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	Purpose/Objective of the Activity
	To provide HBP member SMEs with structured visibility and a platform to grow their commercial profiles through digital media, by documenting and sharing their business stories via social and online channels to connect with broader audiences, attract new customers, and generate commercial inquiries.

	Number of Participants
	
	Category
	M
	F
	Sub-groups

	
	
	
	PWDs
	Children
	Youth
	SMEs/Others

	Direct Reach
	
	
	0
	0
	
	20

	Indirect Reach
	N/A
	N/A
	0
	0
	N/A
	N/A

	Total
	
	
	0
	0
	
	20




	Narration of activity Undertaken (What happened?):

HBP designed and launched a media visibility initiative in partnership with The Ghanaian Farmer, an agricultural journalist and digital content producer with cross-border experience in profiling horticulture entrepreneurs. The initiative provided member SMEs with a structured opportunity to document and share their business stories through digital platforms, leveraging social and online media to connect with broader audiences and potential customers.
Prior to the commencement of the programme, a formal baseline assessment was conducted with all participating SMEs to document their pre-intervention digital presence and define individual success metrics.  SMEs completed the baseline assessment, revealing a cohort with widely varied levels of digital maturity. Several participants had little to no active digital presence despite operating across multiple platforms, while others maintained consistent posting activity but had not translated reach into meaningful commercial inquiries.
Across the cohort: 100% identified brand awareness as a primary goal; 87.5% sought new business partnerships; 75% aimed to enter new markets; and 62.5% expressed interest in export opportunities. This baseline provided the reference point against which post-intervention performance will be assessed.
The programme generated strong interest, with 20 member SMEs registering for the service within the reporting period. Of these, three had their video shoots completed by the close of the reporting period. Early results from these three participants were positive, with reported increases in digital followership, post impressions, and inbound business inquiries and orders following content publication.
HBP observed that geographic dispersion of member SMEs across Ghana’s regions presented logistical and cost challenges not fully anticipated at the design stage. Additionally, many SMEs expressed a preference to time their shoots to coincide with active crop production periods. In response, HBP developed a regional demand aggregation approach, whereby interest from SMEs within the same region is consolidated before shoots are scheduled, allowing the production team to serve multiple members in a single regional visit.

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

1. Twenty (20) member SMEs registered for the visibility programme and completed baseline digital assessments.
2. Three (3) SME video profiles were produced and published by the close of the reporting period.
3. Early results showed increased digital followership, higher post impressions, and a rise in inbound business inquiries and orders for all three completed participants.
4. A formal baseline dataset was established covering digital maturity, goals, and key performance indicators for all 20 participating SMEs.
5. A regional demand aggregation model was developed and adopted as the standard operating approach for all pending and future shoots.

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

· Conducting a structured baseline assessment before implementation provides a robust reference point for measuring impact and enables targeted support for SMEs at different stages of digital readiness.
· Geographic dispersion of beneficiaries must be factored into logistical and budget planning at the design stage. Clustering visits by region significantly improves cost efficiency.
· Beneficiary production schedules can influence programme timelines; flexibility in scheduling and close communication with participants is essential to maintain momentum and quality of outputs.
· Early adopters who complete the process first can serve as proof of concept, generating evidence and enthusiasm that supports continued engagement from the remaining cohort.

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

· The geographic spread of member SMEs across multiple regions created logistical and cost challenges for scheduling production shoots on a case-by-case basis.
· Several SMEs preferred to align their shoots with active production periods, introducing coordination complexity and making it difficult to schedule content capture independently of each member’s agricultural calendar.
· These two factors together resulted in only three out of 20 registered SMEs completing their shoots within the reporting period.

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

· Formalise geographic clustering as a standard logistical protocol for all future field-based activities, and build regional aggregation timelines into programme workplans from the outset.
· Incorporate a production calendar mapping exercise into the onboarding process so that shoot schedules can be aligned with members’ planting and harvesting cycles in advance.
· Establish a post-publication review mechanism to systematically capture digital performance data (followership, impressions, inquiries) from each completed profile, enabling ongoing assessment of the initiative’s commercial impact.
· Consider developing a peer learning component whereby completed participants share their experiences and early results with the remaining cohort to sustain motivation and demonstrate value.



