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business in the context of development.

WELCOME TO THE SECOND ISSUE OF B&D

forms as its core theme.

sector.

Welcome to the second issue of B&D. B&D is an e-zine (electronic magazine) for business and
development professionals, to help raise their organization’s profile, share best practices, learn of
new industry standards and innovate new ways of methodology and partnership co-operation. B&D
is a forum for communicating with stakeholders in organizations, ranging from donor, NGO, gov-
ernment, private sector, industry rating and consultancy; but all with the common goal of improving
business conditions and achieving a business mindset, at all levels, from micro to international

business. B&D aims to help “Develop a global partnership for development”, the eighth Millen-
nium Development Goal (MDG), but specifically with private sector business, in all its various

In the second issue, there are four contemporary business in development issues which are
looked at: 1) Microfinance Social Ratings, 2) the impact of fair trade and carbon offsetting on
smallholder farmers, 3) the potential benefits of commodity exchanges and 4) how government
policy can effect both the private sector and development community. Whatever you background,
or areas of expertise, some of these ground braking issues will be raised in forthcoming meetings
and discussions (if not already). Now is a chance to get some background information, and be
one step ahead, by talking to the experts who have contributed these articles. But first, a country
profile of Malawi which receives a lot of development support and which has a fast growing private

COUNTRY PROFILE - MALAWI

nomic and social development.

Malawi's population of 13.9 million
(2008), is predominantly rural
(82%).Economically it is a low income
country, with per capita income of
US$161.7 in 2006. Malawi scores low
on development indicators, with life ex-
pectancy at birth of 46.3 years, fertility
rate of 6 births per woman, infant mor-
tality at 125 per 1,000 births, and 35%
population undernourished. It is also
beset with health problems, the most
important being malaria, hepatitis A,
typhoid and cholera. 14.2% persons
aged 15-49 years are infected with HIV/
AIDS. Probability at birth of not surviv-
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Millennium Development Goals: indicators

Popn. < Nat. poverty line 2005 PPP*
Popn. < $2/day at 1993 PPP*

With successful and peaceful elections held on 19th May, the re-elected President Matharika has
a strong mandate to continue his economic reforms and turn Malawi from “poverty to prosperity”.
With the second fastest growing economy in the world (after Qatar) there are many areas for eco-

44%
60.8%

Popn. < $1/day at 1993 PPP* 30.4%
Adult literacy (15 yrs +) 35.9%
Net primary enrolment 95%
Net secondary enrolment 24%
Female : male ratio — adult literacy 0.72
Female : male ratio — primary enrolment 1.05
Female: male ratio — secondary enrolment 0.81
Women in Govt: Seats in parliament [‘04] 13.6%
Economic Activity Rate 95%
Life expectancy (years) 46.3

Population with access to:
- improved water source

73%

- improved sanitation

61%

donor aid representing 26.8% of its GDP in 2005 (at 575 million).
*Statistics from “A Simple Poverty Scorecard for Malawi”, Schreiner 2009. All others from, UN Human Development Report, 2008

based on 2005 data

ing to age 40 is 44%. Out of 177 countries, Malawi ranks 164 on the Human Development Index
(HDI which reflects life expectancy, literacy/education and per capita GDP) — lower than the aver-
age for sub-Saharan Africa. UN Human Development Report, 2008 Malawi is heavily dependent
on agriculture, with over one third of the country’s GDP contributed by tobacco and maize cultiva-
tion, and 84% primary exports, mainly constituted by tobacco. In 2005-06 there was a widespread
famine in the country, triggered by failure of the maize crop. Malawi’'s economy is mainly fuelled by
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" PROFILE OF AN MFI - CUMO MICROFINANCE LIMITED

e CUMO has their head office in Dedza and has a “branchless” methodology in in the Central and Southern

j“*{‘_m regions of Malawi. Credit officers conduct all meetings at the beneficiaries convenience, often in local pri-
i mary schools, churches or under trees. They work with strategic partners, Farmers World, Agora, Stan-
& dard Bank and Nico to provide a

variety of financial services to their 5% 10%

32,000 beneficiaries of which 82% are women. Typi- 7
cally, these women are single parents and heads of
households largely due to HIV/AIDS and who have .
to struggle to feed the family and fulfil their strong
desire to send their children to schools. They are
mainly in the age bracket of 18-40 years with little or
no educational background. Less than a third of
beneficiaries have had a full primary education and
only 10% secondary education Surveys have high-

lighted the difficulties faced by its rural beneficiaries, DE::: If”m‘“lmmw :zz::::g z:"'b”r;gv:?:’g”at;mm”m
in growing and profitably running their businesses, 'F : °E = =  Trading nom-coneumebies
due to lack of business and financial skills. an;: e O Sefing caoked food
. . B Trading farm produce
CUMO offers a range of products: farm inputs fi- B Owning & grocery, bar ar ather shap
nance, micro enterprise loans, funeral benefits, mi- B Seling fish
cro insurance and entrepreneurship training. Typi- O Skiled crafts
cal beneficiaries are smallholder farmers, and petty B Cther
traders, arranged in groups of 10-20 members, and
who borrow between MK5,000 and MK200,000. Loan utilization pie chart (taken from the 2006 Impact Assessment survey).

= NYAMAZAWO CHIMBALAME - A CUMO BENEFICIARY

Nyamazawo Chimbalame left primary school aged 13. Her first loan in }.
2003 was for MK2 OOO and she is now on her 15" loan, which is for s

= MK6,900 per week and her diet has also improved, so she no longer s
| goes hungry. She can now pay for her food from business wages /

profit rather than directly using a loan. With her profits, she has re-

| invested the money into a pigs and chicken business and hopes that
CUMO will start a specific livestock financial product.

She is very happy with CUMO and says “l have no problems with my . -
business, because the FSO and CUMO have taught me how to do Nyamazawo with other
| business and manage my loans, hence, why I’'m still with CUMO af- Members of her group
[ ter all this time!” She is now more able to help her husband with

i household expenses and plans to use some of her savings to buy iron sheets.

She is glad to be part of a CUMO group as it has let her socialize with different kinds of people, and taught her the lesson
that “in business there are no miracles, but you can be successful through hard work”.

MIKE MEKE - A CUMO FIELD SERVICES OFFICER (FSO)

Mike Meke started working as a FSO at CUMO three years ago, after completing -
his business management diploma. Mike decided to work at CUMO rather than
one of the other MFIs, due to the methodology that CUMO employs. “I think it
is good that CUMO works in the rural communities and is developing finan-

looks at both the individual and wider development implications.” With his |
business background, Mike has been able to help train the clients in some basic
business best practice, this has helped clients make “on time” repayment, as with - '

stronger businesses, loan repayment easier. FSO Mike Meke, (standing far left in blue

Mike has noticed a change in the relationship between field and office staff since the incorporation of CUMO and is generally
encouraged with the direction that CUMO is moving, especially in adapting products to meet client’'s needs, whilst keeping to
the core principles of the company.

Contact person Wongani Lalanga - Research Training and Development Officer wongani@yahoo.com
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SAWHAT IS A MFI SOCIAL RATING?

Microfinance ratings until now have focused on organizational and financial performance indicators related to risk assess-
ment. Financial sustainability is vital for continuity and expansion, but is only half the story of microfinance. Most MFIs and
those who support them (investors, bankers, policy-makers, and donors) have a social mission. A social rating comple-
ments the financial analysis of a credit rating with analysis of the social performance of MFIs, providing an assessment of
the double (or triple) bottom line.

The social rating tool has evolved with current thinking around social performance in terms of strategically analyzing the
steps that are necessary to create impact (in comparison with a focus on impact assessment per se). Social performance is
defined as: the effective translation of an institution’s mission into practice in line with accepted social values; so-
cial values include serving poor and excluded people, improving quality of services, supporting enterprises and employ-
ment, improving the economic and social conditions of clients, and being socially responsible.

This new definition emphasises governance and management processes, outputs and outcomes (not just impact), and ge-
neric values around outreach and social responsibility. This approach has the inbuilt flexibility to be relevant to all MFls, with
varying models of microfinance and different articulations of mission.

Why have a Social Rating?

Social rating offers a number of important benefits — as an internal management tool and as a reporting tool — to MFIs, fun-
ders and discerning social investors:

1. It encourages MFls to improve their social performance management and reporting. JRLEEOEEE]
framework and

methodology has

2. It promotes transparency on social performance and social risk

3. It provides a basis for benchmarking and comparing social performance i

4. It id inf ti I tt t I ial rti been refined by M-

- It provides information relevant to external social reporting B e A e

5. It promotes investment in MFls with a strong social performance. of pilots since 2005.
M-CRIL (based in India) was the first microfinance agency to develop a social rating product,
drawing on the experience of its parent company — EDA Rural Systems — in undertaking social assessments. M-CRIL is a
member of the Social Performance Task Force, chairing the sub-committee for social performance rating and reporting.

For further details contact: alokmisra@m-cril.com, francessinha@edarural.com or cstatham77@gmail.com

““*'PERSON FOCUS - NICK EVANS - MACADAMIA PROJECT MANAGER

Nick Evans has been working in Malawi for the last 7 years and has seen a lot of changes in that time, especially in Neno
where he has been predominantly based. He manages a project supporting the establishment of 100,000 macadamia trees
under small holder management and establishing a supply chain from producing organisations into the European fair trade
market. Increasingly he is looking how to support these projects with carbon offsetting money.

Is Fair Trade just marketing and hype, or are their real benefits on the ground to the farm-
ers? Fairtrade is a standard which brings the needs of the producer to the forefront of business. The
standard supports smallholder organisations improve service provision and quality management which
makes smallholder businesses more viable in the long run. The marketing focus of the fair trade mark is
pricing and income improvements which is valid. However, | feel the major impact areas are develop-
ment of farmer skills (more productive, better quality) development of capacity which benefit non fair
trade sales and lift the producer (and organisation) up the value chain. Another benefit of the Fair trade
system is it places the producer at the heart of marketing their product and develops information of origin.

How do you think the private sector can work better with the development community? The devel-
opment sector must engage more meaningfully with the private sector, misunderstanding on both sides
leads to the aid sector being a customer rather than partner. In my opinion better linkage between the sectors could lead to
overcoming some of the major development challenges such as to generate stable food prices and employment opportuni-
ties. The private sector can engage with people developing skills and experience over longer periods of time than is possi-
ble with development projects.

What would you advice be to an implementing organization if they were considering to try and benefit from carbon
offsetting money? Any organisation attempting to obtain money from offsetting carbon must understand the standards and
adapt working and monitoring practices. Proper assessment to the feasibility of obtaining carbon payments must be made
as small projects will struggle to commercialise (find market) their carbon and the administrative burden may distract from
other work unless properly planned and budgeted; all stakeholder must know the purpose of sequestration and how to do it.

How do you think carbon offsetting can alleviate poverty? Firstly income diversification. The carbon payment is based
on tree survival not agricultural season therefore decouples income from climate variability which greatly effects agricultural
productivity. Secondly the payment mechanism can enable income to be generated from long term crops before they actu-
ally start producing, thus covering some of the opportunity cost of changing land use. Thirdly one of the major advantages
is the long term funding opportunity for associations and cooperatives whose work is usually funded by short term projects.

What would your advice be to the re-elected Malawian President Mutharika in terms of agriculture, food security
and private sector development? There are many challenges to the agriculture in the country, | feel work needs to be
done on land tenure to encourage investment and long term land management, Malawi can be food secure and | would like
to see incentives for medium sized estates not in production to become more active.

Nick can be contacted on: nicholasjevans@gmail.com



_ETHIOPIAN COMMODITY EXCHANGE BY MOSES PHIRI

As markets become more complex and the world becomes a global village, there’'s greater need for
efficient commodity exchanges, which rely on improved marketing information systems and result in JRESE o1l
farmers getting better farm gate prices. In Ethiopia the commodity exchange (now two years old) is on
every farmer's lips, because the Ethiopian Commodity Exchange (ECX) it is so well organized that 100 _
percent of the coffee (the main forex earning crop in Ethiopia) is sold through the exchange; sesame, JERIEEEIE

beans and cereal crops are also sold through the exchange. The success of the exchange lies in the EEETEEIRNE
continued quest to improve product quality and service delivery. Providing a seamless marketing plat-
form alone though is not enough, as Eleni Zaude Gabre-Madhin CEO for ECX points out. "ECX ven-
tured into more flexible initiatives such as warehouse receipt system to offer farmers better services,"

ECX has taken the bold step to build its own first phase system, a complex undertaking that encompasses: registration of
clients, receiving of commodities in the warehouses, issuing of electronic warehouse receipts, transaction order process-
ing and execution, order matching and reconciliation, market information dissemination, clearing and settlement and com-
modity transport, delivery and logistics. This complex system is entirely home-grown, and tailored to the needs of the local
markets. "Our Exchange is uniquely structured as a private-public partnership commercial enterprise. The ECX is estab-
lished as a demutualised corporate entity with clear separation of ownership, membership, and management. Thus, own-
ers cannot have trading stake, nor could they have ownership stake. The management can be neither drawn from the
owners, nor from the members," Eleni says.

At ECX, they have an arbitration tribunal, which is an efficient electronic system that creates a secure: commodity han-
dling, trading and reconciliation process. They have also just finalised a versatile financial clearing and settling system.
Already the government is able to collect revenue from the exchange and farmers now earn much better prices.

Moses can be contacted at: mosephiri@yahoo.co.uk

" TRADE POLICY - EDITED FROM ITC BUSINESS BRIEFING

The African business community should ‘think regional’ and get ready to benefit from the North-South B R ¢
corridor which will make road and rail communications easier between eight African countries — Tanzania,
DR Congo, Zambia, Malawi, Botswana, Zimbabwe, Mozambique and South Africa. This was the common
refrain coming out of the Aid for Trade regional review held in Lusaka on 6-7 April 2009. “The Private sec- it En R
tor is not thinking regional”, lamented Florence Kata, Executive Director of the Ugandan Trade Promotion
Council. Basking in the comfort of supplying domestic markets, businesses fear competition from across
the borders. Mr. Harrison Kalua, President, Malawi National Chamber of Commerce, advised to think re- JRESEISHUNRS
gionally, but start locally. If an exporter is unable to get their goods to a domestic market due to proce- EEITITS]
dural or infrastructure inhibitors, then going within the region or beyond is a non-starter.

Ethiopian farmers

competition

borders, which

The private sector needed to be aware of the opportunities presented by regional integration. “There must be political com-
mitment on the part of the governments to engage with the private sector and build trust among stakeholders for realising
the opportunities provided by the new infrastructure”, emphasised Mr. Kalua. ‘They should be actively involved in business
advocacy with their governments to help harmonize policies and regulations across the region and resolve non tariff barri-
ers encountered in cross border trade’ advised Ms. Valentine Rugwabiza, Deputy Director General, WTO. The role of the
private sector in contributing to monitoring the progress of the regional integration was also emphasised. “The role of inter-
mediaries in supply chains is not well understood. There is lack of appreciation of the value added by intermediary market-
ing enterprises”, said Mr.Samuel Kiruthu, Secretary General, Eastern Southern Leather Industry Association, Kenya. This
attitude prevents businesses and even trade support institutions from emphasising on value added by appropriate
‘marketing’ strategies. “Producers should be left to specialize on production, as they are good at it. Marketing should be
handled by another set of enterprises, whose role in the supply chains should be well recognized and enhanced through
capacity building”, said Ms. Natalie Ann Powell, Trustee and Chief Operations Officer, Vuka Trust-Property Network, South
Africa. The ‘services’ sector will become more important as they begin to trade across borders; trade finance, insurance
and distribution services develop around export activities.

Ms. Patricia Francis, Executive Director, International Trade Centre, concluded that it's
upon the stakeholders to take advantage of any opportunities. While the North — South
Corridor will be the spine of trade in the region, there needs to be the horizontal links
to make the most of the infrastructure improvement. Ms. Francis advised, that while

INFORMATION

the “hard” infrastructure level the playing field of international trade, it would be The Editor
through the “soft” infrastructure will make trade within and beyond the region Business and Development Newsletter
competitive. PO Box 401
Kasungu
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CONTRIBUTE TO B&D

B&D is looking for volunteers to help with collecting information, writing articles,
increasing readership etc. If you are interested, or would like to be featured in the
next issue, please contact:

Email: banddezine@gmail.com Phone +265(0)8191247




