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	Purpose/Objective of the Activity
	In fulfilment of HBP's mandate to provide member businesses with a platform to grow their commercial profile, this initiative was designed to close a structural gap in the horticulture sector: member SMEs with an active market presence but limited ability to convert that presence into visibility, partnerships, and buyer access. Delivered through a technical partnership with ‘The Ghanaian Farmer’, the initiative used structured digital profiling to give member SMEs a verifiable, durable digital footprint. This asset continues generating commercial value beyond the life of the programme.
The initiative pursues four specific, baseline-validated objectives, each individually tracked per SME and measured against a pre-intervention diagnostic:
1. Brand visibility — establish and strengthen member SMEs' digital presence and market recognition.
2. Partnership development — position profiled SMEs to attract new commercial and business partnerships.
3. Market entry — support SMEs seeking to expand into new domestic markets.
4. Export readiness — build the market-facing profile SMEs need to access export opportunities.

	Number of Participants
	
	Category
	M
	F
	Sub-groups

	
	4
	8
	PWDs
	Children
	Youth
	Others
(Specify…)

	Direct Reach
	
	
	
	
	
	12 SMEs

	Indirect Reach
	
	
	
	
	
	See narrative*

	Total
	
	
	
	
	
	12 SMEs



*Direct reach reflects the 12 registered member SMEs enrolled in the initiative. Indirect reach (digital audience/impressions) is reported qualitatively in the narrative.

	
Narration of activity Undertaken (What happened?):

HBP, in fulfilment of its strategic mandate to strengthen member business visibility and market competitiveness, designed and implemented a horticulture sector exposure and profiling initiative in technical partnership with The Ghanaian Farmer, an established agricultural journalist and digital content producer with cross-border experience profiling horticulture entrepreneurs. The initiative provided member SMEs with a structured channel to document and disseminate their business narratives across digital and social media platforms, positioning them to engage broader commercial audiences and build a durable, verifiable digital presence.
Programme design was evidence-led. A formal baseline assessment was conducted with all 12 enrolled SMEs ahead of implementation to establish each participant’s pre-intervention digital maturity and define individualized success metrics. The baseline confirmed wide variance in digital readiness across the cohort and surfaced a clear demand signal for the intervention: the full cohort (12/12) identified brand awareness as a primary goal, with majority interest in new business partnerships (8/12), market entry (7/12), and export market access (8/12). This baseline constitutes the reference point against which end-of-programme performance will be assessed at the close of the reporting period in June 2026.
Implementation proceeded in phases. Three company profiles — Eden Tree Limited, Yayra Glover Organic Inputs, and Asandex Ltd- were produced and published in Q1 2026, generating early, encouraging signals of commercial traction. Building on this, HBP introduced a regional demand-aggregation delivery model to manage the cost and logistical implications of serving geographically dispersed members, consolidating regional interest ahead of production scheduling. This model underpinned Q2 2026 delivery, through which 7 additional members were profiled, bringing cumulative coverage to 10 of 12 enrolled SMEs (83%), with the remaining 2 scheduled for completion in July 2026. All published content is hosted on HBP’s YouTube and social media channels, as well as on those of the technical partner.

	Activity outputs/results (What did the activity achieve?):
 
1. 100% baseline coverage: diagnostic assessment completed for all 12 registered SMEs (12/12) prior to implementation, establishing individualized success metrics against which every subsequent output is measured.
2. 83% cohort delivery to date (10 of 12 SMEs profiled and published), with 100% completion projected by end of July 2026.
3. 133% quarter-on-quarter growth in delivery throughput: output volume rose from 3 SME profiles in Q1 2026 to 7 in Q2 2026, following adoption of the regional demand-aggregation model, more than doubling production capacity within a single quarter without additional budget.
4. 100% (12/12) of participating SMEs cited brand visibility as a primary objective at baseline, with 66.7% (8/12) targeting new business partnerships, 58.3% (7/12) targeting new market entry, and 62.5% (8/12) targeting export market access, confirming the initiative is addressing demand that was already validated across the full cohort before a single profile was produced.
5. 100% of Q1-profiled SMEs (3 of 3) reported measurable post-publication gains in digital followership, content impressions, and inbound business inquiries/orders; this positive trend was sustained through Q2, with all 7 additional SMEs profiled under the scaled delivery model, giving 10 of 10 published SMEs to date (100%) showing early commercial traction.
6. Zero cost-efficiency trade-off: the regional aggregation model that drove Q2's output scale-up did so while holding the production budget constant, directly addressing the geographic cost constraint identified going into the quarter.
7. Some Production Excerpts
Hendy Farms
Holland Greentech Ghana
Eden Horti Mart
Yayra Glover Organic Input
Eden Tree Limited

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

· Aggregating regional demand ahead of scheduling production materially improves cost-efficiency and delivery reach without compromising service quality and should be institutionalized across similarly dispersed member-facing initiatives.
· Aligning content production with members' own farm production cycles enhances audience appeal and content authenticity, but requires greater scheduling flexibility to be built into future implementation timelines.
· Digital maturity varies significantly across the member base, indicating that future iterations would benefit from a tiered support model matched to each SME's starting point.

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

· Servicing member SMEs located outside Greater Accra introduces logistical costs that place pressure on the production budget, requiring an adaptive delivery redesign mid-implementation.

· Production timing preferences tied to members' farm operations created scheduling tension with programme timelines and compressed the window available for rigorous post-production impact measurement.


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

· Formalize the regional demand-aggregation model as a standard operating procedure for future member-facing production and outreach initiatives.
· Build a longer post-production monitoring window into future planning to strengthen the rigour of before/after KPI comparison at endline.
· Introduce a tiered digital-readiness track to accelerate progress among lower-maturity SMEs and improve consistency of outcomes across the cohort.






