
ACTIVITY REPORT TEMPLATE
	Activity undertaken:
	Ghana Horticulture Expo 2026- Market Access Partnership

	Date:
	Jan-Jun 2026

	Report submitted by:
	Horticulture Business Platform


	Date submitted:
	
July 15, 2026

	Purpose/Objective of the Activity
	This activity was designed to give HBP member SMEs in horticulture a structured market channel: a networking and sales platform to meet new buyers, partners and investors and convert those connections into business. HBP holds a standing partnership with Channel One TV for an annual/biennial agrifair (typically run in June and November), and had anticipated using the June 2026 edition as this channel. When it became clear this would not take place, HBP sought an alternative route to the same objective rather than let the market-access opportunity lapse for its members.

	Number of Participants
	
	Category
	M
	F
	Sub-groups

	
	
	
	PWDs
	Children
	Youth
	Others
(Specify…)

	Direct Reach
	
	
	
	
	
	

	Indirect Reach
	
	
	
	
	
	

	Total
	20 SMEs
	
	
	
	
	




	
Narration of activity Undertaken (What happened?):
 
With the anticipated Channel One TV agrifair confirmed as not taking place in June 2026, HBP moved to secure an alternative platform for the same market-access objective. HBP opened discussions with the Federation of Associations of Ghanaian Exporters (FAGE), and a joint deliberation between the two organizations confirmed a partnership around the Ghana Horticulture Expo 2026, scheduled for 11–13 June.
Under this partnership, HBP secured 20 exhibition booths for member SMEs who registered to participate, together with a media sponsorship package intended to extend HBP's visibility and reach beyond the event itself. The Expo was positioned as a high-value opportunity: a three-day event anticipated to host the President and senior government officials with direct influence over horticulture-sector policy, giving HBP members a rare combination of commercial and policy-facing exposure in one setting.
Following full confirmation of booths and sponsorship, the Expo organizers rescheduled the event from 11–13 June to 3–5 September 2026, citing overlap with other government and industry events and the FIFA World Cup period, which risked limiting exhibitor, buyer, investor, policymaker and media participation. Organizers confirmed all existing exhibitor registrations, reservations, and commitments carry over unchanged to the new dates, at a new venue (The Palms Convention Center, La Palm Royal Beach Hotel, Accra). As a result, the activity has not yet been executed, and impact cannot yet be measured within this reporting period. HBP and its member SMEs are proceeding with the new September dates.


	Activity outputs/results (What did the activity achieve?):
 
1.  Market-access channel preserved despite primary partner falling through. HBP identified and secured a substitute platform (the FAGE-partnered Expo) within the same window, rather than losing the market-access opportunity for members for the year. 
2. Exhibition presence secured. 20 exhibition booths confirmed for registered member SMEs, positioning them for direct engagement with buyers, investors, and networking opportunities once the event proceeds. 
3. Visibility asset secured. A media sponsorship package was confirmed, intended to extend HBP's reach and profile beyond the Expo's physical footprint. 

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

1. A single-partner market-access strategy carries continuity risk. Reliance on the Channel One TV agrifair as the sole planned channel left HBP exposed when that event didn't materialize. Maintaining a shortlisted secondary partner or platform in advance would reduce the lead time needed to pivot. 
2. External event dependencies sit outside HBP's control and should be planned for as a standing risk, not a one-off disruption. Both the original and substitute partnerships were affected by scheduling factors external to HBP (partner non-delivery, then a reschedule), a pattern worth building into how HBP commits member resources (registration, booth fees, sponsorship spend) to externally-run events.

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

1. The initiative's primary intended partnership, with Channel One TV, did not materialize. This removed HBP's planned market-access channel for the period and required a late-stage pivot to secure an alternative partner and platform, introducing delivery risk that was not present in the original plan. 
2. The replacement event was rescheduled after HBP had already made full commitments against it: booths secured, members registered, and sponsorship confirmed. As a result, the activity's intended outcomes, sales generated, networking secured, and policy exposure achieved, now fall entirely outside this reporting period, despite all preparatory work having been completed on schedule.

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

Build a standing secondary market-access option into future planning, so a single partner's non-delivery doesn't require an ad hoc scramble; this could be a pre-identified shortlist rather than a formal second partnership. 




