ACTIVITY REPORT 
	Activity undertaken:
	 Horticulture Trade Fair (Partnership: Channel One TV)

	Date:
	November 2025 (3-day event)

	Report submitted by:
	Benjamin Agamah

	Date submitted:
	31 December 2025

	Purpose/Objective of the Activity
	To provide HBP member SMEs with a structured platform to exhibit their products and services to a broad consumer and trade audience, generate commercial sales and business linkages, and increase the visibility of HBP and the horticulture sector through national media coverage in partnership with Channel One TV.

	Number of Participants
	
	Category
	M
	F
	Sub-groups

	
	
	
	PWDs
	Children
	Youth
	SMEs/Others

	Direct Reach
	12
	38
	0
	0
	
	40

	Indirect Reach
	
	
	0
	0
	N/A
	N/A

	Total
	
	
	0
	0
	
	40




	Narration of activity Undertaken (What happened?):

In November 2025, HBP entered into a strategic partnership with Channel One TV to participate in a national agri trade fair held at the Efua Sutherland Children’s Park in Accra. Under this arrangement, HBP secured 40 exhibition booths for member SMEs to exhibit their products and services to a broad consumer and trade audience over a three-day period.
Prior to the fair, HBP coordinated booth allocations and facilitated pre-event preparation support for participating SMEs, including guidance on display, product presentation, and business engagement. All 40 booth slots were allocated to member SMEs representing a diverse range of horticulture value chain segments, including fresh produce, processed products, input suppliers, and agribusiness service providers.
The trade fair was open to the general public as well as trade buyers, attracting a large and diverse audience over the three-day event. The partnership with Channel One TV provided HBP with significant media outreach, including television and radio interviews through which HBP communicated its vision, mission, and mandate to the wider public. Member SMEs were similarly afforded platform time to share their business stories, contributing to broader sector visibility.
At the close of the fair, HBP conducted end-of-event feedback collection with all participating SMEs. Aggregate sales across the three days exceeded GHS 50,000, with every participating SME reporting satisfactory sales outcomes. Beyond domestic commercial activity, one participating SME secured an export transaction to Spain, an outcome that exceeded expectations for a first-year activation and validated the fair as a credible platform for connecting Ghanaian horticulture SMEs to buyers.

	Activity outputs/results (What did the activity achieve?):

1. 40 HBP member SMEs participated in the trade fair, filling all available exhibition booths.
2. Aggregate sales across the three-day event exceeded GHS 50,000, with every participating SME reporting satisfactory commercial outcomes.
3. One (1) participating SME secured a confirmed export transaction to Spain, demonstrating the fair’s capacity to facilitate international market linkages.
4. HBP and member SMEs were featured in television and radio interviews through Channel One TV, reaching a national audience and significantly increasing public awareness of HBP’s mandate and the horticulture sector.
5. HBP’s visibility and brand recognition were substantially enhanced, with the organisation reaching audiences well beyond its existing membership base.

	Lessons learned (Any notable lessons whiles implementing the activity):

· Strategic partnerships with media organisations significantly amplify event reach and impact. The Channel One TV partnership extended HBP’s audience to a national level in a way that would not have been achievable through HBP’s own channels alone.
· Trade fairs can serve as effective platforms not only for domestic sales but also for facilitating international market linkages when the event profile is sufficiently high and international buyers are present or engaged.
· Providing member SMEs with pre-event preparation support improves their readiness and the quality of their engagement at trade events, contributing to better commercial outcomes.
· Setting clear, measurable targets (e.g., number of booths, aggregate sales threshold) before the event establishes accountability and enables objective post-event assessment.

	Challenges (What were the limitations or did not go well whiles implementing this activity):

· The short lead time between the partnership agreement and the event date limited the extent of pre-event preparation and promotional activity that could be conducted on behalf of participating SMEs.
· Booth space constraints meant that not all interested HBP members could be accommodated, necessitating a selection process that required careful management to avoid member dissatisfaction.

	General remarks/Recommendations (Any general observation or what else can you do to well to implement this activity in the future?):

· Formalise the partnership with Channel One TV ahead of the next trade fair cycle to secure earlier engagement and allow more lead time for promotional planning and member preparation.
· Explore the possibility of expanding the booth allocation in future editions to accommodate a greater number of member SMEs, and consider tiered participation formats (e.g., shared booths for smaller producers).
· Develop a standardised pre-event preparation toolkit for participating SMEs covering product presentation, pricing, engagement skills, and export readiness, to maximise commercial outcomes at future trade events.
· Establish a follow-up mechanism to track commercial relationships initiated at the fair, particularly export inquiries, to capture the full downstream impact of the event beyond the reporting period.



