in Gilgit-Baltistan, Organo Botanica, 

has provided premium prices to its farmers, of which 

more than 90% are female, as well as providing seasonal 

employment to women. To reduce the workload of these 

female farmers, work is underway to set up large dryers 

which will drastically cut down time and effort involved in 
organic drying. Other partners in the region, Mountain	
Fruits Corporation and Hashwan	Dry	Fruit	Traders, will 

provide similar benefits to other female fruit farmers.

In Chitral, Magnus	Kahl	Seeds is sourcing onion seeds 

from farming households resulting in higher incomes 

for women as household decision-making is held jointly 

by men and women in this area. More interestingly, the 

partner has encouraged women to sell onion bulbs to 

them – an innovative activity in the area. In 2016, further 

training and outreach activities will be conducted to entice 

more women to produce onion bulbs and to teach them 

yield-enhancing tips. The partner also hired a female 

intern last year which led to three more women expressing 

interest and gaining employment on daily wages at the 

facility. The original intern has been given a permanent 

position.

The partnership with	National	Foods in Sindh increases 

chilli yields, where women are employed for harvesting. 

Another upcoming partner in Baluchistan, Baloch Hamza 

Dates, is exploring the potential of employing women at 

its processing facility.
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MDF is looking to improve Women’s Economic 

Empowerment in the Dairy-Meat sector, where women 

perform key roles in animal husbandry on farms, by 

ensuring they have better access to information on 

improved practices, yield enhancing inputs, pricing 

information, among others.

Women are often invisible actors in Dairy-Meat, being 

involved in animal husbandry tasks, but being divorced 

from information provision and market transactions. 

Impact assessments carried out for milk processor 

Shakarganj revealed women are involved in animal 

husbandry practices in over half of the households. 

Information provided by male extension workers to men 

is transferred to women in approximately 42% of the 

households, leading to changes in practices and higher 

yields. A few female-headed households also have women 

directly selling milk at the collection centres set up. 

Further, decision making over most household expenses 

is carried jointly by men and women, leading to increased 

income to spend for these women as a result of yield 

increases.

To increase direct participation of women in information 

sharing and market transactions, MDF is working with 

Oasis	Feedlots	to conduct dedicated training exclusively 

for female meat farmers. These trainings will be reinforced 

by the presence of female extension workers in the area, 

who will provide the farming household with pricing 

information for meat animals. In turn, these female 

extension workers will earn a commission for each meat 

animal transacted.

Based on its current portfolio of partnerships, MDF in Pakistan 

aims to benefit 7,010 women producers, farmers, entrepreneurs, 

labourers, workers, consumers and family members
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Some leather factories are able to hire women in 

a mixed gender environment, and claim that the 

women feel comfortable. However these conditions 

are often not conducive for the growth of women. As 

much of their training and learning happens on-the-

job, women are unable to pick up new skills as they 

are hesitant to talk to their male co-workers on the 

floor. They are also unable to socialise and develop 

Create safe spaces for growth and confidence building 

networks with supervisors, peers and subordinates, 

which are important factors influencing promotion. 
Some women have said they are reluctant to speak 

up or assume a supervisory position as they are 

scared of being harassed by even junior employees. 

These factors mean dedicated facilities are essential 

for guaranteeing upward mobility of women.

Perceptions of decision making may differ from reality 

When first prompted, women and men often state 
that men have all the decision making authority in 

the household when this may not be the reality. The 

response may be to give the perception the men are 

the head of the household as dictated by traditional 

norms and to avoid embarrassment for men. In 

some areas women may on the surface appear to 

be completely divorced from the farm transactions, 

however dynamics inside the household are more 

complex. Even in the poorest households, women 

may state they have insufficient income to save or 
that savings and borrowing decisions are controlled 

by the men, but then they reveal that they have been 

saving up e.g. for their daughters’ marriages, showing 

that they do have independently controlled money. 

Women may also spend money on buying small 

items for their daughters’ daily use, which fathers 

would not have an interest in doing.

The devil is in the details 

Determining decision making is not as simple as 

asking people whether they ‘have a say’. It is often 

far better to give a woman space to talk through the 

details of a decision made, even if she is not directly 

engaged in generating income. Her knowledge about 

issues related to the decision can help assess her 

involvement in that decision. For example, if she says 

that School A charged Rs 300 and School B charged 

Rs 500 per month, but School B is closer to home 

and thus safer for her girls to walk to, this adds to 

the picture of her importance in reaching decisions. 

A lot can be learnt about how she gets information 

if she can explain e.g. that her sister-in-law living 

in the city told her that produce sells at Rs 60 per 

kilogram, while her women neighbours tell her that 

her husband sells his farm produce at Rs 40 per 

kilogram this shows a strengthening of her position 

in the decision making dynamics by bringing critical 

information on pricing into the house. Women do not 

function is silos, where they do not discuss the men’s 

income with other women, so these details must be 

probed for.

Women’s timetables need to be considered when scheduling farmer training 

Enabling women to attend farmer training is a 

challenge. It is not only an issue of male family 

members not granting permission; several other 

factors come into play, such as, whether the women 

have enough time after doing household chores to 

attend. Women have frequently demanded training 

close to their houses, they prefer it to be held in 

the morning when the children are at school, and 

not in the afternoon when the children return for 

lunch. Women are concerned about the frequency 

and duration of training activities. One-off activities 
are easier to attend and they should not be of a long 

duration. Women timetables need to be considered 

when scheduling activities.

Women’s Economic Empowerment tips from Pakistan
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Currency

PNG Kina (PGK)

Poverty 

39.9%
(% of population under 

the national poverty line)*

GDP

$20 billion

GDP Growth

9.9%

145 out of 189 (2016)

Ease of Doing Business Index Human Development Index

158 out of 188 (2015)

Major Industries

Agriculture & Fisheries, 

Mining, Oil and Gas, 

Manufacturing, Tourism, 

Services

Quick

Facts

Language

English, 

Tok Pisin, Motu

Main Cities 

Port Moresby (capital),
Lae, Madang (Momase),
Mt. Hagen (Highlands),

Kokopo (New Guinea Islands)

Population

7.6 million
87% in rural areas

Terrain
Tropical climate, 

mostly mountains 
with coastal lowlands 
and rolling foothills

PAPUA NEW
GUINEA

Gained Independence

Current Prime Minister: Peter O’Neill

1975 South eastern part was former British colony until 1906, 
the Eastern part was a former German colony until 1914.
In 1945 became The Territory of Papua and New Guinea

under the Government of Australia. Full independence in 1975.

Agriculture

Inputs

Services

Tourism and

Hospitality

ICT and

Logistics

Local Value

Addition

Daru

Kerema

Port
Moresby

Samarai

Lae

Goroka

Madang

Kavieng

Rabaul

Kokopo

Kieta

Vanimo

Sepik

Wewak

Mt. Hagen

Papua

New

Guinea

MDF Sectors: Emerging Industries
and Services

MDF is focusing in PNG on four emerging industries and 

services that help improve access, reduce the costs involved 

in connecting demand and supply, preserve quality, and in 

particular cases, increase the safety and mobility of women. 

MDF will also focus on industries and services that will benefit 
and reinforce better connections all of which generates local 

employment and income earning opportunities. 

MDF’s focus in Papua New Guinea

* World Bank online databank – poverty headcount ratio at National Poverty Line, 2009 data
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MDF INTERMEDIARY HEADLINE AND HEADLINE RESULTS - COUNTRY ESTIMATES 

PAPUA NEW GUINEA

Papua New Guinea results estimates  

Effective outreach including jobs 8,040

Additional jobs (FTE) 315

Additional income (effective outreach 
including jobs) (USD) 

642,000

Value of additional market transactions 

(USD)
1,400,000

Private sector investment (USD) 690,000

Implementation window 2015-2017 (2 years)

What we are expected to achieve by 2021

 (with additional partners on board)

With all partnerships on board, by 2021 MDF’s work will result 

in over USD 0.64 million in additional income for 8,040 men 

and women, including 315 FTE jobs, benefiting over 25,730 

household members*

* For definitions on MDF’s indicators and overall monitoring and results measurement system, please go to http://marketdevelopmentfacility.org
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MDF in Papua New Guinea

Papua New Guinea’s economy, the largest in the South 

Pacific island group, is fuelled by its lucrative yet volatile 
extractive industries, predominantly, liquefied natural gas. 
The traditional export sectors of palm oil, copra, cocoa and 

coffee offer a degree of diversification but they are subject 
to highly fluctuating international prices. While these 
sectors will continue to form the core of the country’s 

income stream, long-term inclusive growth and stability 

needs to come from a diversified economic base that can 
offer jobs and income for the wider population. 

Fortunately, Papua New Guinea’s abundance of extractive 

industry exports does not represent its only opportunities. 

The country has a wealth of relatively untapped high-

grade raw materials such as cocoa and fish that have 
the potential to be processed into value-added goods, 

but are currently exported in their raw forms. Similarly, 

there is a large quantity of agricultural and horticultural 

production that never leaves farms. The vast, spectacular 

natural landscape has great potential to become a popular 

adventure travel destination. These opportunities offer 
potential for more inclusive growth in the longer term.

Businesses see the opportunities, but they are held back 

by common constraints. At the start of the production 

chain, farmers are constrained in that they cannot get 

products to markets competitively or at the right quality; 

there is a need for inputs such as labour saving, cost 

saving, resource saving, and waste saving products 

(included under input services). At the processing and 

value addition stages are the high cost and inefficiencies 
related to connectivity, both physical e.g. lack of supportive 

infrastructure such as roads, and non-physical such as 

communications. The same is true for tourism where 
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We want to see Papua New Guinea’s agricultural produce 

reaching urban markets via suitable, affordable product and 

service delivery models offered by local providers

We want to see businesses producing local products and 

services that can compete against imports and offer new 

export opportunities leading to a broader and more inclusive 

economic base

tourists face difficulties accessing sites and getting 
information about them. This lack of connectivity across 

the board leads to isolated markets where conversations 

between market actors are prohibitively expensive, as are 

transactions; products are grounded on farms and raw 

materials are unprocessed; and workers are unable to 

reach employment centres cost effectively.

MDF sees this as an interconnected sphere of work where, 

to enable the sparks of opportunity in Papua New Guinea 

to light and to build a stable foundation for broader, 

inclusive growth, MDF will work to support Local Value 

Addition, Input Services and Tourism and Hospitality falling 

under the overarching banner of Emerging Industries and 

Services, with a focus on Logistics and ICT. The strategy for 

this work is summarised per area below.

Input Services

Local Value Addition

With a high amount of produce left on farms due to 

the ineffectiveness of connectivity between farms and 
demand centres, there is scope to work with inputs and 

logistics providers, and traders to improve the timeliness 

and quality of inputs delivered to growers and, ultimately, 

the timeliness and quality of produce from growers to 

markets. MDF will work on improving the quality of inputs 

farmers are able to access, the timeliness of input supplied 

via improved distribution of seeds and improved demand 

forecasting of product availability in a cost effective 
manner that provides new, affordable and appropriate 
options for farmers. In certain cases, where appropriate, 

this will also look to bring about productivity gains for key 

crops. In other cases, this will involve addressing losses in 

labour, time, cost and wastage e.g. around the timeliness 

of picks ups, cold storage at site and other infrastructure 

support to reduce costs and losses. These are potential 

areas of support.  

MDF will work to encourage the localisation of products 

and services in areas where there is good potential to 

compete against import products e.g. by producing bulk 

items locally such as beverages, paints, prefabricated 

building materials and water tanks. Businesses can 

leverage off the cost-advantage of local production, 
compared with high import shipping costs for such 

items thereby offering more competitive alternatives to 
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We want to see more tourists visit Papua New Guinea in 

an inclusive manner whereby local products and services 

providers can benefit and put more money into the local 
economy

Tourism and Hospitality

consumers. There is also potential to develop fast moving 

consumer goods in general, and more specifically, to 
develop fast moving ‘local’ consumer goods i.e. that take 

into account local preferences that are better understood 

by local providers who can potentially adjust products, 

such as snacks and personal care products, accordingly. 

Another sphere that could be targeted at local and export 

markets involves building on the premium quality natural 

resource products available in Papua New Guinea and 

adding value to these for in-country and export markets 

with sufficient care so as to compete against similar 
international products. For example, much more can 

be done with one of the country’s key export products, 

raw cocoa, which is of a very high grade. Local chocolate 

producers with the ability to create high quality products, 

but which have a small production base, and international 

producers with established connections to international 

markets, but have no local production base may be 

supported to expand local production. MDF will seek 

to work with other similar value addition options e.g. 

supporting industries involved directly in tuna or meat 

canning. 

In terms of import substitution, much of this diversified 
growth can initially leverage off the wealth injection 
provided by the extractive industries. While much of 

the profit from extraction is funnelled back into the 
government, a sizeable portion has made its way into 

furthering the growth of the more established local 

businesses and fostering a growing middle class. This 

consumer group has growing needs for products and 

services, but local businesses have not been able to grow 

and match these demands in-country even where the 

local environment offers favourable conditions and the 
potential for competition with imported goods. As a result, 

the middle class and established businesses have grown 

to rely heavily on imports of products that could be locally 

produced. 

Providers will need to establish strong links to export 

markets to grow the opportunities that exist beyond the 

country’s borders. MDF will act on opportunities on this 

front as they arise. 

Similar to local value addition, there is potential to grow 

and localise many elements of the hospitality and tourism 

markets. MDF’s work in tourism and hospitality will help 

businesses initially cater predominantly to two different 
client bases – in hospitality, primarily to business visitors, 

expatriates and the middle class, and in tourism, to the 

niche but inclusive and growing adventure traveller 

market. Both of these are growing areas where there 

is advantage in providing home-grown services and 

products. 

In terms of hospitality services, there is potential to 

localise hair dressing salons, spas, maid and other services 

assuming potential clients go elsewhere (overseas) or use 

small niche operators that are over-stretched if they exist 

at all. In time, the hospitality market could grow from its 

largely local client base and expatriate business clients to 

be positioned, in some areas, to serve tourism clients e.g. 

event planning specialists might capitalise on hospitality 

and tourism clients. 

Tourism would grow from the small adventure tourism 

market, which would have a wide income multiplier 

effect on communities which provide food, transport, 
handicrafts, entertainment and other products and 

services to the industry. The adventure tourism market 
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is niche and relatively high end (and high margin). There 

are unrealised opportunities from cruise ships which 

dock in Papua New Guinea but do not allow passengers 

to disembark due to the lack of accommodation, activity 

and tourist shopping options, and safety concerns. 

Activity options also offer great opportunities e.g. the 
Kokoda trail receives up to 6,000 visitors per year and, 

while the trekking services are well organised, there are 

few other activities available for them, limiting the gains 

in this area. Other growth areas might include diving 

and cultural attractions building off Papua New Guinea’s 
unique heritage. More needs to be done to improve tourist 

information and to work on the image of the country as 

a tourist destination; which is almost overwhelmingly 

negative.

We want to see greater connectivity in the business 

environment via diversified services catering to a broader 
client base and leading to improvements in the speed and 

cost-effectiveness of connectivity

Connectivity

Cutting across all of the areas presented above – one 

of the core reasons for the underdevelopment of these 

markets is that the overlying service support market does 

little to ease business interactions. Most problematically, 

what almost all businesses in Papua New Guinea face 

is a lack of connectivity, both in terms of physical (e.g. 

infrastructure and transport provision) and non-physical 

(e.g. information and communications technology based). 

This is a cyclical problem - set-up costs for connectivity 

providers are costly and complex due to difficult logistics 
– so only a limited number of providers enter the 

market, creating a monopolistic market structure. This 

is reflected in the rates charged to consumers and the 
lack of diversity in services and coverage available. The 

lack of good road connectivity in particular hampers this 

even further. Overall, this lack of connectivity across the 

board leads to isolated markets where even conversations 

between market actors, let alone actual transactions, are 

prohibitively expensive, where products are grounded on 

farms, raw materials are unprocessed, and where workers 

are unable to reach employment centres cost effectively.

MDF’s work in the connectivity market can be split into 

two spheres – physical connectivity (e.g. infrastructure 

such as roads, transportation provision), and non-physical 

connectivity (e.g. communications) – and there is a strong 

interplay between the two.

The lack of physical connectivity in Papua New Guinea 

means products and services are - at best - being devalued 

due to delays and - at worst - being entirely stifled from 
developing at all. For example, significant post-harvest 
losses are incurred due to insufficient truck services 
getting produce to market, and from getting time-

sensitive inputs to producers. MDF plans to work on this 

from multiple angles – from better utilisation of existing 

transport provision (i.e. trucks which are improperly filled), 
better journey demand forecasting (i.e. improving journey 

management plans), to better enabling the wider service 

support markets to mitigate for the slow connection – e.g. 

by fostering cold storage facilities, which are completely 

absent from many key production areas, or improving 

packing, and in-time management of inputs ready for 

agricultural and market seasonality. Similar transport 

restrictions also limit the connectivity of people, in 

particular the lack of safe transport limits women’s ability 

to engage as employees and thus limits local business’ 

hiring base and access to skills. MDF is seeking to work 

across these spheres.

Improvements in non-physical connectivity 

(communications) mean both improving the cost 

effectiveness of the information provision - a more difficult 
and long-term goal – and also diversifying products and 

services on offer. The latter should, by leveraging off the 
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large, untapped customer base, achieve better economies 

of scale, in turn improving cost-effectiveness. And there 
are lots of opportunities for broadening service offers 
- for example, given Papua New Guinea’s rough terrain 

and lacking road connectivity, services that are either 

sporadically and infrequently provided in-person, or not 

provided at all, such as agricultural information, might 

well be more effective if provided via phone services. 
This would, in turn, offer a broad client base for telecoms 

providers, thus expanding their long-term growth base 

away from the soon to be saturated urban markets. In 

this manner, communications connectivity can solve some 

physical service connectivity problems. Other examples 

of this include solving issues associated with the physical 

transportation of money (in an environment that is highly 

cash based yet security hampered) by broadening the 

scope for electronic banking.
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SRI LANKA
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Currency

Sri Lankan Rupee

Poverty 

6.7%
(% of population under

the national poverty line)*

GDP

$78 billion

GDP Growth

4.5%

107 out of 189 (2015)

Ease of Doing Business Index Human Development Index

73 out of 188 (2015)

Major Industries

Tourism, Agriculture,

ICT, Apparel

Quick

Facts

Language

English, 

Sinhala, Tamil

Main Cities 

Colombo (capital),
Jaffna (North), 

Kandy (Central), 
Trincomalee (East)

Population

20.5 million
(2013), 81% in rural areas

Terrain
Tropical monsoonal 

climate, low flat 
terrain with 

mountainous interior

Gained Independence

1948 Former British colony until 1948,then 
became the autonomous Dominion 
of Ceylon until 1972. Civil war: 1983-2009 

Current President: Maithripala Sirisena. Current Prime 
Minister: Ranil Wickremesinghe.

SRI LANKA

Sri Lanka

Batticaloa
Matale

Kandy
Kalmunai

Batugade

Hambantota

Matara

Galle

Colombo

Negombo

Chilaw

Batugade

Mannar Pulmoddai

Jaffna

Puttalam

Kirindi
River

Laklo
River

Yan
River

Kala
RIver

Trincomalee

MDF Sectors: Tourism and Related Sectors

Tourism
Sri Lankan

Made Goods
Digital

Capability
Business Activity in
Lagging Regions

▪ Encouraging diversification of tourism in Sri Lanka: Supporting tourism

product development, promotion, better access to locally made products and

increasing connectivity to community/experiential tourism providers.

MDF’s focus in Sri Lanka

* World Bank online databank – poverty headcount ratio at National Poverty Lines, 2012 data

▪ Stimulating business activity in lagging areas: Supporting, establishing and promoting growth of business and

entrepreneurship in certain regions – particularly those affected by the civil war.

▪ Improving ‘Sri Lankan-made’ products for international consumers and markets: Supporting the growth of high quality

products (such as horticulture and aquaculture) for international markets to bring in much needed export revenue for the

country - reinforcing perceptions of Sri Lanka as a dynamic destination with a rich heritage and good quality of products

and services. Creating better information flows to farmers and improving backward linkages for better market access for
companies and reduce post-harvest loss.

▪ Supporting Sri Lanka’s digital capability: Targeting niche opportunities, promotion, product development, access to

better HR skills and a more conducive business environment for international visitors and customers. They require a

range of information based products that can be catered by the local ICT industry in Sri Lanka.
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(% of population under
the national poverty line)*

(2015) (2015)

(capital)
Jaffna (North)

(Central)
(East)

(2013), 81% in rural areas

Tropical monsoonal 
climate, low flat 

terrain with 
mountainous interior

Former British colony until 1948,then 
became the autonomous Dominion 
of Ceylon. 1983-2009

Maithripala Sirisena.
 Ranil Wickremesinghe.

Business Activity in

MDF INTERMEDIARY HEADLINE AND HEADLINE RESULTS - COUNTRY ESTIMATES 

SRI LANKA

Sri Lanka results estimates  

Effective outreach including jobs 25,090

Additional jobs (FTE) 2,040

Additional income (effective outreach 
including jobs) (USD) 

1,524,000

Value of additional market transactions 

(USD)
2,754,000

Private sector investment (USD) 918,000

Implementation window 2015-2017 (2 years)

What we are expected to achieve by 2021

 (with additional partners on board)

With all partnerships on board, by 2021 MDF’s work will result 

in over USD 1.52 million in additional income for 25,090 men 

and women, including 2,040 FTE jobs, benefiting over 48,930 

household members*

* For definitions on MDF’s indicators and overall monitoring and results measurement system, please go to http://marketdevelopmentfacility.org
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MDF in Sri Lanka

Sri Lanka has performed impressively in recent years. 

Its GDP is growing at an average of around 6.68%, with 

inflation at 3.3% in 2014. Its poverty rates have declined 
from 22.6% in 2002 to 6.7% in 2012-13. It ranks 73rd in 

the Human Development Index compared to 130 and 

142 for its neighbouring countries, India and Bangladesh 

respectively. Despite this promising scenario, there are 

underlying concerns of how sustainable and inclusive this 

progress is.

Within the Sri Lankan economy there is high level of 

income disparity; while poverty incidence is declining, 

a third of the population remains vulnerable to income 

shock and lives very close to the poverty line. With the 

end of decades-old conflict, efforts on reconciliation are 
in place, but these need to be maintained and intensified. 
The rising trade imbalance (negative USD 8 billion) poses 

serious risks in terms of sustaining growth. Efforts in 

looking outwards or towards import substitution need 

to be actively pursued. Private sector investment is at 

20% but needs to increase to achieve the government’s 

target of 35%. Women’s participation in the labour force 

is fairly low (half that of men’s participation) in sharp 

contrast with their high participation in graduate and 

post-graduate study. There are many constraints leading 

to this lack of resource utilisation: women’s inability to 

access opportunities, networks and markets, and time 

poverty around competing paid and unpaid workloads. 

These are compounded by a lack of organisational norms 

and corporate practices that could be improved to ensure 

the right form of supportive environment is created 

(e.g. flexible hours and day care facilities for children). 
To address these challenges, Sri Lanka needs to look 

outwards (i.e. become export oriented) and become more 

inclusive for rural and urban Sri Lanka. This will help 

increase productivity and income and employment for 
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instead of focusing only on the traditional hotspots in the 

central and south provinces. The growth opportunities 

can be connected to potentially more service and activity 

providers; arrival and spending opportunities for tourists 

on Sri Lankan-made products can be enhanced. 

Within the tourism sector, looking at the sphere of product 

development and promotion, discussions are ongoing with 

some of the large inbound operators on how to better 

target high end tourists and other emerging markets (via 

better websites and familiarisation tours), getting more 

presence on social media platforms in various areas of Sri 

Lanka, and working with key government tourism agencies 

to help promote regions of the country to the European 

market. 

Tourism is a sector with significant growth and poverty 
reduction potential. The number of tourist arrivals, now at 

1.79 million people per year, has been showing an upward 

trend since the end of the conflict in 2009 (when it was 
only 0.44 million). The government has very ambitiously 

targeted 2.2 million by 2016. Direct GDP contribution from 

tourism stands at 4.8%. The major constraints impinging 

on this sector include inadequate integration of hotels 

and resorts with activity providers, low skills of staff and 
providers, poor travel information and booking services, 

and inadequate product development and promotion. 

The government has placed emphasis on tourism and 

is taking the lead on creating the Sri Lankan destination 

brand – but it is still very early days. More can be done 

to spread tourism across all the regions of Sri Lanka 

We want to see a well-integrated, inclusive image of Sri Lanka 

that speaks about the quality, dynamism, diversity, prosperity 

and the connectivity of the country, a country where tourists are 

well informed of a wide range of capable accommodation and 

activity providers building off and contributing to the substance 

of the Sri Lankan destination brand

Tourism

women and men and stimulate more investment. More 

needs to be done to connect this growth to all regions of 

the country. 

The Government of Sri Lanka is moving in the right 

direction across these areas. It is pushing for growth in 

exports and tourism, and investing heavily in lagging 

regions including the conflict-afflicted areas of the 
northern and eastern provinces. The sectors that MDF 

has selected for its work in Sri Lanka fit well within the 
development challenges of the economy and alignment 

with government interests. Based on earlier scoping, 

ongoing in-depth assessment (that commenced during 

the second half of 2015) and subsequent discussions with 

DFAT Posts, MDF has decided to work in Tourism and 

Related sectors underpinned by four thematic areas. It will 

look to engage with private sector partners to stimulate 

investment and innovation, and bring about positive 

sustainable change in the country in the areas of: Tourism, 

Business Activity in lagging areas, Digital capability, and Sri 

Lankan Made Goods. The rationale and outline strategy for 

working in each of these areas is provided below. 



146 |     Annual Aggregation of Results 2015

We want to see an improved quality and basket of Sri Lankan 

made goods that can appeal to international expectations 

in terms of quality, taste, style and authenticity and that will 

reinforce perceptions of Sri Lanka as a dynamic destination 

with a rich heritage that offers a good quality of life

Sri Lankan Made Goods

Sri Lanka has the potential to increase the quality and 

quantity of locally manufactured goods to target and 

appeal to international customers. To have a greater pro-

poor focus on men and women in Sri Lanka, the direction 

needs to shift towards the agriculture space (including 

horticulture and aquaculture) where an estimated 400 

companies are involved. With farmers remaining at 

semi-commercial/subsistence levels, the next crucial step 

is to open up market access for these beneficiaries to 
help them transition to commercial production. Various 

constraints prevent this. Getting access to the right 

information at the right time is an issue for all farmers. In 

aquaculture, access to quality inputs (fry and fingerlings) 
is an additional issue. Companies have various backward 

linkage problems leading to high deterioration of quality, 

and post-harvest losses. MDF is exploring ways to address 

this by setting up cold chains, introducing improved 

packaging and disseminating better information to 

farmers in partnerships with market actors. There is also 

ongoing discussion with agriculture nurseries on how to 

help improve promotion and distribution of their quality 

products to farmers. The work on this theme will also help 

improve the standard and range of local goods that are 

available to support the tourism market in Sri Lanka. 

We want to see a thriving, high performance digital capacity 

in Sri Lanka that provides relevant information and services to 

international customers and supports the growth of key sectors 

including Tourism

Digital Capability

The digital sector shows a lot of promise with its global 

revenue jumping from USD 213 million in 2007 to USD 720 

million in 2013. Employment levels, which are estimated to 

be around 35% to 45% female, have also jumped to 75,000 

from 33,000 in the same time period. Problems remain, 

however, on regulatory processes, skills, infrastructure and 

utility cost issues. More can be done to further catalyse 

growth by supporting promotion, product development 

and better advocacy. With a number of professional and 

skilled females struggling to continue their work life after 

having a family, MDF also sees scope to enhance the 

role of women in this sector by ensuring a supportive 

environment exists to attract and retain talent.
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We want to see a revival of the business sphere in the northern 

and eastern zones leading to more income and job opportunities 
for poor men and women

Business activity in lagging regions

The rationale for this area is simple: to ensure economic 

development is spread across all provinces and helps 

‘revive’ an economy that existed prior to the conflict, but 
has now been wiped out. This will create more income and 

jobs for women and men in those regions and provide 

a more uniform and holistic experience for potential 

tourists visiting those areas. The geographic focus of 

this sector is the northern and eastern provinces where 

the effects of the conflicts were most pronounced. MDF 

sees itself, amongst other areas, nurturing the growth of 

entrepreneurship, improving access to business mentoring 

and support services, promoting investment and product 

development, and facilitating better access to technology. 

The economic landscape within these provinces is largely 

agrarian but, following the end of conflict, there are signs 
that the private sector is setting up manufacturing and 

services enterprises.
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