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Media  

outlets 

increasingly  

give  

voice  

to their 

audience 

Media outlets 

sell advocacy 

& investigative 

journalism as 

commercial 

products 

Media becomes  

independent force  

in system advocating 

for listeners - 

counterbalance to  

private sector / govt

Improved 

awareness of 

laws/rights, 

resources 

to support 

citizens 

when 

engaging 

judiciary 

Judiciary system 

increasingly  

becoming more 

independent, 

transparent, fair, 

consistent

Widespread access  

to efficient,  

independent, 

transparent, fair,  

consistent judiciary

Academ
ia 

 links to  

business  

(e.g. via 

 interns & 

im
proved 

research)

Academ
ia cooperates 

with business via 

various platform
s  

(e.g. exchanges on 

content, research, 

internships, 

curriculum
)

Academ
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force & way for ongoing 

adaptation of labor 

skills in response  
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Disputes 

landscape 

defined  

(e.g. disputes 

managed  

via skilled 

mediators)

Basic mediation 

services to  

respond to / 

track disputes - 

improve  

performance / 

trust in market 

system 

Wide range of  

alternative dispute 

mechanisms - lim
it 

unresolved disputes, 

distrust / r
ent seeking 

Financial 

services  

tailored for  

various  

market  

actors 

Increased  

diversity / 

specialization of 

financial services 

products (e.g.  

equity, insurance, 

savings, mobile,  

and niche products)

Constant innovation  

to improve / tailor 

financial services 

- multiple types & 

platforms (e.g. formal, 

value chain,  

venture capital)

Basic  
venture and 

impact  
investors  
emerge, 

entrepreneurial 
advisory 
services

Venture  
capital firms  

with solid  
portfolios emerge, 

commercial 
 accelerator models 

Investment  
banking services  

emerge (mergers, 
acquisitions, 

derivatives, venture 

capital, IPO)

Market  
actors  

engage  govt through various discussion platforms by advocacy  service providers 

Advocacy  service providers convene regular  discussions  on evidence  of policy  effectiveness 

Market actors are core participants in policy processes (participatory, evidence driven, adaptive)

Structured 
open (spot) markets 

with specific 
services / 

transparent rules /  consistent benefits

Auctions  or closed  exchanges  emerge  with clearer  
quality controls 

Auctions or  
commodity 

exchange platforms 

highly trusted with 

quality assurance and 

dispute mechanisms

Embedded 
advisory 

services by 

input firms & 

supply chain 

management 
schemes  Paid-for advisory 

services emerge 

(supplement  

embedded 

 advisory & public 

extension services)
3rd Party service  

providers become  

essential element  

driving value addition 

Specific 

 localized 

equipment 

 for specific  

products /  

produce  

emerge Multiple  

channels  

for equipment  

emerge   

(professional  

services & direct- 

to-customer)

Robust quality  

certified second hand 

markets for  

equipment emerge 

 linked to range  

of financing options

Basic  

specialized 

services  

emerge Bundled  

services  

emerge  

to maximize 

efficiency of  

delivery 

Growing &  

constantly  

innovating  

specialized services 

(with quality 

certification regimes)

Regular 

discussions 

between  

market actors  

& research  

orgs 

Alliances & 

regulations  

emerge that  

promote 

commercialization  

of research

Public/private research 

firms are the driving 

force for innovation. 

Consistent flows of 

investment funds into 

research
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End consumers’ focus influences 

how buyers/processors change 

operations, alliances, staff 

management. U
niform standards, 

tailored/targeted customer value. 
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Firms move from trader-

based/margin capture 

strategies to added value 

strategies. Firms use 

evidence-based decision-

making. Uniform standards.
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 Focus of supply chain 

management is short-te
rm, 

trade-based (to
 maximize margin 

per tra
de), re

sults in zero-sum 

trading tactics. Open/spot 

markets, buyers/tra
ders wield 

power to
 capture margins at 

expense of quality assurance.

Retailers that target mass-market  

lower-income customer 

segments wield power / influence 

(large volumes move through 

formal larger retailers).  

Suppliers/processors triangulate 
with  active alliance/performance-based distribution schemes, direct to consumer branding,  marketing campaigns.

Mass-market consumer 

segments increasingly influential 

- voice amplified by larger 

retailers, consumer protection, 

civil society, media, govt. 
Retail strategies emerge 

as end-customer stores 

grow in size. Focus on 

customer loyalty (used to 

negotiate with suppliers).

Shift toward revenue from  volumes (as opposed to margin per unit).  Large retailers aggregate the voice of  mass-market customers, shifting power to retailers.

Compete based on delivering 

value to end consumers. 

Investment in alliance 

building  along distribution 

networks. End consumer 

brand value/loyalty focus.
Retail system 

fragmented,  

dominated by small 

stores /  stalls in wet 

markets, trader-based  

business strategy 

(near-term capturing of 

margin/cash). 

Importers, processors, 

distributors use power to control 

access to customers, limit new 

entrants. Unresponsive to mass-

market consumer segments 

(middle/lower income). Consumer 

voice dampened via a weak 

customer interface.
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