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This Sunflower oil Roadmap provides general in-
formation for farmers, seed multipliers, processors,
marketing agencies, extension personnel as well as
Policy Makers. It not only details out useful knowl-
edge about challenges of sunflower production, oil
milling and marketing in Uganda, but more impor-
tantly provides a set of interventions to address these
challenges.

Well noted among the interventions are measures to
improve availability of inputs to the sector; improv-
ing accessibility and affordability of non-seed inputs;
improving quality of institutional support, attracting
value addition investment; enhancing capabilities for
value transformation and finally strengthening enter-
prise capacities for harvesting information as a tool
to access target markets. These are very important
interventions necessary to contribute to the growth of
the sector and improve its industrial competitiveness.

The Roadmap equally compliments Government
efforts to grow the sector as highlighted in the
Vegetable Oil Development Projects under the
Ministry of Agriculture and the Industrial Policy un-
der the Ministry of Trade Industry and Cooperatives.

Let me further point out that the Government of
Uganda is particularly happy that the activities pro-
posed in this value chain Roadmap focus on sun-
flower oil and not just seed. This is important for
Uganda'’s industrial development goals among which
value addition to the country’s agricultural resources
is a top priority | want to thank the ITC, particularly
the SIT A project funded by DFID, for technically
and financially supporting the development of this
Road map.

| also recognize the efforts of the private sector
through Uganda Oilseeds Producers and Processors
Association (UOSPA) for rallying the sector towards
contributing to the development of this Roadmap. |
urge you also to rally the sector again towards imple-
mentation because that will be essential to ensure:
tangible growth and value chain improvements.

Going forward, resource mobilization will indeed be
key and as noted in this Roadmap, efforts will need to
be shepherded by many different actors including the
national government and donors. We look forward
to continued SITA support during the implementa-
tion phase and reiterate the ministry’s commitment
to robustly ensure that the necessary policy and
business environment exists to allow the private sec-
tor do good and profitable business in the sector.
The Ministry of Trade, Industry and Cooperatives,
together with the Ministry of Agriculture, Animal
Industry and Fisheries and other relevant sectors will
be willing to render necessary support for effective
implementation of the Road map.

| look forward to smooth and sustained implementa-
tion of this important initiative.



I am pleased to introduce the Uganda Sunflower Value Chain Roadmap as part
of the International Trade Centre’s “Supporting Indian Trade and Investment for
Africa” (SITA) project. This document highlights the potential of the sunflower
value chain to be a competitive, sustainable and employment creating sector.
It is aligned with the Government of Uganda’s social and economic develop-
ment priorities, with particular emphasis on poverty reduction and livelihood
enhancement.

Sunflower, despite being a relatively new crop in Uganda, contributes signifi-
cantly to socioeconomic development. While the sector has grown considerably,
spurred largely by contract farming, Uganda’s ability to fully capitalise on grow-
ing global demand has been limited. Strengthening the supply chain, creating
greater horizontal and vertical linkages, enhancing institutional support, diversify-
ing the product portfolio, adopting improved production technologies and sup-
porting investment will steer the sector on to a higher —and sustainable— growth
path. In addressing sustainable agricultural practises and creation of productive
capacities in the sunflower sector this work will support Goals 2 and 8 of the
UN Sustainable Development Goals (SDG).

In developing this Roadmap consultations were undertaken across Uganda'’s
public and private sector. The document reflects this inclusive and coherent
vision.

It is a crucial managerial instrument to guide the implementation of reforms in the
sunflower sector with the aim of increasing trade and investment opportunities
and enhancing livelihoods. | am confident that all stakeholders and development
partners will benefit from the analysis and advice contained in this document.

| congratulate all involved in developing this roadmap; and to the United
Kingdom’s Department for International Development the funder of SITA for
supporting the successful formulation of this document. ITC will continue to be
your partner to translate this policy advice into real trade on the ground in the
sunflower value chain.




EXECUTIVE SUMMARY

The goal of Uganda’s Value Chain Roadmap for
Sunflowers is to set the sector on the course of strategic
development by addressing constraints in a compre-
hensive manner and defining concrete opportunities
that can be realized through the specific steps detailed
in its Plan of Action (PoA). Uganda’s current model has
performed well, yielding strong economic and social returns.
Nonetheless, there is an imbalance in the sector between a
competitive contract farming segment and an underdeveloped
independent farming channel.

Efforts to address persistent constraints to growth must
be redoubled if the sector is to remain competitive. The
industry must unite and evolve in order to leapfrog into higher
growth and value addition. This will require addressing gaps
in input supply, skills and institutional support. At the same
time market structures must be reformed, and the building of
trust will remain of paramount importance. The PoA responds
to these requirements by setting four strategic objectives:

1. Improve availability of inputs to the sector.

Improve quality of institutional support, and better posi-
tion the sector for attracting investment.

Enhance capabilities for value transformation in the
sector.

4. Strengthen enterprise capacities for harvesting informa-

tion as a tool to access target markets.

Since its inception in the first half of the twentieth century, Uganda’s sun-
flower sector has made significant contributions to the country’s socioeco-
nomic development. Introduced by missionaries, the sunflower sector has always
been of particular interest to the development community. Cultivation has generally
been concentrated in the poorer regions of the country, and stakeholders looked
to sunflowers to counteract the effects of the collapsing cotton sector in the 1990s.
The sector has grown considerably from the turn of the century as the area under
cultivation has more than doubled. This growth was spurred largely by the expansion
of contract farming which, in addition to providing a market outlet, allowed farmers
to access necessary inputs and training.

Yet despite considerable development support, as well as the success of
the contract farming model, the independent farmer channel has failed to
develop in tandem. A key constraint has been the limited availability of high-yield
variety (HYV) seeds, which are monopolized by the large contractors. In addition,
there continues to be a significant lack of trust at all levels of the value chain be-
tween farmers, traders and millers. Without collaboration the value chain suffers from



numerous inefficiencies that diminish both output and quality, as
> farmers are unable to access inputs, training and buyers.
: At the processing level, the development of the milling
segment has been stunted due to the deficit of raw
material (seeds) caused by the underdeveloped
independent farmer segment. As such, the vast

majority of millers align themselves with the
major contractors, thereby further diminish-

ing the supply capacities of the independent

channel.

The expansion in

global sunflower output is being
driven by particularly robust demand

in developing markets, following on
the heels of population growth and
changing consumption patterns as-
sociated with rising incomes. The
sector’s evolution has also been
stimulated by the increasing health
consciousness of consumers, who are
drawn to sunflower oil’'s nutritional value
and lack of trans fats. Even though sun-
flower oil faces stiff competition from other
vegetable oils, such as less costly palm ails,
the sector is poised for continued expansion.

Its current growth model

has certainly yielded strong socioeconomic results.

Yet while it has laid the baseline for future advance-

ments, leveraging the sector’s potential for sustainable

development will require a new paradigm. In order to achieve a

greater level of competitiveness, the sector must work to strengthen

the supply chain; enhance institutional support and attract investment;

diversify the product portfolio; and improve the ability of enterprises to access

and use market intelligence. Trust-building and the creation of greater horizontal and
vertical linkages must permeate all of these endeavours.

This roadmap responds to these needs by providing Uganda with a detailed PoA
that will facilitate growth in the sector within the next five-year period. Through the
steps outlined in the PoA, stakeholders will improve their ability to offer competitive
products. Yet these improvements will only lead to sustainable development if they
result in concrete business transactions. To this end, improved competitiveness
must be intimately tied to the further penetration of current markets, expansion into
new markets and development of new products. Particularly promising prospects for
sectoral development may lie within the following product and market opportunities,
ranked according to potential.

[ EXECUTIVE SUMMARY ]




Domestic market
Sudan, Democratic Republic of the Congo (DRC), Kenya, Rwanda, South Africa

Sunflower oil International: India, Algeria, Morocco, Turkey, China, Switzerland
Sudan, DRC, Kenya
High oleic sunflower oil International: European Union (EU), Middle East, China, North Africa
Domestic market
Fortified sunflower oil East African Community (EAC), Sudan, DRC
Domestic market
Organic sunflower oil and processed EAC
products International: EU, China, India
Branded cold-pressed sunflower oil International: EU, United States of America, Turkey, India, China, Middle East
Kenya, Sudan, DRC
Livestock feeds International: India and Thailand

Non-organic: Middle East, North Africa, Kenya, Gulf nations
Sunflower seeds as a shack Organic: EU and United States

Unlocking the potential of the Ugandan sunflower sector will require transformations
throughout the value chain. These adjustments, as reflected in the future value chain,
are the result of targeted efforts to address the competitive constraints identified and
capitalize on opportunities to add value.

in the future value chain, farmers
will have access to higher quality seeds, both imported and local, as well as
modern and specialized farm equipment (imported and domestic), higher quality
manure and chemical fertilizers (imported and domestic); higher quality pesti-
cides and insecticides (imported and domestic); and new agribusiness services.

farmers, processors and other private sector stakeholders will be able to rely on
improved services, particularly in the areas of quality management, extension
services, input provision,access to finance, trade intelligence and dispute resolu-
tion. Such improvements will help attract investment, which will then serve as a
catalyst for value transformation across the value chain.

in the longer term, the value chain will include
a wider spread of products, including higher value added products. Product
diversification will be facilitated by increased market intelligence, enhanced
production capacities, and improved attention to quality management. The
Roadmap’s focus on value-addition is well established and will be a lever for
generating growth.

these
capacities will lie at the base of improved export performance. Not only will
information help enterprises produce goods in accordance with final demand, it
will be crucial in the quest to further penetrate existing markets and diversify into
new markets, as it will allow the sector to identify and cater to appropriate buyers.



(CCO Public Domain) pixabay, sunflower-450234.jpg

This roadmap was the result of extensive consultations with public and private sector
stakeholders, leading to unprecedented levels of cooperation among sector opera-
tors. Key private sector stakeholders and leading institutions facilitated an exhaustive
analysis of the sector. Market-led strategic orientations, prioritized by stakeholders
and embedded into a detailed implementation plan, provide a clear roadmap that
can be leveraged to address constraints to trade, maximize value addition and
support regional integration. In addition, the inclusive approach ensured that all
stakeholders were committed to the process and left with a clear understanding of
each actor’s role.

As such, this roadmap builds upon and is aligned with existing development plans
and activity in the country, including the National Export Strategy. This salient char-
acteristic ensures that the activities contained in the Strategic Plan of Action do not
result in redundant action, but rather are coherent with the national development
agenda.

The implementation phase will involve a rigorous process of resource mobilization,
partner identification, due diligence in terms of project design and establishment of
project management/implementation management structures. Far from being the
sole prerogative of any one entity, resource mobilization will be led by many different
actors including the national government and donors. For certain activities, the SITA
initiative will identify and support select POA activities, in discussion with national
stakeholders.




Strategic objectives of the roadmap and related impact

2. Improve quality of
institutional support, and
better position the sector
for attracting investment

1. Improve availability of

inputs to the sector

1.1. Improve the availability
of seeds for propagation by
a twin strategy for
developing import contacts
and national multiplication

2.1. Improve institutional
coordination and upgrade
representative associations

2.2. Improve the value
proposition of the sector
towards policy makers and
1.2. Improve accessibility investors

and affordability of non-seed
inputs for the sector

2.3. Improve access to
finance for sector operators

| _

Enhanced institutional

Strong supply chain of support and improved

seeds and other inputs | value proposition with
investors

IMPACT

Enhanced enterprise-
level capabilities to Diversified sector
access market product portfolio
intelligence

3.4. Improve essential
infrastructure, including
warehousing and pro'&uct quality
management infrastructure

4.2. Improve linkages in

target markets and with 3.3. Improve access to
other sectors

technology

3.2. Improve the quality of,
and access to, extension
services

4.1. Better inform/train
exporters on knowledge and

procedures related to
exports

3.1. Propagate knowledge
and best practices in the
sector

4. Strengthen enterprise

capacities for harvesting b BRI

for value transformation
in the sector

information as a tool to
access target markets




The sector broadly comprises seeds, oil, cake and derived
products, and has shown impressive growth in the last few
decades. Seed production has doubled in the last 20 years,
although the rate of growth is slowing. Oil production has
risen in tandem with seeds.

Seed production is forecast to reach 48 million tons by 2030
and 60 million tons by 2050, from a current production fig-
ure of approximately 40 million tons. Projections from the
Food and Agriculture Organization of the United Nations
(FAO) and others indicate that demand for sunflower oil will
reach 2 million tons per annum in 2050. Driven by rising in-
comes, population and awareness of the health properties
of sunflower products, the sector is projected to see stable
demand and consumption trends in the long term.

In the short term, the sector has been prone to regular
instability in global markets. Both seed and oil subsectors
have experienced periods of turbulence in recent years ow-
ing to factors particular to sunflower oil as well as inherent
price and demand instability that affect the entire edible oil
complex.

Overall growth in the sector has produced more oilcake
for sale but the market for this by-product has not grown as
quickly as either the production of seeds or the crushing of
seeds to make oil. Finding markets for oilcake therefore will
be an essential element of expanding the sunflower oil —and
indeed the overall oilseeds — sector. Markets for oilcake can
constitute up to 30% of value addition in the process.

Production trends, sunflower seed and oil, 1994/95 — 2014/15
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Box 1: Sunflower utility

Sunflower seed has four principal uses.

Edible oil: sunflower derives the majority of its value from oil. The
oil is appreciated for its ‘light colour, high level of unsaturated fatty
acids, lack of linolenic acid, bland flavour and high smoke points.*

Meal: The predominant use of sunflower oilcake (non-dehulled
and partly dehulled) is for feeding swine, poultry and ruminant ani-
mals. Compared with soybean alternatives, sunflower has a higher
fibre content, lower energy value, lower lysine content and higher
methionine content. The use of oilcake is not limited to meal for
animals and poultry; there is a gap in product diversification and
market diversification globally.

Industrial uses: Although often cost-prohibitive, sunflower oil
does have a number of industrial uses. It has been used in paints,

varnishes, plastics, soaps, detergents and fuel. In addition, it has
been used as a pesticide carrier and in the production of agrochemi-
cals, surfactants, adhesives, plastics, fabric softeners, lubricants and
coating. Unlike palm and soya, sunflower oil is not used in biodiesel,
which has been a key driver of consumption in recent years. From
an industrial use perspective, sunflower oil has limited usage, with
only 10% of the oil used for such purposes.

Non-oilseed: sunflower seed is also used for birdfeed or human
snacks (more accurately described as ‘confectionary or bakery grade
sunflower seed’). Seeds used for these purposes are generally larger
and require a variety of processing techniques. Larger seeds are
roasted, medium seeds are dehulled and smaller seeds are used
for birdfeed. Lastly, sunflower can also be used as a forage crop.

Putnam, Oplinger, and others (1990). Sunflower. In Alternative Field Crops Manual. University of Wisconsin—Extension, Cooperative Extension;

Seed supply is dominated by a few countries: the Russian
Federation and Ukraine account for nearly 50% of global
seed production, and with the EU and Argentina included
in the mix, this percentage goes up to 75%. Seed produc-
tion has doubled in the last 20 years, driven by better yields
and increasing acreage. This is especially true in the Black
Sea region, which has seen rapid growth rates driven by
replacement of older varieties of seeds with hybrid varie-
ties. Major producers such as the Russian Federation and
Ukraine drive growth through improved yields, while emerg-
ing players —including Uganda- have focused primarily on
increased acreage as a means of increasing production.

The EU is the main producer of sunflower oil, accounting
for 69% of production, distantly followed by Asia (15%), the
Americas (12%) and Africa (5%).In 2013, the main producers
of sunflower oil were the Russian Federation (26%), Ukraine
(18%), Argentina (8.5%), Turkey (7%) and France (4.6%).

Sunflower production takes the form of extensive pro-
duction in countries with established sector competencies
such as the Russian Federation, Ukraine and Argentina,
while in countries with developing sector competencies, in-
tensive farming methods are the norm, although extensive
production is also gaining ground in countries such as the
United Republic of Tanzania.

The global value chain is short because the majority of
milling takes place close to production areas. One reason
that supply of both seeds and oil from the Black Sea region,

University of Minnesota: Center for Alternative Plant & Animal Products and the Minnesota Extension Service.

particularly Ukraine, has been disrupted is the ongoing con-
flict between the Russian Federation and Ukraine.

(CC BY 2.0) Tony Alter, Sunflower Bud.
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Currently, Africa produces 5.4% of the world’s sunflower
seeds. Driven by focused development attention, production
growth in countries such as the United Republic of Tanzania
and Uganda' has been rapid and successful. One important
point of note is that sunflower has largely replaced cotton
seed in these countries. The decline of the cotton sector
and replacement by sunflower production is an important
contextual element. In Uganda especially, the sector was
the target of additional focus by the donor community in the
mid-1990s as stakeholders looked to counteract the effects
of a collapsing cotton sector.2 Since the turn of the century,
the sector has developed swiftly.

The entry of East African producers has meant a new
dynamic— of sunflower by
smallholders, which has primarily been produced through

in Eastern Europe, South America and
the United States. This development of sunflower produc-
tion in smallholder agriculture is essentially a phenomenon
of the last 15 years.

1.— Other major regional oilseed producers (excluding the United Republic
of Tanzania and Uganda) such as Ethiopia and Sudan have not entered
the sunflower sector in any substantial way, preferring to retain focus on
other oilseeds.

2.— Dalipagic, lan and Elepu, Dr Gabriel (2014). Agricultural Value Chain
Analysis in Northern Uganda: Maize, Rice, Groundnuts, Sunflower and
Sesame, p. 28. Action Against Hunger/ACF International.

European countries account for more than 40% of global
sunflower exports. Export trends indicate that

and grown at a fast pace between 2003 and
2012; indeed, most leaders posted CAGRs in the double
digits. The continued growth in market share of the two lead-
ing suppliers, Ukraine and the Russian Federation (29%
and 9% 2011-2012 market share respectively measured
in value, and 36% and 12% respectively measured in vol-
ume), is explained by higher yields derived from the use
of hybrid seeds. Other leaders such as Argentina (ranked
third) have performed relatively poorly over the last five
years. Argentina’s production of sunflower oil appears to

World exports of sunflower products posted a compound
annual growth rate (CAGR) of 18% between 2003 and
2012, expanding from an average of US$ 3,779 million in
2003-2004 to US$ 15,205 million in 2011-2012. Provisional
data for 2013 and 2014 suggests that this upward trajec-
tory has continued through to today. This growth has been
driven by changes in both the supply and demand sides of
the sector. With regards to supply, the sector has benefited
from increased yields (particularly in leading exporters/de-
veloped countries) as well as increases in cultivated areas
(led mainly by developing countries). Demand meanwhile
has benefited from the continued growth of the global pop-
ulation, together with the trend towards healthy lifestyles.
Sunflower’s nutritional value has made it an increasingly
popular ingredient across the globe.

3.— Unless indicated otherwise, this analysis uses trade data from the FAO
database because it distinguishes between safflower oil and sunflower

oil. While United Nations Comtrade statistics are more updated (including
data through 2014), they do not make this distinction at the Harmonized
System (HS) six-digit level. Note however that the trade in safflower oil is
expected to have remained stable over recent years. As such, increases in
trade flows observed in United Nations Comtrade data are most likely due
to increased imports of sunflower oil.

have stagnated: while yields continue to rise, the area under
cultivation is in decline.*

Within Africa, Egypt, the United Republic of Tanzania and
Uganda have performed well over the past five years with
regards to increased growth and market share. The case of
the United Republic of Tanzania is especially notable, in that
important progress was made in terms of both increased
yields and cultivated area. Table 1 provides further details®
on the leading exporters of sunflower products.

4.— Food and Agriculture Organization of the United Nations (2010).
Sunflower Crude and Refined Oils. Agribusiness Handbook, FAO: Rome.
5.— Average values are preferred as they offer a more accurate picture in
light of the volatility that characterizes the sector.
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While all three sunflower derivative product categories
(seeds, oil and oilcake) experienced strong growth over the
past five years, the expansion of sunflower cake exports is
especially notable. Ukraine and the Russian Federation are
the top exporters of sunflower oil and cake, while Bulgaria
and Romania are the most important exporters of sunflower
seeds.

Table 1: World top 10 exporters of sunflowers

Exports 20112012 e Shwel ___CAGR

(US$ thousands) Average Average Average

2003-2004 (%)  2008-2009 (%)  2011-2012 (%) (2008-2012) (%)

World 15205 319 100.0 100.0 100.0 11.6

1 Ukraine 4350 211 21.2 21.0 28.6 26.1
2 Russian Federation 1452 004 4.0 8.1 9.5 271
3 Argentina 1257 766 18.2 14.0 8.3 9.7
4 France 1089 608 8.2 75 7.2 9.0
5 Hungary 868 123 6.4 5.0 57 14.7
6 Romania 833216 3.6 35 55 15.6
7 Bulgaria 768 747 2.7 4.3 5.1 16.0
8 Netherlands 722712 7.4 8.3 4.8 7.2
31 United Republic of Tanzania 41048 0.0 0.2 0.3 33.2
53 Uganda 7199 0.0 0.0 0.0 49.7

Source: Food and Agriculture Organization of the United Nations (2015).
Note: * Data from International Trade Centre (2015).

Table 2: Top 10 global exporters of sunflower products by segment (US$ ‘000’)

Sunflower oil Sunflower seed Sunflower cake

World 10319 790 12 World 3 868 696 11 World 1832274 18
Leading and growing Leading and growing Leading and growing

Ukraine 3560211 25  Bulgaria 624 527 19 Ukraine 750 850 23
Russian Russian

Federation 1134 806 25 Romania 583 504 22 Federation 373180 27
France 657 261 8 France 429 217 10 Netherlands 99 315 13
Hungary 482 141 24 Hungary 415 458 0  Hungary 71057 44
Turkey 377 663 26 China 303518 15 Romania 55095 43
Romania 222 073 26 United States 288 931 8  France 39981 16
Germany 208 115 12 Slovakia 158 245 20  Bulgaria 38809 84

United Republic
Leading but declining Argentina 114611 13%  of Tanzania 34981 18%
Argentina 1023 743 -12 Ukraine 107 357 8  Germany 28 880 1
Republic
Netherlands 603 644 -10  of Moldova 104 401 44 Leading but declining
Belgium 218 593 -1 Argentina 129 967 -6

Sources: For sunflower oil: Food and Agriculture Organization of the United Nations (2015), and for other sunflower derivatives:
International Trade Centre (2015).
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International demand for sunflowers has expanded consist-
ently over recent years, and growth was particularly notable
2000-2005. Imports grew by a CAGR of 22% from 2003 to
2008, as opposed to 9% from 2008 to 2012. Provisional
trade data indicates that growth has continued through
2014. The rise in imports was driven by both the increased
number of importers and the increased value of buyers’ im-
ports. While only 11 countries imported more than US$ 100
million in sunflowers between 2000-2005, this number in-
creased to 20 in 2008-2009 and 29 by 2011-2012. Fourteen
of these countries saw their imports expand by double digit
annual growth rates between 2008 and 2012.

Turkey and India are the leading importers of sun-
flower products. Qilseed production in India has consist-
ently failed to keep pace with its increasing local demand.
Consequently, Indian imports of vegetable oils have grown
dramatically in the last five years. These imports are ex-
pected to continue growing due to below-average monsoon
rains.® Turkey meanwhile is a leading importer and proces-
sor of sunflower seeds.

6.— Oil World (2015). Website. Available from:
http:/ /www.oilworld.biz/app.php?fid=1090&fpar=0&isSSL=08&aps =
0&blub= 99d5d4612ae78dfcf3f261cddd2f91a5.

Special attention should also be given to the Chinese market
for sunflower oil.” China imported US$451 million of sun-
flower oil in 2014, representing a three-year CAGR of 66%
(2011-2014) and a five-year CAGR of 29% (2009-2014).

All sunflower derivatives experienced high rates of import
growth between 2003 and 2012 (in value terms). The best
performers, with regards to both growth and share, were
sunflower oil and sunflower cake. While sunflower oil domi-
nates the market in terms of share, the demand for sunflower
cake and seed has registered particularly high growth in the
last decade. Turkey and the EU constitute the top importers
of sunflower seed and cake, while India is the top importer
of sunflower oil. Despite an escalation of global prices, the
sunflower cake segment (whose primary market is the EU)
has proven to be the most stable and fastest-growing.

7.— Based on United Nations Comtrade data. While at the time of writing
FAO statistics are only updated through 2012, it is in fact only in more
recent years that Chinese imports of sunflower oil began to grow at a more
considerable pace. This analysis refers to HS 151211 and HS 151219.

It should be noted that these product categories do not differentiate
between sunflower oil and safflower oil, and that they therefore represent
an estimate of the trends.

Leading importers (excluding China) of sunflowers, imports >= US$200 million

World 13844 030
1 Turkey 1489173
2 India 1135172
3 Netherlands 992 449
4 Egypt* 848 421
5 Germany 809 812
6 Spain 753 249
7 France 644 121
8 Belgium 629 620
9 Italy 597 052
10 United Kingdom 569 918

Source: Food and Agriculture Organization of the United Nations (2015).

Note: * Data from International Trade Centre (2015).

100.0 100.0 100.0 9.3
5.9 9.6 10.8 141
11 3.8 8.2 46.6

1.6 8.1 72 5.7
2.0 2.8 6.1 443
74 7.4 5.8 0.3
5.8 6.3 54 7.2
4.6 5.7 4.7 5.1
46 53 4.5 0.9
5.2 5.0 43 45
3.4 6.1 41 -1.8
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World top 10 sunflower importers by segment (excluding China)

Leading and growing* Leading and growing

India 1128330 46 Turkey
Turkey 808 942 1 Netherlands
Netherlands 508 613 3 Germany
Egypt* 732 845 41 Spain
taly 309 560 4 France
Russian
Leading but declining Federation
Belgium 528 125 -2 Ukraine
Germany 420 160 -6 Portugal
United Kingdom 415 021 -2 Romania
Spain 332927 -3 Leading but declining
France 253 627 -8 taly

Leading and growing

458 981 5 France 259 379 46
350 259 12 Italy 184 015 15
349 905 3 Belarus 180 992 7
305 720 4 Turkey 163 305 24
229 284 31 Netherlands 149 432 7
208 884 24 Poland 148 271 23
195 551 28 Spain 128 985 24
177 861 25 Denmark 126 376 23
138 041 12 United Kingdom 119033 1

Germany 85078 36
135131 -2

Source: For sunflower oil: Food and Agriculture Organization of the United Nations (2015); and for other sunflower derivatives:

International Trade Centre (2015).
Note: * Data from International Trade Centre (2015).

Consumption of sunflower oil has grown quickly overall and
particularly in fast-developing economies. Factors influenc-
ing seed and oil consumption include population growth
and changing consumption patterns (notably due to rising
incomes). Although sunflower faces fierce competition from
other vegetable oils such as palm oils (mostly on price),
demand has continued to rise as people become more con-
scious of the health properties of sunflower oil.% In fact, this
trend is triggering oil processors to search for sources of
trans-fat-free vegetable oil, and sunflower oil still is a cheap-
er alternative to olive oil, for instance.

In recent years consumption has shifted and is more bal-
anced between Asian and European imports. This is in line
with the general trend of increasing vegetable oil consump-
tion, which is itself tied to a rise in economic development.
Long-term demand from India and China is also driven by
the forecast trend towards lighter, healthier oils with low

8.— ‘Compared with other vegetable oils and animal fats, the oil in
sunflower seed is very high in polyunsaturated fatty acids, making it
easily digestible and providing a good option when choosing cooking oil,
particularly if high cholesterol is a concern.” (Agriculture and Agri-Food
Canada (2015). Website. Available from http:/ /www.agr.gc.ca.)

unsaturated fat profiles (although price sensitivity is currently
a more relevant factor than consumer health consciousness
in these economies).

India’s and China’s booming population bases and eco-
nomic growth are driving the steady demand for sunflower
oil, and this trend is expected to continue in the mid-to-long
term. India leads global imports, and recent estimates® ex-
pect consumption levels in the 2015/16 season to surpass
2014/15 figures, despite competition from alternatives.

Consumption in the EU is expected to remain stable in
2015/16, with projections of higher demand stemming from
a sharp fall in prices after a period marked by high price
premiums. North America is also expected to remain a sig-
nificant consumer.

In the African context, consumption in all regional mar-
kets is well below recommended levels but is projected to
rise as economic conditions improve. Population levels will
also rise (including in Uganda), contributing to this trend.

9.— Economist Intelligence Unit (2015.) Industry Analysis, Commodities
—SunflowerSeed Qil, 1 September 2015.
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As indicated in figures 2 and 3, seed and oil prices have
both experienced volatility, particularly since 2008.The key
contributing factors are crops/weather patterns, increasing
demand from developing countries, dynamics in the bio-
diesel segment (and its impact on supply of sunflower oil
substitutes in the market), and health-related trends to move
to lighter and healthier oils. Recent factors include the con-
flict between Ukraine and the Russian Federation, which
has disrupted supply from both countries to some extent.
The world market is currently well-supplied with sun-
flower and the prices are static to soft. In the long run, it is
expected that prices of all vegetable oils and oilseeds will

increase as indicated in figure 5. Strong and stable demand
will be a factor, as will the slower growth in production and
the slowdown in yields improvement. Meal prices are ex-
pected to be driven by demand ‘for non-ruminant and milk
production and a greater incorporation rate of protein in feed
rations in developing countries’.'”

10.— Organisation for Economic Co-Operation and Development, Food
and Agriculture Organization of the United Nations (2015). OECD-FAO
Agricultural Outlook 2015, chapter 3 (Commodity snapshots), page

117. Figure 3 chart from Organisation for Economic Co-Operation and
Development (2015). OECD Agriculture statistics database. Available from
http:/ /dx.doi.org/10.1787/agr-outl-data-en. Accessed 29 July 2015.
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Figure 5: Evolution of world oilseed prices (all oilseeds), 1994-2024
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QUTPUT GROWTH HAS BEEN SLOWED BY A VARIETY
OF FACTORS

Production of sunflower oil continues to rise but the rate of  As discussed earlier, the mid-to-long-term forecast for this

growth is slowing because: sector remains optimistic despite the slowdown in growth

= The Russian Federation/Ukraine conflict has affected rate and the recent relative price and demand instability.
supply, and cannot be underestimated given that the
two countries together account for 50% of the global
supply of sunflower seed. The short value chain associ-
ated with the sunflower sector — most milling occurs at
origin — adds additional strain to supply of oil from these
countries. Additionally and related to this conflict are the
sanctions in place against the Russian Federation, which
prevent exports to key markets in the EU and the United
States. Exports from Ukraine are disrupted and this can
be exacerbated if the conflict continues or spreads.

= Weather has been a big factor in limiting production. A
see-saw pattern of poor, better and then poor weather in
2013, 2014 and 2015 respectively has affected production
in the EU and Eastern Europe. Argentina has seen three
lower-planting years in a row and poor weather in 2014.

= In Eastern Europe, increasing levels of confectionary
seed production means that these larger seeds are ide-
ally suited for non-oil, food-related uses.

= The two largest consumers, India and China, have expe-
rienced lower levels of production than expected, which
is driving global growth in consumption.
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Trade trends of this crop and its products are affected by:
Price increases of other oils;
Countries’ trade policies (from export taxes to production
and export incentives);
Local production of importing countries as well as pro-
duction levels of exporting countries (both of which are
affected by external factors such as weather conditions
and price of other crops, as farmers can be compelled
to move towards a higher rent crop);
Finally, as discussed below, even crude oil prices have a
contributing effect on the sector.

Sunflower oil faces important competition from a wide range
of oils at all cost levels, from olive oil to rice bran oil to novel
foods such as chia. Palm oil and soy oil are the two closest
oil-based competitor ‘cousins’. Most of the oil consumption
growth has been taken up by palm oil, although the sun-
flower oil share has been turning around in 2015.

Box 2: Global trends

Sunflower is not used in biodiesel but biodiesel influences
the oils and oilseeds market. Decreases in crude oil prices
in recent years have led to lower diversion of crops such
as palm oil and soybean to bioethanol production, leading
to excess supplies of these oils in the market. Given that
consumers in price-sensitive markets such as India show
proclivity to switch between soybean oil, sunflower oil and
palm oil based on changing price differentials, this excess
(and decreasing costs) has tended to bring prices of sun-
flower oils down as well. In 2014, a record United States
harvest of soybean caused prices of all vegetable oils to
reduce dramatically.

Biodiesel subsidies also play a role in creating uncer-
tainty in the sunflower oil sector. Biodiesel consumption is
expected to rise, driven by government subsidies and an
increase in petroleum prices. However unlikely, subsidies
can be removed through changes in policy directions in the
future, while prices of crude oil can also fluctuate indepen-
dently, impacting the sector.

1. The global value chain is short and the majority of milling takes
place close to the areas of production.

2. Seed supply is dominated by a few countries, with the Russian
Federation and Ukraine accounting for nearly 50% of global
seed production

3. Demand is growing especially fast in developing econo-
mies (and in particular China and India) due to population
growth and rising incomes.

4. Seed and oil prices have been particularly volatile since 2008
due to a number of factors, including crops/weather patterns,
increasing demand from developing countries, dynamics in

the biodiesel segment (and its impact on supply of sunflower
oil substitutes in the market), health-related trends to move to
lighter and healthier oils, and geopolitical conflict in Ukraine.

5. Price-sensitive consumers will substitute sunflower oil
with palm or soybean oil based on price changes, and
sunflower will continue to face competition from other oils.

6. Even so, demand is forecast to increase in the medium-to-long
term, and seed production is expected to reach 48 million tons
by 2030 and 60 million tons by 2050, from a current production
figure of approximately 40 million tons.

[ GLOBAL SUNFLOWER VALUE CHAIN:POISED FOR CONTINUED GROWTH ]



11.— Information source for the value chain: consultations and desk research, prominently using Dalipagic, lan and Elepu, Dr Gabriel (2014). Agricultural
Value Chain Analysis in Northern Uganda: Maize, Rice, Groundnuts, Sunflower and Sesame. Action Against Hunger/ACF International.

Sunflower is a relatively new crop in Uganda, having been
introduced in the 1920s and 1930s by missionaries.'
By the 1960s, the cultivation of sunflower was widespread
throughout the country and output was expanding stead-
ily. The sector was of particular interest to non-government
organizations (NGOs) and other development partners,
especially in the Northern and Eastern regions of the
country.'s

Even so, yields were low and stagnant due to the lack
of appropriate seeds and poor agronomic and farmer prac-
tices. Indeed, many cultivators used seeds from ornamen-
tal or confectionary varieties of sunflowers that had been
introduced from the Russian Federation and Kenya in the
1960s and 1970s." Significant strides came in 1988 with the
initiation of the National Sunflower Programme.

This programme worked to promote best farming prac-
tices and stimulate the propagation of improved seeds,
including the improved, open-pollinated Sunfola variety de-
veloped by the National Agricultural Research Organization
(NARO).”® As a result, yields more than doubled in the late
1980s and early 1990s. The provision of markets for sun-
flower products and the availability of seeds were therefore

12.- Turiho-Habwe, Godfrey (1992). The Accomplishments and Constraints
of Sunflower Research in Uganda.

13.— World Bank (2011). Making the grade: Smallholder Farmers,

Emerging Standards, and Development Assistance Programs in Africa:

A Research Program Synthesis, chapter 6: case studies: upgrading for

the domestic market and for traditional export commaodities. Available

from http:/ /siteresources.worldbank.org/INTARD/Resources/CH®6.pdf.
14.—- Turiho-Habwe, Godfrey (1992). The Accomplishments and Constraints
of Sunflower Research in Uganda.

15.— World Bank (2011). Making the Grade: Smallholder Farmers,
Emerging Standards, and Development Assistance Programs in Africa:
A Research Program Synthesis, chapter 6: case studies: upgrading for
the domestic market and for traditional export commodities. Available
from http:/ /siteresources.worldbank.org/INTARD/Resources/CH6.pdf.

key factors in promoting cultivation: once farmers saw that
sunflower could be a profitable crop, the area under culti-
vation expanded. As a result of both increasing yields and
cultivation, production volume increased considerably.

The sector was the target of renewed focus in the mid-
1990s as stakeholders sought to counteract the effects of a
collapsing cotton sector,'® and since the turn of the century
the sector has been subject to swift development spurred
by a number of factors. The Mukwano Group (a Ugandan
conglomerate engaged in commodities trading and oil pro-
cessing) increased its sourcing of sunflower seeds in 2001
in efforts to substitute palm oil imports.”” In cooperation with
the Investment Development Export Agriculture project of
the United States Agency for International Development
(USAID) and Sere Agricultural and Animal Production
Research Institute, it introduced a high-yield hybrid sun-
flower variety from South Africa (PAN 7351) that has a sig-
nificantly improved oil extraction rate compared with the
Sunfola variety.'® They also began to offer extension services
and trainings to farmers, helping them to apply best prac-
tices and reduce costs. In 2001, the Government of Uganda
introduced the National Agricultural Advisory Services
(NAADS), providing a greater level of support services to
farmers.”® These efforts were supported by the interventions
of various NGOs.2°

16.— Dalipagic, lan and Elepu, Dr Gabriel (2014). Agricultural Value Chain
Analysis in Northern Uganda: Maize, Rice, Groundnuts, Sunflower

and Sesame, p. 28. Action Against Hunger/ACF International.

17— Schoonhoven-Speijer, M. and Heemskerk, W. (2013). KIT Case Study:
the Ugandan Oilseed Sector, p. 3. Royal Tropical Institute (KIT).

18.— World Bank (2011). Making the grade: Smallholder Farmers, Emerging
Standards, and Development Assistance Programs in Africa: A Research
Program Synthesis, chapter 6: case studies: upgrading for the domestic
market and for traditional export commodities. Available from

http:/ /siteresources.worldbank.org/INTARD/Resources/CH6.pdf.

19.— Schoonhoven-Speijer, M. and Heemskerk, W. (2013). KIT Case Studly:
the Ugandan Oilseed Sector p. 3. Royal Tropical Institute (KIT).

20.— Please see Appendix 1 for a list of development programmes
targeting the sector.
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Sunflowers have become attractive for smallholder farmers
as they are a short cycle cash crop that requires few external
inputs.?' The average size of a sunflower farm in Uganda is
1.74 acres, and 93.56% of the harvest is sold, clearly dem-
onstrating that sunflower seeds are produced as a cash
crop.?? It should be noted that most sunflower farmers are

21.— Dalipagic, lan and Elepu, Dr Gabriel (2014). Agricultural Value Chain
Analysis in Northern Uganda: Maize, Rice, Groundnuts, Sunflower and
Sesame, p. 28. Action Against Hunger/ACF International.

22.—Ibid.: p. 32.

Box 3: Main areas of cultivation in Uganda

(CC BY 2.0) Ruth Temple, Cordes-road-sunflowers.

considered to be middle-income farmers: as it is mainly a
cash crop, only those with capital to invest, or those who are
able to bear the risks, engage in sunflower cultivation.?® Less
wealthy households (and women-led households) are more
likely to be constrained by limited cash and a preference for
subsistence crops.

23.— Schoonhoven-Speijer, M. and Heemskerk, W. (2013). KIT Case Study:
the Ugandan Qilseed Sector, p. 6. Royal Tropical Institute (KIT).

Sunflower grows well in a wide variety of soil types, from sand to
clay.* It is generally cultivated in the semi-arid central and northern
parts of Uganda due to its tolerance of dry conditions.** This has
made it a popular crop among farmers in drought-prone areas such
as Otuke district. Production is found largely around the Lango sub-
region due to its proximity to processors.*** Lira is the major hub
for production and processing, and 80% of sunflower comes from
five of its surrounding districts: Apac, Lira, Oyam, Dokolo and Soroti.
Seed provision and technical services are concentrated in Lira, and
nearly 60% of the region’s farmers engage in sunflower production.

While sunflower also thrives in the Amuru and Nwoya districts, its
production is limited largely to that required for household consump-
tion.**** This is due mainly to a lack of market access; as buyers
and agents are not present, farmers wishing to grow sunflower seeds
commercially must transport their harvest to Gulu, a time-consuming
and costly endeavour. It is also difficult for farmers in these areas
to acquire an adequate quantity of seeds. These challenges are
complicated by a general lack of knowledge with regards to best
harvest practices, once again demonstrating the fact that the sector’s
development has been selective.

* Turiho-Habwe, Godfrey (1992). The Accomplishments and Constraints of Sunflower Research in Uganda.

** Ibid.

*** Schoonhoven-Speijer, M. and Heemskerk, W. (2013). KIT Case Study: the Ugandan Oilseed Sector, pp. 2—3. Royal Tropical Institute (KIT)..

**** Ibid.. p. 29.
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Box 4: Salient points regarding the value chain

1. Two channels exist within the value chain — the ‘Mukwano chan-
nel’ and the ‘independent channel’.

2. Despite producing seeds with lower oil content, Ugandan farm-
ers are paid well for their supply.

3. Domestic costs of sunflower oil are well above international
prices, indicating the level of deficit.

4. The sector in Uganda is currently successful as the market is
managed by three companies. However, unless the value chain
is rationalized (i.e. better varieties producing higher oil content)
there is a risk that it will not continue to be successful.

5. Increased production will reduce the price or bring it into line
with the world market. The price margins that the sector currently
enjoys will decrease in the future, in line with sector improve-
ment initiatives.

6. Exports work at present because regional countries are either
heavily oilseed-deficient or have similar structures to Uganda.

7. If the world oilseeds trend was to reverse (i.e. turn towards
structural surplus), the Ugandan sector would come under
threat. This could have particular impact because sunflower
seed is not regarded as a food security crop.

8. Inrecent years, an organic movement has started in Uganda,
with three cooperatives involved in small production volumes
and conducting milling operations on their own.

Table 5 charts the value added by each actor in the value chain based
on average prices and costs.

Assuming an oil content of 32%, the farm to retail spread (or market-
ing margin) varies from 1,577 to 1,937 UGX per kg.8 This implies
that sunflower farmers capture 36%—46% of the retail price.

Gross margins throughout the value chain (in Ugandan shillings (UGX))

Production price or purchase price 626 - 1 044 1100 1100- 1300 3900 -4 000 5000 -6 000
Selling price 1100 1200 -1 300 3900 -4 000 5000 -6 000 7000 -7 500
Gross margin 56 - 474 100 - 200 514-714 1000-2 100 1000 -2 500

Source: Reproduced from Dalipagic, lan and Elepu, Dr Gabriel (2014), p. 28.

The key actors involved in the value chain broadly comprise
farmers, traders, millers and retailers. The value chain can
be divided into the Mukwano channel (mainly constituting
contract farmers) and the independent channel. Mukwano
is the market leader in the sector, with strong vertically in-
tegrated operations. The independent channel consists of
independent farmers (not contracted by Mukwano), select
medium-sized millers and several local millers.

Independent farmers mainly grow local sunflower varie-
ties. They then sell their products to local millers. Contract
farmers meanwhile work with Mukwano or Mount Meru (a
Tanzanian company), the latter of which has just recently
established an integrated edible oil facility in Lira. Around
50% of farmers are organized into small groups (20 to 30
farmers) either by millers or NGOs. Another 5% participate
in cooperatives, while the rest are independent.

Major millers maintain informal contracts with farmers un-
der which farmers are supplied with seeds in return for a
promise to sell the contractors the entirety of their produc-
tion. In this way, it can help to offer farmers quality inputs
and predictable prices for crops. The contractors may also
provide training and other forms of material support in a bid
to attract more farmers, with varying success. 2

A detailed version of the sunflower value chain is pro-
vided in figure 6 for reference.

24.— Saturday Monitor (2010). Sunflower gains importance in the wake
of regional trade, 29 September.
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The main input of the value chain is seed. Regardless of
the channel, the main supplier of seeds in the sector is
Mukwano, which imports and distributes PAN 7033 hybrid
seeds from South Africa (through an exclusive contract).
PANNAR is pre-ordered and pre-paid by farmers, imported
by Mukwano and distributed to the farmers and to a limited
extend sold into the open market. The seed is thus available
to farmers who can pre-pay. Other millers, including Mount
Meru, have also experimented with importing seeds with
varying success.

PAN 7033 hybrid seeds from South Africa are sold to
Mukwano’s contract farmers twice a year at a price of UGX
16,500 per kilogram (~US$5.50).252¢ Roughly two kilograms
are required to plant a field of one hectare. The farmers must
pay for the seeds months before their delivery. Upon deliv-
ery, Mukwano agrees to purchase the harvest at an esti-
mated price. Some independent farmers meanwhile also
purchase seeds from Mukwano.?” Others opt to use local
varieties, generally retained from past harvests. It should
be noted that the local varieties have an oil content of just
15%, compared with 32% found in hybrid seed. There are
also a number of seed merchants —such as Equator Seeds—
which are quite active in the sector, as well as other emerg-
ing companies.

Sunflower is generally grown together with other crops, in-
cluding maize and soybean, on smallholder farms.? Many
planting dates can be used, but the best yields and oil con-
tent are achieved when the crops are planted early.?® Most
farmers plant two crops throughout the year. Sunflowers
grow best in well-drained, ploughed fields. Ploughing is
done twice, and is one of the most costly exercises for those
farmers without oxen.®® Farmers weed the land throughout
the growing cycles and seeds are ready for harvest after
about four months.®'

The crop generally shows yield improvements with the
use of manure or fertilizers. It is estimated that using basic
husbandry skills, a Ugandan farmer can potentially pro-
duce 1,200 kilograms of sunflower seeds from a plot of one

25— Ibid.: p. 28.

26.— US$1 = 2,997 UGX on close of business 17 April 2015 (Bloomberg).
27 .— Dalipagic, lan and Elepu, Dr Gabriel (2014). Agricultural Value Chain
Analysis in Northern Uganda: Maize, Rice, Groundnuts, Sunflower

and Sesame, p. 30. Action Against Hunger/ACF International.

28.— Saturday Monitor (2010). Sunflower gains importance in the wake

of regional trade, 29 September.

29.— Turiho-Habwe, Godfrey (1992). The Accomplishments and Constraints
of Sunflower Research in Uganda.

30.— Dalipagic, lan and Elepu, Dr Gabriel (2014). Agricultural Value Chain
Analysis in Northern Uganda: Maize, Rice, Groundnuts, Sunflower

and Sesame, pp. 30-32. Action Against Hunger/ACF International.

31.— Saturday Monitor (2010). Sunflower gains importance in the wake

of regional trade, 29 September.

hectare (2.5 acres): however, this national average has only
been attained a few times owing to challenges on the supply
side (explained in the competitiveness constraints section).
It is estimated that the unit cost of production for the farmer
is between 626 and 1,044 UGX per kg. Table 6 illustrates the
revenue and cost structure of a typical sunflower farmer in
northern Uganda.

Typical gross margins for sunflower producers
in Otuke district®2

Output (kg/acre) 500

Price (UGX/kg) 1100

Total revenue (UGX) 550 000
Ploughing (UGX/acre) 160 000
Planting & seed (UGX/acre) 93 000
Weeding (UGX/acre) 48 000
Harvesting (UGX/acre) 48 000
Postharvest (UGX/acre) 12500
Bagging (UGX/acre) 10 000
Transport 20 000

Total variable costs 391 500
Gross margin (UGX/acre) 158 500

Ugandan farmers produced 250,000 tons of sunflower
seeds in 2013, representing a 216% growth from the turn
of the century and a five-year CAGR of 5.6%.% This excep-
tional growth is due mainly to the expansion of area under
cultivation, which itself grew by 204% from 2000, reaching
240,000 hectares in 2013. The last five years saw a 6.8%
annual growth in area under cultivation. Yields meanwhile
remained relatively flat; after reaching a peak of 13,322
hectograms per hectare in 2010, they fell back to 10,417 in
2013, representing a total change of 4% from the turn of the
century. Although production and yields declined in 2011/12
due to unfavourable weather conditions, the area harvested
continues to expand and the sector is expected to post posi-
tive gains in the future.® It should be noted that improved
yields may be more elusive as increased production places
greater demands on seed stock and training resources.

32.— Reproduced from Dalipagic, lan and Elepu, Dr Gabriel (2014).
Agricultural Value Chain Analysis in Northern Uganda: Maize, Rice,
Groundnuts, Sunflower and Sesame, p. 32. Action Against Hunger/ACF
International.

33.— Data calculated from FAQ statistics.

34.— Dalipagic, lan and Elepu, Dr Gabriel (2014). Agricultural Value Chain
Analysis in Northern Uganda: Maize, Rice, Groundnuts, Sunflower
and Sesame, p. 28. Action Against Hunger/ACF International.
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Ugandan sunflower production, 1990-2013
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Source: Food and Agriculture Organization of the United Nations (2015).

Box 5: Major players in the Ugandan vegetable oils sector

The Ugandan market is currently dominated by Three large private
sector producers of vegetable oils:

e Bidco Uganda Ltd produces palm oil from imports

e Mukwano Industries Ltd produces oil from domestic oil crops,
including a well-organized programme to promote the produc-
tion of sunflower seeds

e The newer entrant Mount Meru, which mainly produces oil from
sunflower seeds and soya beans at their crushing plant in Lira.

The perception is that the three companies have the market covered
as a dominant oligopoly with strong relations with the Government
and the supply9 chain. This perception exists despite the fact that

Upon harvest, contract farmers sell the entirety of their prod-
uct to Mukwano. It should be noted that although an esti-
mated price was provided to the farmers upon purchase of
the seeds, it is subject to change according to international
oil prices. As such, the farmers may be paid anywhere from
800 UGX to 1,200 UGX per kg.* In general, farmers bring
the sunflower seeds to a collection point managed by the
Mukwano agents in each district. However, they are not paid
immediately. Instead, they are compensated once Mukwano

35.— Dalipagic, lan and Elepu, Dr Gabriel (2014). Agricultural Value Chain
Analysis in Northern Uganda: Maize, Rice, Groundnuts, Sunflower and
Sesame, p. 29. Action Against Hunger/ACF International.

Uganda remains a significant importer of palm products; is at ap-
proximately 30% of global average annual intake of fats per capita;
has a population which is forecast to multiply fivefold by 2100;
10 and has a strategy under the Vegetable Qil Development Project 2
(VODP2)11 for the development of the oilseeds sector. In addition,
retail prices of vegetable oil are above international market levels,
suggesting a tight supply and an opportunity for market entry.

On the negative side of the equation one of the major millers has
reported that there are difficulties obtaining sufficient volumes of
sunflower seed. Furthermore, competing development activity in
the Palm Oil segment has at time stemmed development support
in the sunflower sector.

sets the final price for the harvest, which may take a few
weeks. Linking the prices to the international sunflower seed
sector (rather than the prices in the target market, i.e. the do-
mestic oil market) means that smallholders have to compete
with industrial agriculture. This dynamic creates uncertainty
for the farmers contracted by Mukwano.

The majority of independent farmers meanwhile sell their
harvest to local traders.®¢ These traders connect rural farm-
ers in remote areas to the larger value chain. They purchase
sunflower seeds at both farmers’ gates and stores. Once
they have accumulated a large enough quantity, they bulk
the product together and transport it to Lira, where they sell
it to millers for processing. Local millers pay a higher price

36.— Ibid.: p. 30.
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than Mukwano (roughly 1,100 to 1,300 UGX per kg), though
the traders may take a 100 to 200 UGX cut.®” Other farmers
do sell their harvest directly to local millers, but doing so
means that the farmer must cover the cost of transportation.
Independent farmers who purchase seeds from Mukwano
are in principle free to sell their produce elsewhere if they
choose to, but the sector dynamics influence them to sell
their harvest back to the conglomerate.

Mukwano processes crude oil from the sunflower seeds,
achieving a 32% yield with their hybrid variety. This oil is then
refined and packaged in Kampala, after which it is passed
to the wholesale channel or exported.®®

Local millers dry the seeds and then process them into
cooking 0il.** The oil is packaged into 20 litre jerricans and
sold to local retailers (note: 50—150 centilitre cans are also
now available). The production of oil also results in cake,
which is sold as animal feed through both channels.

In recent years, an organic movement in the sector
has evolved, driven by traditional cultivation prac-
tices that typically avoid chemicals, etc. and are
well-suited for organic production. Operations are
currently small, involving three companies that work
through a contract farming model with farmer coop-
eratives. The product is sold domestically through
wholesalers and retailers. It should also be noted
that Uganda already has the largest area of organic
certified land in Africa, which makes exploration of
such initiatives promising.

37— Ibid.: p. 34.
38.— Ibid.: p. 29
39.— Ibid.: p. 30.

Millers meanwhile produced 80,300 tons of sunflower oil
in 2013, representing a 10-year CAGR of 4.8% and a total
growth of 275% from the turn of the century.

Sunflower oil is sold to retailers for a price of roughly 3,900
UGX per litre (or 78,000 UGX per 20-litre jerrican). Local
retailers sell the oil either in jerricans or smaller 50-150 cen-
tilitre containers at a price of 7,000 to 7,500 UGX per litre.*°
Sunflower oil exports meanwhile were valued at US$5.9 mil-
lion in 2013.%' The largest importing markets were Kenya
(567.4% of Uganda’s sunflower oil exports), Rwanda (21.1%)
and Switzerland (13.1%).

While some of the cake produced by Mukwano is sold
on the regional market, a portion of it is exported, mainly to
Switzerland. Local millers also sell the cake as animal feed
to local traders in Kampala, Kenya and the United Republic
of Tanzania for roughly 500 UGX per kilogram.*? Ugandan
exporters sold 8,742 tons of sunflower oilcake in 2013 valued
at US$ 1.9 million.*® The most important importing markets
were Kenya (38% of Uganda’s cake exports), India (32.7%)
and Switzerland (27.8%).

40— Ibid.: p. 31.
41.— Data calculated from United Nations Comtrade statistics.
42— Ibid.: p. 30.
43.— Data calculated from United Nations Comtrade statistics.

Production of sunflower oil in Uganda, 1990-2013 (tons)
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INSTITUTIONAL SUPPORT TO THE VALUE CHAIN

The institutions detailed in box 6 provide support to the

sunflower value chain and can be segmented into three

categories.

= Policy support network: These institutions represent
ministries and competent authorities responsible for in-
fluencing or implementing policies and regulations.

= Trade services network: These institutions or agencies
provide a wide range of trade-related services to both
Government and enterprises.

= Business services network: These are associations, or
major representatives, of commercial services providers
used by exporters to effect international trade transac-
tions.

Box 6: Ugandan trade support network

National Planning Authority

Ministry of Agriculture, Animal Industry and Fisheries (MAAIF)
Ministry of Finance, Planning and Economic Development
Ministry of Works and Transport

Uganda National Roads Authority

Ministry of Trade, Industry and Cooperatives (MTIC)

Oilseed Sub Sector Uganda Platform (OSSUP)

Northern Uganda Oil Millers Association, Lira

National Organic Agriculture Movement of Uganda (NOGAMU)

Policy support network

Uganda National Bureau of Standards (UNBS)

MAAIF

Uganda Export Promotion Board (UEPB)

Uganda National Chamber of Commerce and Industry
Private Sector Foundation Uganda

Trade services network

NAADS

NARO

Cooperatives

Processors (Mukwano Industries, Ronco)

UOSPA

Uganda National Farmers Federation

Eastern and Southern Africa Small Scale Farmers Forum — Uganda
Uganda National Agro-input Dealers Association
Makerere University

Commercial, development and microfinance banks
Association of Microfinance Institutions of Uganda
Seed providers

Business services network
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The National Planning Authority is tasked with formulat-
ing comprehensive development plans for Uganda. As
part of its Vision 2040, it has helped shape a number of
policies that are expected to benefit the sunflower sector,
including improvements in transportation infrastructure
as well as the construction of a fertilizer plant in Tororo.
IFAD and the Netherlands Development Organization
(SNV) are co-financing VODP2 (2010-2018). The project
seeks to help farmers increase production of oil palm and
oilseeds and facilitate relationships between farmers and
processors. Through its oilseed component, the project
is providing support to 136,000 households.**

MAAIF develops and manages policies related to crop
sectors.

The Ministry of Finance, Planning and Economic Develop-
ment is in charge of privatization, investment, enterprise
and economic development efforts.

The Ministry of Works and Transport plays a key role in
facilitating trade by planning, constructing and maintain-
ing Uganda’s transportation infrastructure and engineer-
ing projects.

The Uganda National Roads Authority develops and
maintains the road network, and advises the government
on road policy.

Lastly, MTIC performs a number of roles. Its Department
of Trade is tasked with developing trade policy and
participating in negotiations where appropriate. The
Department of Cooperatives seeks to promote and
strengthen the cooperative movement by enhancing the
legal and regulatory framework while at the same time
providing technical assistance.

UEPB, Uganda’s trade promotion organization, is a public
agency established to promote and develop the country’s
exports. To this end, it provides trade and market informa-
tion services, technical advice and capacity-building, and
trade promotion services. It also advises the Government
on policies related to export.

UNBS is responsible for setting national standards, moni-
toring the safety and quality of foods, disseminating in-
formation on local and foreign standards, and providing
necessary chemical and microbiological analysis. In
addition, UNBS is the Enquiry Point for the World Trade
Organization Technical Barriers to Trade (TBT).

MAAIF, in addition to setting relevant policy, is also in
charge of monitoring agricultural inputs including chemi-
cals and seeds, and providing sanitary and phytosanitary
controls. It also supports the development of agricultural

44 - International Fund for Agricultural Development (no date). Vegetable oil
development project-phase 2. Available from http:/ /operations.ifad.org/
web/ifad/operations/country/project/tags/uganda/1468/ project_overview.

infrastructure (water, for example), helps provide various
inputs and services, and manages epidemics and disas-
ters, among other activities. The MAAIF is also an inquiry
point for SPS.

The Uganda National Chamber of Commerce and
Industry and the Private Sector Foundation Uganda are
private sector associations that represent their member-
ship through the provision of advocacy, marketing, re-
search and capacity-building services, among others.

Business support services, particularly around Lira, are
quite prevalent. Such services, which include input provi-
sion, agronomy and organization, are being provided by a
wide range of public, private and NGO stakeholders.*

The sunflower sector is represented within a number
of associations (although the focus on sunflower is
weak), including UOSPA, the Uganda National Farmers
Federation, and the Eastern and Southern Africa Small
Scale Farmers Forum. In addition, many sunflower farm-
ers are members of cooperatives. These groups have
grown significantly in recent years, and they may provide
technical advice, credit, output marketing and processing
services. They may also provide farmers with the oppor-
tunity to pursue joint marketing and purchasing of inputs.
UQOSPA: funded largely by donors, UOSPA operates is
an umbrella organization whose membership includes
65 small and medium-sized enterprise (SME) milling in-
dustries, 947 farmer groups, and over 47,000 farmers in
26 districts. UOSPA serves as a coordinating body for
the sector, while also providing a range of business de-
velopment and consulting services, including training and
skills development for businesses and support institu-
tions, credit sourcing, the provision of market information,
and input supply.*6

In addition to associations and cooperatives, NAADS
(within MAAIF), Mukwano and smaller processors such
as Ronco also provide extension services to farmers.
Nevertheless, it should be noted that more rural farm-
ers often remain out of reach of these service provid-
ers. Research and development is performed by NARO
of MAAIF, supported by Uganda’s universities (particu-
larly Makerere University Agricultural Research Institute,
Kabanyolo).

Financial services are provided by a range of commer-
cial banks, development banks/ international financial
institutions, and microfinance institutions. Even so, it is
difficult for independent farmers to access the appro-
priate financial tools and services on acceptable terms.

45.— Schoonhoven-Speijer, M. and Heemskerk, W. (2013). KIT Case Study:
the Ugandan Oilseed Sector. Royal Tropical Institute (KIT).

46.— Uganda Oil Seed Producers and Processors Association (2014).
What we do. Available from http:/ /www.uospa.org/whatwedo.html.
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As such, limited access to finance continues to be a key

roadblock in the sector’s development.

Uganda’s exports of sunflowers accelerated in 2007.
Although such a high rate is explained by the low values
from which it started, the sector’s export flows in the follow-
ing years were characterized by a fluctuating but still upward
trend; the CAGR between 2008 and 2014 was of 39%. In
terms of trade balance, export growth has allowed the coun-
try to be a net exporter of sunflower derivatives since 2007.

The increases observed during the reference periods re-
spond to the country’s blueprint Plan for the Modernization
of Agriculture launched in 2001 —which is the umbrella of
the NAADS agency set up in 2001 - and the assistance pro-
vided by NGOs and international organization to increase

yields and access to markets.

Despite positive outcomes in the sector over the past dec-
ade, this remains modest by international standards, as
trade data suggest that Ugandan firms have not been able
to truly develop their international market.

The world market share of Uganda’s exports of

(the only product sustainably increased) rose to 0.04%
(average 2011-2012). The subsector grew by 91% CAGR,
between 2008 and 2014. Its principal markets have been
Switzerland, Rwanda and Kenya (in descending order);
exports to Switzerland were, however, only registered in
2011 and in 2013-2014. Within the subsector, ‘sunflower
oil refined, but not chemically modified,” is the product that
Ugandan firms have been able to place in more markets.
Export flows to six countries were registered in almost all
years over the past decade; its principal markets were
African countries; exports to Switzerland were only recorded
in 2011 for a value of US$51,000. Over the reviewed period,
Uganda’s exports to Switzerland were primarily of ‘sunflower
oil crude.’

Uganda also enlarged its world share in exports of

(to 0.20 %), as this grew by 77% CAGR be-

47— Trade data used herewith is from Trade Map, which data is based on
United Nations Comtrade. The period covered is up to 2013, and for some
countries, such as Uganda, until 2014. This source was preferred to FAO's
data because Uganda does not export safflower oil and so there was no
conflict, or overvaluation of trade flows, by using an HS code that classifies
safflower and sunflower oils by the same HS six-digit code.

Uganda’s export basket of sunflowers, 2004-2014 (US$ thousands)

tween 2008 and 2014, following the trend of world demand
for that product. Ugandan firms however did not maintain
the export values reached in 2012. The principal markets for
Ugandan sunflower cake have been Kenya and India.
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The total number of Uganda’s export partners during the
whole decade sum 11, of which only eight registered export
flows for at least three years and only three over most of the
decade. Although Uganda’s niche markets have not been
the same over the decade, Kenya has topped the list in most
years, with about 33% of Uganda’s exports being to Kenya.
Kenya ranks 67 among world importers. As for the highest
export recorded over the decade, exports to Switzerland
in 2014 —for a value of US$5 million— top the list. Exports
to this country only occurred in 2011, 2013 and 2014, so
it is yet to be seen if exports would be sustainable over
time; Switzerland ranks 30 among world importers, and de-
mand for sunflower derivatives was at 0.6% CAGR between
2008 and 2012.

A key characteristic of Uganda'’s partners of this sector are
that most of them are in Africa and among its main partners

are Sudan (whose rank in world imports is similar to Kenya
but is growing faster) and members of the EAC, of which
Uganda is a member (members with which Uganda is trad-
ing include Kenya, the United Republic of Tanzania and
Rwanda).

As for exports to world-leading importers, India is its only
partner. Export values have been very low, with the highest
value registered as US$0.6 million in 2013. Although lack
of experience and capabilities may be holding the sector
back from access to foreign markets, critical issues such
as productivity must be addressed to truly unlock the sec-
tor. The United Republic of Tanzania’s experience may be
useful for stakeholders to examine, as it has made important
improvements in both fronts. Figure 10 illustrates Uganda’s
partners over the past decade —it includes all countries to
which Uganda exported for at least two years.

Trade data suggest that Uganda’s sunflower firms have
made attempts to export to countries from all regions but, as
discussed earlier, without much success. Even within Africa,
Uganda’s market share is slim: in 2012 its share was 0.7%.
Stakeholders have yet to conquer all regions, particularly
developed, emerging and frontier markets that provide pref-
erential duties to least developed countries. Uganda has
recently signed an EPA with the EU granting reciprocal pref-
erential access. That said, a quick look at the data shows
that within the list of countries that apply zero Customs du-
ties to sunflowers exported by Uganda, such as sunflower
cake (Harmonized System (HS) code 230630), are markets
that remain untapped by Ugandan firms.

Uganda’ exports of sunflower products by market destination, 2004-2014 (US$ thousands)
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Table 7 below provides some important details that as-
sist in benchmarking Uganda’s position in the broader oil-
seeds sector vis-a-vis key regional competitors —the United
Republic of Tanzania, Kenya and Ethiopia. All four countries
have a prominent smallholder sector ranging from 75% to
90+ % of the overall agricultural sector. A significant vegeta-
ble oils deficit ranges from 40% in Ethiopia to almost 80%
for Kenya.

The United Republic of Tanzania leads in production
of sunflower seeds with 350,000 tons produced a year,
and Uganda follows with an annual production of 250,000
tons. Kenya and Ethiopia are minor producers of seed.
Unprocessed seed exports are banned in Uganda, reflect-
ing the significant existing deficit of seed supply. The United
Republic of Tanzania is a small exporter of seeds with less
than 500 tons exported annually, and leads oil exports with
12,000 tons of sunflower oil exported annually. Uganda cur-
rently exports less than half of that amount, while Kenya and
Ethiopia do not export ail.

In terms of milling, there is high concentration of pro-
cessing in Uganda with three major millers and approxi-
mately 12 SMEs in addition to many village industries. In
the United Republic of Tanzania, the processing sector in-
volves 30 medium-to-large mills and hundreds of smaller
mills. Kenya has 30 medium-to-large mills, of which the top
five players dominate the market. Very little industrial mill-
ing exists in Ethiopia, with a handful of plants and a large
number of local mills.

There is a defined government policy for promoting the
growth of the oilseeds sector in all four countries.

(CC BY-SA 2.0) Ahmed Hazyl Hilmy, Sunflower Field.

In Uganda, the policy focus is on import replacement and
the development of oilseeds for vegetable oil production
to cover a portion of the annual deficit. However, high
value oilseeds such as sunflower are not explicitly sup-
ported under this policy focus. Policy implementation has
resulted in major growth in production, and a concentra-
tion in terms of processing.

In the United Republic of Tanzania there are various lev-
ies in place, including a producer levy, an export levy and
an import levy.

Kenya’s stated goal is reaching food self-sufficiency
by 2030. There is an emphasis on improving produc-
tion but also on promoting free trade within the region.
Development of infrastructure, warehousing and markets
at the village level is also a focus.

In Ethiopia there is currency control on exports linked
to imports. The Government provides strong encour-
agement of value addition. A number of large mills are
planned under new Government policies.

In terms of the strength of farmer associations and coopera-
tives, Kenya has a strong cooperative movement, estimated
qualitatively to be the best in Africa, and quantitatively es-
timated to control about 40% of gross domestic product.
The United Republic of Tanzania has relatively strong co-
operative development in place, with varying levels of suc-
cess. In Ethiopia, cooperatives have been established with
moderately high levels of effectiveness, but in need of im-
provements related to management functions. In compari-
son, farmers associations and cooperatives in Uganda are
relatively weakly organized relative to the other countries.
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Regional benchmarking figures

Vegetable oils deficit
Imports of palm oil
Smallholder economy

Producer of sunflower
seed

Exporter of sunflower
seed/oil

Exporter of other high
value seeds, e.g. sesame

Production trend oil crops

Per capita consumption
of vegetable oils

(World 18.3 kg per annum
(OECD)

Effective business
services network

Supply-side constraints
(similar problems across
the countries)

Market entry constraints

60%
180 000 tons p.a.
90%+

250 000 tons p.a.

5000 tons p.a.

Sesame circa 30 000 tons
5%—7%

6 kg

Multiple agencies and
interest groups without
effective representation
to any specific group.
Well represented at
Government level.

Smallholders chain
Market access
Access to technology
Market information
Land locked

Low levels of trust

Finance cost and
access

Lack of market
awareness

Lack of management
information systems
High transaction cost
Access to technology

60%
230 000 tons p.a.
90%

350 000 tons p.a.

Small exporter <500 tons
Oil 12 000 tons

75 000 tons, mainly sesame
and castor

7%-10%

8 kg

Range of trade as-
sociations but ineffective
representation.

Smallholders chain
Market access
Access to technology
Market information

Finance cost and access
Lack of market awareness
Lack of management
information systems
Access to technology

75-80%
165 000 tons p.a.
75%

< 30000 tons

Not an exporter

Not an exporter
0.09%

10kg

Trade associations stand
accused of operating
cartels across a number
of subsectors. Kenya
Association of Rolling
Mills promoting Global
Compact.

Lack of suitable land
Smallholders chain
Market access
Access to technology
Market information

Finance cost and access
Lack of market
awareness

Lack of management
information systems

40%
231000 tons p.a.
85%-90%

Small producer

Not an exporter

Sesame 200 000 tons,
niger seed, castor, poppy

6%-8%

5kg

Effective if undercapac-
ity oilseeds association.
Cooperatives supported
by NGO donors. Major
growth in production

of oilseeds but lack of
processing capacity.

Smallholders chain
Market access
Access to technology
Market information
Landlocked

Contract fidelity

Finance cost and access
Shortage of qualified
managers

Lack of management
information systems
Foreign exchange crisis
Access to technology

The global leaders in agricultural inputs and providers of
agricultural services which are beginning to stream into
Eastern and Southern Africa most commonly enter through
South Africa and Kenya, often expanding into Zimbabwe
and Mozambique first and, later, into Zambia and the United
Republic of Tanzania. Multinationals in search of markets
may first enter a country with a sales office and, once well-
established in the market, follow it with larger investments
from manufacturing to research and development (R&D)
and supply chain development.

This pattern can be seen in table 8, which also shows
Kubota, the Japanese tractor manufacturer, as a rare multi-
national presence in Uganda. Table 8 presents the agribusi-
ness value chain segments where foreign direct investment
(FDI) is both needed and viable, along with leading sources
of such FDI and competing locations in the region where
investors are active.
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Box 7: Potential growth modes for investors in Uganda

Apart from the multinationals noted in table 8, smaller regional com-
panies may also be well-positioned to move quickly into Uganda,
given their proximity and knowledge of the country. However, world-
leading companies wanting to retain that leadership are likely to
consider expansion into Africa more and more as the continent is
given increasing importance in global food strategies. Conversely,
realizing full potential for agribusiness is more likely if the world’s
leading players are involved in the scaling up of its production.

Furthermore, most of the companies in table 8 already have pres-
ences in the region. Future investment projects in Uganda might
originate with headquarters or with these regional affiliates. For the

companies with no presence currently in Uganda, a first venture
would likely take the form of a sales or sourcing office. Although this
does not create the jobs, technology spillovers or skill spillovers of a
manufacturing project, for example, the possibility of a sales office
should not be dismissed by investment promoters as being of low
value. A first sales office is an opportunity for a foreign company
to make tentative entry into a new market, learning the business
landscape and achieving a level of comfort. Of more immediate
importance, it can provide Uganda’s sunflower oil sector with valu-
able access to more affordable, high-quality inputs —seeds being of
primary interest— that are essential to the strengthening of the sector.

Value chain segments needing FDI and likely sources

Seeds, fertilizers and
pesticides - sales, distribution,
manufacturing, and R&D

Farm machinery and
equipment - sales, distribution,
manufacturing, operation,
maintenance and repair

Animal feed - manufacturing
and R&D

Vertically integrated trading,
including warehousing, transpor-
tation and risk management

(as well as agricultural consulting
and manufacturing of biofuels
and animal feed in some cases)

BASF
Bayer CropScience

Dow AgroSciences

DuPont (Pioneer)
KWS Saat (seeds)
Monsanto

Syngentai2
AGCO
CLAAS

CNH

John Deere

Kubota

SAME Deutz-Fahr
Brasil Foods

Cargill

Charoen Pokphand
New Hope Group
Tyson Foods

Archer Daniels Midland
Bunge

Cargill

Louis Dreyfus Commodities
OLAM International

Germany South Africa
Germany Mozambique, South Africa, Sudan, Zambia, Zimbabwe
United States South Africa
Ethiopia, Kenya, South Africa, United Republic of Tanzania,

United States Zambia, Zimbabwe
Germany Kenya, South Africa, Sudan
United States Kenya, Malawi, South Africa, Zimbabwe
Ethiopia, Kenya, Mozambique, South Africa, Sudan, United

Switzerland Republic of Tanzania, Zambia, Zimbabwe
United States None
Germany None
Netherlands South Africa
United States South Africa
Kenya, Madagascar, Mozambique, South Africa, United

Japan Republic of Tanzania, Uganda

Italy None

Brazil None

United States Kenya, Mozambique, South Africa, Zambia, Zimbabwe
Thailand None
China None

United States None
United States None
United States Kenya, South Africa
United States Kenya, Mozambique, South Africa, Zambia, Zimbabwe
Netherlands Kenya, South Africa
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Cotecna Switzerland South Africa

Djibouti, Kenya, Mozambique, South Africa, United Republic

Intertek United Kingdom of Tanzania, Uganda

NSF United States South Africa

SCS United States None (only Ghana in Africa)

Burundi, Djibouti, Ethiopia, Kenya, Madagascar, Malawi,

Mauritius, Mozambique, South Africa, United Republic of

SGS Switzerland Tanzania, Uganda, Zambia, Zimbabwe

Control Union United Republic of Tanzania, Ethiopia
BCS Oko-Garantie
Quality testing and certification Asian Group

Sources: Shand, Hope (2012); Noealt Corporate Services (2013); Peter Best and Ken Jennison (2012); Murphy, S., Burch, D. and Clapp, J.

(2012); and company websites.

As a location for investment, Uganda lags behind Kenya, the
United Republic of Tanzania and South Africa in the over-
all investor/stakeholder perspective of East and Southern
Africa. Specific to sunflower, the United Republic of Tanzania
and South Africa have higher profiles and levels of interest.

In the case of the United Republic of Tanzania this is due
to the fact that there has been some export trade of oil and
sunflower seed cake as well as successful foreign investment
in the sector —e.g. Sunshine Industrial— or in similar sectors,
e.g. Pyrethrum Company. In contrast, the only high profile
investment in the Ugandan oilseeds sector has been Mount
Meru which, although highly successful, is regarded as a
regional company despite its entry into the Indian market.

Additionally, the United Republic of Tanzania’s produc-
tion volume of sunflower seed is higher, and the country
is generally regarded as an easier place to do business.
Together these factors make the United Republic of Tanzania
a lower-cost, lower-risk alternative to extraregional investors
looking for strong supply in East Africa.

In the case of South Africa, interest is focused due to
the belief that there is potential in the domestic market, high
levels of processing opportunity with a crushing capacity for
sunflower of approximately 800,000 tons, and the capacity
to import to supplement the domestic crop, which was esti-
mated at 600,000 tons in 2015.

Finally, and essentially in terms of the profitability of
crushing oilseeds, there is a ready domestic market for the
oilcake produced —in the United Republic of Tanzania and
South Africa— as a residual by-product for sale to an organ-
ized livestock industry which is not based on smallholders
raising one or two animals. This final factor would be less
evident in the United Republic of Tanzania compared with
South Africa despite the large livestock population, because

it is not structured around large farms or feedlots. However,
there is the opportunity to export oilcake, as has been seen
with significant exports in recent years ranging from 51,000
tons in 2014 to 93,000 tons in 2013. India purchased 88%
of 2014 exports.

Proximity to ports is an essential element in exporting the
low value by-product, as logistical costs can quickly eat into
margins. Uganda is at a disadvantageous position vis-a-vis
the two competitors in this regard.

Interested stakeholders have a general and overall aware-
ness that Uganda has potential for growing additional oil
crops including sunflower seed. Perceptions of the value
chain, when present, give an impression of a sector which
is poorly organized, high cost and with low levels of trust,
causing contract default and difficulty of enforcement. This
is probably true of a wide range of oilseed value chains in
East Africa, including other major producers such as the
United Republic of Tanzania, Sudan and Ethiopia.

The difficulty in gaining grower support for contract farm-
ing or other supply arrangements, leading to side selling,
was mentioned in particular. Although this belief is difficult
to deny, there are examples of successful sourcing arrange-
ments such as Mukwano (sunflower), Gulu Agricultural
Development Ltd (sesame seed) and the tobacco sector.

Interested parties found that it is difficult to access infor-
mation about the sector as there is no active oilseed trade
association promoting the sector or providing information
on the sunflower or other oilseed value chain. Organizations
such as UOSPA, NOGAMU and OSSUP tend to be narrowly
or locally focused and lack the independent, verified infor-
mation necessary as part of the initial investigation stage
for investors.
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The investment climate in Uganda and possible competitors for sources of sunflower oil investment

Ease of Doing Business ranking (World Bank Group, 2015) 142

Competitive Industrial Performance ranking (United Nations

Industrial Development Organization, 2010) 43

Global Competitiveness Index (World Economic Forum, 2014) 71
Inward FDI Performance Index (United Nations Conference

on Trade and Development, 2010) 97

Corruption Perception Index (Transparency International, 2014) 85

Economic Freedom Index (Heritage Foundation, 2015) 128

Table 9 presents several indicators of the attractiveness of
Uganda'’s business environment, particularly as it compares
to those of other likely destinations and sources for agri-
business FDI. In terms of ease of doing business and com-
petitive industrial performance, Uganda lags well behind the
United Republic of Tanzania, Kenya and India. In rankings
of these four countries, Uganda brings up the rear with the
United Republic of Tanzania in terms of global competitive-
ness (World Economic Forum) and with Kenya in terms of
the perception of corruption (Transparency International).
The only areas where Uganda exceeds the others are eco-
nomic freedom and the track record for FDI actually attract-
ed relative to the country’s attractiveness on paper. This last
factor bodes well for Uganda’s future investment promotion
efforts in the sunflower oil and agribusiness sectors.

In this situation many investors assume the worst case and
focus on markets where they can access information from
a mix of official and trade sources, using one to verify the
other. This means that interest in sunflower subsector en-
gagement is being deflected early in the process, causing
the real opportunity to remain unidentified. The building
of awareness in this area needs clear statements from
the Government clarifying the position of oilseeds in the
provisions of development programmes such as VODP2,
highlighting the opportunity in the domestic market and pro-
moting the incentives (as outlined later in this section) which
are competitive with other regional sunflower producers.

Though significant, the challenges noted with the investment
climate of the country are not insurmountable, and Uganda

131 136 150 173 132 177

Not
106 102 120 78 130 ranked
121 90 122 109 118 134
59 129 41 114 120 52
119 145 (tie) 142 145 (tie) 110 156
109 122 92 131 149 161

(CC BY 2.0) John, Sunflower.

has inherent strengths that can be leveraged to make the
climate more attractable to investors.
Uganda's primary strengths in attracting investments lie
in the size of its agricultural sector, the remaining avail-
able land, and the untapped markets which these factors
represent.
Although still small by international standards, Uganda
has nearly double the acreage of the United Republic of
Tanzania under irrigation and several times more than
Kenya and Ethiopia. Its average electricity tariff for large
manufacturers (10.6 US cents per kilowatt-hour) also of-
fers a competitive advantage over the United Republic of
Tanzania (12 US cents) and Kenya (13.4 US cents).
As discussed in box 8, the FDI policy is well-suited for
attracting agribusiness-based investors.
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Box 8: FDI policy in Uganda

(CC BY 2.0) www.tOrange.biz Valdemar Fishmen, Sunflower-o

In specific terms of FDI policy, Uganda meets the fundamental needs
of FDI projects but with a few restrictions. FDI is generally given
national treatment, but it is forbidden in crop production and a few
petroleum subsectors. Profits may be remitted freely in principle,
although a tax clearance certificate is needed for amounts of 50 mil-
lion UGX (about US$20,000) or more, and there are very few sectors
in which FDI is prohibited (i.e. telecoms, insurance and fishing).
Although foreigners and foreign-controlled companies may not own
land, 49-year leases are available with the possibility of renewal.

Bilateral investment treaties with 15 countries (six in force with major
EU economies; nine ratified but not yet in force; many with major
African markets) and Uganda’s membership in the International
Centre for the Settlement of Investment Disputes provide investors
with additional confidence that they will be treated fairly by the
Ugandan Government. Uganda’s membership in the Multilateral
Investment Guarantee Agency also provides investors with the pos-
sibility of guarantees against political risk.

‘Value added agribusiness’ is one of four national priorities
for development. The Government’s Plan for Modernization of
Agriculture aims to transform the sector through better provision

of research, extension services, finance, infrastructure, market-
ing, trade and environmental sustainability.

As a priority sector of the Ugandan Government, fiscal incentives
are offered to value added agribusiness as follows:

e Tax deductibility of:
* 50%-75% of capital allowances for plants and machinery
¢ 100% of training costs
* 100% of scientific research expenditure

» Acorporate tax rate of 30%, which may be significantly less after
arange of value added tax deferments, deductions, exemptions
and depreciation allowances

* 10-year tax holiday for export-oriented production

 Zero tax on imports of plant machinery and equipment

» Value added tax deferral facility for plant and machinery

e Start-up cost allowance spread over the first four years at 25%
per annum

Duty drawback for exporters.

A total of 22 industrial parks, many of which have been designed
to support agribusiness, are in different stages of planning and
development around the country.
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Traditionally, the scope of export strategies and roadmaps
has been defined in terms of market entry, such as market
access, trade promotion and export development. This ig-
nores several important factors in a country’s competitive-
ness. For an export strategy to be effective it must address
a wider set of constraints, including any factor that limits:
the ability of firms to supply export goods and services; the
quality of the business environment; and the development
impact of the country’s trade, which is important to its sus-
tainability. This integrated approach is illustrated by the four
gears framework schematic on the right.

Border-In Issues Border Issues

Capacity
Development

4 Poverty Alleviation
and Gender Issues

Development Issues  Border-Out Issues

The quality of the seed variety most commonly used by inde-
pendent farmers (Sunfola) is declining due to open pollina-
tion (as an open-pollinated variety (OPV), Sunfola genes are
contaminated by pollinating bees that transfer pollen from
other varieties. This results in a dilution of the desirable char-
acteristics in the gene pool such as yield and oil content),

Supply-side issues affect production capacity and include
challenges in areas such as availability of appropriate skills
and competencies, diversification capacity, technology and
low value addition in the sector’s products.

Business environment constraints are those that influence
transaction costs, such as regulatory environment, admin-
istrative procedures and documentation, infrastructure bot-
tlenecks, certification costs, Internet access and cost of
support services.

Market entry constraints are essentially external to the coun-
try (but may also be manifested internally), such as market
access, market development, market diversification and
export promotion.

Social and economic concerns include poverty reduction,
gender equity, youth development, environmental sustain-
ability and regional integration.

compounded by the lack of a gene bank (cold storage facil-
ity where seeds with the original genetic material are stored)
to support necessary research, and the lack of research to
revitalize the gene pool through the production of breeder
seed (pure, uncrossed seed that is uncontaminated by
cross-pollination) that is multiplied to produce farmer seed.
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Value chain segment All segments
Severity 00000

Sunfola is a local sunflower variety that was developed by the Uganda National Semi-Arid Resources Research Institute
(NASSARI) in Serere. It was the first improved seed in Uganda, and it was promoted by UOSPA to encourage farmers
to stop growing the low-yielding and low-oil local, unimproved varieties.

PoA reference Activities 1.1.1 and 1.1.8

Limited capacities of farmer associations stem from low
rates of participation among farmers, and consequently the
small size of primary farmer groups; limited access to fi-
nance; a tendency towards slow decision-making; and lim-
ited understanding of markets.

Value chain segment All segments
m Only 5% of farmers are members of cooperatives
Activities 2.1.3, 2.3.2 and 2.3.4
Poor contract fidelity stems from low levels of trust between
suppliers and buyers, and delayed payments.

Value chain segment All segments

Severity (YXYyl

Due to the low levels of trust, as well as frequent ‘side selling’ by farmers, Mukwano does not offer credit to farmers.
They are instead required to pay for their seed in advance.

PoA reference Activities 2.1.3, and 2.1.4

Limited product guality stems from:

The lack of significant export markets that would encour-
age the development of standards and quality

Limited availability and high cost of product testing facilities
Little to no knowledge of export buyer requirements
Lack of traceability

Assembly and storage facilities are below food-grade
standards

Poor knowledge of good management practices, certifi-
cation and food safety issues

Lack of market reward for quality

Lack of national standards as reference points to reward
quality.

Value chain segment All segments
Severity 00000

While some testing is performed in Kampala, enterprises often use facilities in Nairobi at a high cost
because of the limited domestic capacities.

PoA reference Activities 3.1.4,3.4.1t03.4.3,4.1.1 and 4.1.2

Value chain segment All segments
Severity 00000

Business relationships are short term, and there are few long-term contracts. The situation breeds opportunism
and short-term thinking, hindering the development of stronger networks, partnerships and long-term strategies.

PoA reference Activities 2.1.1t0 2.1.4, and 4.2.2
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Limited availability of seeds stems from an underdeveloped
inputs supply sector; a dearth of input suppliers in rural are-
as; low availability of a seed propagation sector (private and
public initiatives in seed propagation have largely failed); a
reliance on imported seeds whose supply does not meet de-
mand; and poor vertical linkages. Additionally, locally bred
seed varieties have low uptake due to limited promotion.

Value chain segment Inputs
Severity 00000
Past efforts to import and propagate new seed varieties have met with limited success.

PoA reference Activities 1.1.1t0 1.1.6, and 1.1.9

Limited quality of seeds stems from:

Poor regulation of the seed propagation sector (no reli-
able certified seed system for Quality Declared Seed);
low quality and oil content of available seeds

Sunfola OPV is declining due to lack of funds to maintain
gene pool (mentioned above)

Weak applied research capacities (although Serene
Research Institute has developed new hybrids in recent
years)

The sale of adulterated or ‘fake’ seed and fraud.

Value chain segment Inputs
Severity (XYxx

The Mukwano value chain has exclusive access to the PAN variety of sunflower seed.

PoA reference Activities 1.1.1,1.1.7,1.1.8

Limited uptake of appropriate agro-inputs stems from:
High costs of fertilizers and seeds (complicated by weak
horizontal linkages that result in limited farmer buying
power)

Continued reliance on traditional farming methods (see
‘reliance upon poor agricultural practices’” below)

Lack of trust between farmers and input suppliers
Limited knowledge of input sources and impacts of in-
puts on farming

Limited access to finance (see ‘limited access to finance’
under the business environment constraints).

Value chain segment Inputs
Severity 00000

Given the small size of primary farmer groups, contracting systems for input supply are expensive
to establish and difficult to maintain.

PoA reference Activities 1.1.5,1.1.9,1.2.1t0 1.2.3, and 3.1.1
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Reliance on poor agricultural practices continues due to:
Weak extension services (treated separately)

Weak farm institutions

Low levels of investment by the private sector in farmer
improvement, input provision and education

Low investment in farm improvements

Limited reach of cooperatives and farm organizations
Limited access to and use of even basic technology.

Value chain segment Production
Severity 00000

Production increases have been driven by increased area under oilseed cultivation and not by improvements in
agricultural practices. It is important to be pragmatic with regards to yield and quality potential. Sunflower was chosen
due to its resistance to dry weather conditions, but it may be unrealistic to expect yields and oil content that are typically
associated with more temperate climates.

PoA reference Activities 3.1.1t0 3.1.4

Weak extension services stem from: It may be that potential extension workers are attracted away
= A shortage of extension service workers (according to  from Government administered extension work by the large
anecdotes, some extension officers are responsible for  number of donor/NGO projects that offer better wages,
areas that include thousands of farmers) training and long-term career prospects.

Extension services are generic, not crop-specific

Lack of an information system for extension knowledge

Limited investment in extension services/poor training for

public extension service employees.

Value chain segment Production
Severity 00000

VODP2 is expected to contract private extension service providers specifically for oilseeds. While the initiative will be
coordinated by MAAIF, it will be largely driven by development support, leading to questions regarding sustainability.

PoA reference Activities 3.2.2, 3.2.3, and 3.2.4

High assembly costs due to the prevalence of smallholder
agriculture (small volumes from many producers); the wide
geographical spread of farmers (complicated by poor infra-
structure); and the prevalence of middlemen.

Value chain segment Collection
Severity 00000

VODP2 introduced the idea of regional hubs at Lira, Gulu, Mbale and Arua, but commercial interest
is still heavily concentrated in Lira.

PoA reference Activities 2.2.5, 2.2.6 and 3.1.1

Value chain segment Collection
Severity 00000

Community storage facilities would make it easier to bulk production, thereby reducing transaction costs and increasing
profit margins. Adequate facilities would also allow stakeholders to store goods until market prices are better.

PoA reference Activities 3.1.2t0 3.1.4,3.2.1103.2.4,3.4.1and 3.4.2
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Market structure inefficiencies stem from a lack of trust
between farmers and primary traders, and primary traders
and assemblers and mills; low levels of contract farming;
and poor horizontal and vertical linkages, which are fur-
ther damaged by intense competition between traders and

assemblers.

m In 2007, Agri-ProFocus, SNV and others established OSSUP to facilitate linkages.
Activities 2.1.3, 2.1.4,3.1.1, and 4.1.2
Limited processing capacity stems from price volatility and

supply uncertainty of inputs; limited knowledge of value ad-

dition outside of the main mills; and limited access to tech-

nology for SMEs, complicated by limited access to finance

(see ‘limited access to finance’” under business environment

constraints).

m Only 51% of milling capacity is used.
Activities 3.3.1 to 3.3.5

BUSINESS ENVIRONMENT ISSUES

Underdeveloped business support organizations due to
the unclear identities of trade associations, the misalignment
of associations’ incentives with those of membership, and
limited financial and human resource capacities.

Value chain segment All segments
Severity e0000

UOSPA and NOGAMU, for example, both have commercial trading operations that compete with their members.
Meanwhile Agrinet, set up as a business information provider, competes as a trader with its customers.

PoA reference Activities 2.1.1 t0 2.1.3

Lack of service coordination stems from the absence of a
national trade association for the sunflower sector; and lim-
ited institutional and governmental coordination, despite the
sector’s prioritization in the national development agenda.

Value chain segment All segments
Severity 00000

Stakeholders note that the lack of coordinated service provision is one of the critical roadblocks to sectoral development.
PoA reference Activities 2.1.3,2.2.4, and 4.2.2
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Limited access to finance stems from weak banking knowl-
edge of agriculture, and the preference of banks and finan-
cial institutions to fund short-term activities such as export
trading. As such, the cost of funding is high and there are
stringent collateral requirements for SMEs in the sector.

m SMEs must often provide collateral at both the corporate and personal level, with directors often extending personal
guarantees.
Activities 2.3.1 t0 2.3.7

Value chain segment All segments
Severity 00000

While many NGO and donor projects are driven by the direct provision of market-based services, they do not coordinate
with Government services. As a result, some farmers are very well served, while others are not served at all

PoA reference Activities 2.1.3 and 2.2.4

MARKET ENTRY ISSUES

Limited market information stems from:

The multilayer value chain dominated by middlemen
(these do not serve as information conduits and simply
put space between producers and final markets)

Weak capacities of farmers and trade associations
Weak extension services

The lack of a transparent price determination and dis-
semination mechanisms

Lack of market information services.

m There is little or no knowledge of international markets and export buyer requirements.
Activities 3.2.4, 4.1.1 t0 4.1.3, 42.1 and 4.2.3

Marketing and distribution
m The lack of market orientation is particularly notable at the farm and primary trader level.
Activities 4.1.1t0 4.1.3, and 4.2.1
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Limited branding and sales capacities due to:

The absence of a coherent ‘voice’ for the sector

Poor market information and limited knowledge of export
markets and their requirement

Poor product quality that has damaged the sector’s repu-
tation

Weak product presentation

Limited marketing and sales skills

High marketing costs.

Value chain segment Marketing and distribution
Severity (YYXxyl

Highlight SME processors do not engage in branding and they do not engage in effective marketing.

PoA reference Activities 2.1.3,4.1.1,4.1.3 and 4.2.1

Limited marketing opportunities due to the low level of
market interactions; and lack of organized visits to foreign
markets, including trade fairs and business—to—business
B2B) meetings.

—

Value chain segment Marketing and distribution
Severity e0000

The sector would greatly benefit from outreach programmes that seek to promote interaction between Uganda’s value
chain actors and their foreign buyers and peers.

PoA reference Activity 4.2.1

Limited awareness of Uganda as a destination for invest-
ment due to the lack of accessible, accurate and under-
standable information available to investors; and limited
interaction of value chain actors and support institutions
with potential investors abroad.

Value chain segment All segments
Severity e0000

This lack of awareness may give investors and other stakeholders the perception that Uganda is not open for oilseed
investment. Indeed, in the absence of information, many investors may assume the worst case and focus on markets
where they can access information from a mix of official and trade sources, using one source to verify the other. This
means that interest in the sunflower sector is being deflected very early in the investment attraction and promotion
process, causing the real opportunity to remain unidentified.

PoA reference Activities 2.2.1 10 2.2.6

SOCIOECONOMIC AND ENVIRONMENT ISSUES

Potential for farmer mistreatment stems from the prevalence
of informal contracts between farmers and buyers, and the
lack of more competition in the supply chain.

Value chain segment Production
Severity e0000

The lack of formalized relationships between farmers and contractors increases the risk of manipulation and farmer
mistreatment. As the same issue also increases risks for the contractor that the farmer will side-sell his product, creating
more formal mechanisms for cooperation would be mutually beneficial.

PoA reference Activities 1.2.2 and 2.1.4
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Box 9: Investors’ perspective*

Many of the concerns raised in discussions with investors were
the result of a lack of awareness of Uganda, and particularly of
the sunflower sector in the country. There were a number of other
concerns which are here listed in a tentative order of importance as
mentioned. It is difficult to put a sequence on the concerns raised
because some were the concerns of genuinely interested parties
and others were raised by actors who are interested but unlikely to
invest in the sector.

1.

Oligopolistic competition: competing with the large, well-
established and, by assumption, politically connected large
millers, is perceived as difficult, particularly in relation to
the apparent preference for palm oil crop development at the
expense of oilseeds under government policy. Essentially it is
felt that, despite market growth and opportunity, particularly over
the long term, the existing major millers would be protective of
their market and particularly the supply.

Poor supply chain organization: potential investors see the
poor supply chain organization as a threat to security of supply.
There is much written on the number of levels and middlemen
present in the Ugandan market. This is further accentuated by the
lack of a trade association or coherent official communication
portal to indicate value chain efficiency. One party interviewed
pointed to the failure to use 30,000 tons of village-level storage
due to disputes about ownership and rental price of space.
There is no doubt that there are examples of inefficiencies in
the supply chain but the oft-made argument about middlemen
may be spurious. Given the nature of the smallholder chain,
middlemen who manage cash advances and assemble small
parcels into truckloads are essential to ensure that seeds are
removed from farms in a timely manner. It is also clear that the
position of the larger traders such as Lira Resort Enterprises and
Farmers Centre is not well appreciated, although these traders
play an integral role in assembling for large milers and also in
assembly for export in the case of high value seeds like sesame
seed, which are assembled for export by international traders
such as Olam International and Export Trading Group.
Contract fidelity and trust: the sunflower sector has been
tainted by Uganda’s poor reputation for honouring contracts
from other sectors. This is seen not so much as impacting the
security of the investment but as a threat to supplies, meaning
that some potential millers see themselves as needing their

own growing land to secure supplies, which increases the cost
and time frame of any development. There is no doubt that there
is some substance to this concern, with discussions among
domestic supply chain actors often resulting in each blaming
the other and all blaming the farmer. However it should also be
mentioned that millers and traders do not always distinguish
themselves in this aspect.

Government support: while Government support for the
promotion of oil crops is clear, support for oilseeds is not, with
much publicity around the VODP2 project devoted to the promo-
tion of oil palm. This reservation exists despite clear Government
support through capital allowances and duty exemption on plant
and machinery imports, among other incentives. Sunflower
processing as an activity with a domestic market focus is at a
disadvantage compared with export-oriented agri-processing,
for which the Government offers a 10-year tax holiday.

Doing business in Uganda: a number of potential actors
mentioned their perception that business with Government of-
fices, banks and other institutions in Uganda moves very slowly
and must be facilitated with informal cash payments at each and
every stage. One laconically commented that the payments do
not make the system move any more quickly.

Markets for oilseed cake and husk: As the value of cake
is relatively low, as mentioned above, the shipping cost is an
essential element of profitability. The existing large-scale mills
produce large volumes of oilseed cake but there is no informa-
tion readily available to indicate if the domestic livestock market
could absorb additional volumes. Therefore the assumption is
that the cake would have to be destined for the export market,
which by definition increases the costs and introduces concerns
as to competitiveness with neighbouring producers, primarily
the United Republic of Tanzania.

Lack of reliable market information: It was noted that while
there are many reports available on the agricultural sector in
Uganda, few focus on the commercial aspects, markets or trade.
Mainly generated by development agencies, the reports focus
on farm level and enhancing production and farmer incomes.
Commercialization of crops is largely neglected, meaning that
potential investors are limited to a view which gives them the
big picture and the farm gate picture but little indication of what
happens in between.

*The commentary that follows is based on a number of conversations with industry stakeholders and potential investors spread over a number of weeks.
With the exception of Advanta, a seeds company; and DFI, an oilseeds trader, no other potential investor had any significant awareness of Uganda as a potential
location for investment in the sunflower sector. Therefore discussions tended to centre on providing information on the SITA project and the Ugandan sunflower
sector and gauging the response. The level of awareness did not vary whether the respondent was Indian, European or Indian-origin companies based

in the United Aran Emirates.
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Uganda’s sunflower sector finds itself at a turning point. Its
current growth model has certainly yielded strong socio-
economic results, particularly in light of the expansion of
contract farming that has occurred in recent years. Yet the
stagnation of the independent farmer channel is cause for
concern. Despite significant contributions from the develop-
ment community, farmers continue to lack sufficient access
to inputs, training and markets. In addition, the mistrust that
permeates the value chain makes it all the more difficult to
implement meaningful solutions. Millers meanwhile continue
to suffer from a deficit of raw materials. This forces them to
align themselves with the large contractors, further reducing
capacities in the independent channel.

Current export relationships are symptomatic of this lim-
ited competitiveness, as they illustrate the sector’s inability
to pursue more meaningful market access. Trade flows are
heavily concentrated towards a few regional countries, mak-
ing the sector particularly vulnerable to shifts in consump-
tion and localized economic volatility. In addition, Uganda
has yet to penetrate the largest and fastest-growing markets
for sunflower products, leaving it unable to fully leverage the
growth in global demand.

Improved competitiveness will require comprehensive
intervention, and efforts must be focused on improving the
supply of inputs, enhancing institutional and investor sup-
port, diversifying into new products, and facilitating market
access through greater use of market intelligence. Trust-
building and the creation of greater horizontal and vertical

(CC BY 2.0) www.tOrange.biz Valdemar Fishmen, sunflower-seeds.

linkages must permeate all of these endeavours. With re-
gards to product diversification, initial efforts should focus
on building current capacities and improving competitive-
ness in basic product segments. In the longer term, efforts
can be made to diversify into new products. By entering
into new product categories, the sector will be enabled to
capture greater value and penetrate premium markets.

In order to realize these goals, structural deficiencies
along the four gears (supply side, business environment,
market entry and development side) will be addressed, and
identified opportunities will be leveraged. The following is a
delineation of the proposed vision and strategic approach
in this direction.

The strategic objectives aim to define the main thrusts that
will guide the strategy design process and implementa-
tion. They represent the final goals and effects expected
to result from the policies and actions to be undertaken. As
such, they will serve as the cornerstones on which a more
competitive Ugandan sunflower sector will be built. Each
strategic objective is comprised of operational objectives as
well as specific activities, of which more than 50 have been
formulated. These activities constitute the PoA.

[ THE WAY FORWARD ]



Strategic Objective 1
Improve availability of inputs to the
sector

v

Operational Objective 1.1
Improve the availability of seeds for
propogation by a twin strategy of import
contacts and national multiplication

The future state will involve a seed supply chain marked
by improved affordable and accessible HYVs. Smallholder
farmers will have the option of procuring seed varieties from
independent seed suppliers in addition to using the con-
tract farming model if they so wish —the end goal being the
facilitation of multiple avenues of seed procurement rather
than the single source supply channel that is currently the
case. The sector will have made strides towards establishing
sustainable mechanisms for storing and multiplying seeds
through seed banks and market-led seed multiplication ini-
tiatives, respectively.

The development and widespread adoption of high-
quality seeds tailored to the Ugandan environment is at the
core of increasing the sector’s raw supply. Raw supply is
the single most important factor in the growth potential and

v

Operational Objective 1.2
Improve accessability and
affordability of non-seed based
inputs for the sector

investment attractiveness of commodity-based trading and
manufacturing. Fortunately, there is big business in seed
development and distribution, as evidenced by the arrival of
all the global seed players in table 8. The table shows seven
leading seed companies, all with a presence in South Africa
and four each in Kenya and Zimbabwe. Some are only in
one country, but one has facilities in as many as eight coun-
tries, illustrating a pattern of expansion over time. None are
in Uganda, but Uganda may be able to position itself well
as a leading candidate for following waves of expansion.
Other non-seed inputs will also be easier to access.
Year-on-year demand levels will be estimated through as-
sessments and input providers will be facilitated with access
to markets and potential buyers. Quality agrochemicals (fer-
tilizers, pesticides) are currently not available to most farm-
ers. One very large investment has been made by a Chinese
fertilizer manufacturer, but it is uncertain how much of its
production it plans to export and how much it plans to sell
in the domestic market. However, the domestic agrochemi-
cal sector could boom if it is well linked to Uganda’s newly
booming petroleum sector, the major upstream sector for
agrochemicals. The roadmap will explore this linkage.

Strategic Objective 2
Improve quality of institutional
support, and better position the
sector for attracting investment

v

Operational Objective 2.1
Improve institutional coordination
and improve representative
associations

v

Operational Objective 2.2
Improve the value proposition of the
sector towards policymakers and
investors
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In the future, support for the sector will be more rationalized.
To this end, support will be more evenly balanced across
different areas of need rather than focused on a few areas
of the value chain. Support actors —including extension ser-
vices, active development partners and NGOs- operating
in the sector will be better informed on activities of other
support actors. Better dialogue and information sharing be-
tween support actors will be enabled through a revitalized
OSSUP platform.

Within the second operational objective, the Government
will improve the business environment through an improved
legal and mediation framework, and by promoting the use
of contracts in farming. Awareness will be raised throughout

the public sector of issues critical to the oilseed sector, and
it will be made a national priority on par with palm oil. At the
same time the Government will engage in more effective
investment promotion efforts, raising awareness of invest-
ment opportunities within the sunflower sector to potential
foreign and local investors. It will also develop schemes to
attract investors through incentives such as loan subsidies
and guarantees.

Lastly, the PoA will work to ensure that enterprises can
access the necessary financing to maintain and grow their
operations. The first step will be to improve supply-side ca-
pacities by enhancing the understanding that bankers, loan
officers, risk managers and collateral managers have of the
industry. At the same time, efforts will be made to improve
the ability of stakeholders on the demand side, including
farmers’ associations, credit unions, etc., to manage their
finances and access credit. The roadmap will also investi-
gate the potential for new financing schemes, such as the
introduction of warehouse financing for the sector and the
facilitation of microloans for farmers.

Strategic Objective 3
Enhance capabilities for value
transformation in the sector

A 4 A

Operational Objective 3.1
Propogate knowledge and best
practices in the sector

Operational Objective 3.2:
Improve the quality of, and access
to extension services

A range of training initiatives will be based on the underlying
philosophy that better products will fetch better prices. This
will begin to establish the concept that quality is rewarded
with a price premium and will encourage demand for fur-
ther training at the production and postharvest levels. The
trainings will also help create linkages between farmers and
primary traders, thereby building trust.

The extension services —currently hampered by a
public-sector-driven model that has not proved to be ef-
fective— will be revitalized through the implementation of
a public—private sector-led model. Online resources will
serve as a comprehensive knowledge base. To address
the low levels of applied research capability in the sector,
research findings will be better linked to extension workers
on the ground. Better linkages will create a testing ground
for the application of research findings and a two-way ex-
change of information.

Y A

Operational Objective 3.4
Improve essential infrastructure,
including warehousing and product
quality management infrastructure

Operational Objective 3.3
Improve access to technology

The presence of foreign investors will prove crucial to the
transfer of both skills and technology. Such investors might
be attracted by the small-scale, high-quality, niche produc-
tion of seeds and oil for export (such as Dutch companies
currently operating in Uganda). Aside from the above-av-
erage value of this type of production, it also lends itself to
contract farming arrangements whereby the foreign operator
provides technical instruction and access to modern equip-
ment. The pursuit of such arrangements should therefore
be a priority, as they can help the sector upgrade farming
practices and organize market structures.

Lastly, efforts will be made to improve infrastructure.
Warehousing facilities will be updated and made available
for use by farmers. Collateralization of storage by select
farmers’ organizations on a pilot basis —accepted by se-
lect partner financial institutions— could result in improved
incomes and the multiplication of such efforts. Quality man-
agement meanwhile will be furthered through the upgrading
of product testing facilities and the creation of a process
management certification model for the sector.
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Strategic Objective 4
Strengthen Enterprise capacities for
harvesting information as a tool to
access target markets

v

Operational Objective 4.1
Better inform/train exporters on
procedures related to exports

v

Operational Objective 3.2:
Improve linkages in target markets
and with other sectors

Strategic objective 4 is aimed at building
capacities within the sunflower sector to
penetrate and expand coverage within target
markets, including the domestic market.

Activities within this strategic objective fall under two themes.
The first is to improve the collection and dissemination of in-
formation through the use of better technology, while at the
same time helping stakeholders gain a better understanding
of the export process.

Through the implementation of activities contained in
the first operational objective, firms will be better informed
on the trends (demand, consumption, price, product

development, etc.) in global, regional and local markets.
Firms will also be better attuned to fundamental best prac-
tices on conducting basic market research, contracts and
settlement, market entry strategies, etc. With a better view
of the ‘buyer’s perspective’, stakeholders will improve their
ability to produce products in accordance with demand and
cater to buyer expectations.

The second theme of this strategic objective involves
connecting the sector to local, regional and global value
chains. After the ability of stakeholders to gather and use
trade intelligence is enhanced, efforts will then be made to
connect enterprises to target markets so that improvements
in competitiveness lead to concrete business development.

LEVERAGING PRODUCT DIVERSIFICATION

AND MARKET OPPORTUNITIES

Domestic market

Regional: Sudan, Democratic Republic of the Congo (DRC), Kenya, Rwanda, South Africa

Sunflower oil

International: India, Algeria, Morocco, Turkey, China, Switzerland

Regional: Sudan, DRC, Kenya

High oleic sunflower oil

Domestic market
Fortified sunflower oil

Domestic market
Organic sunflower oil and processed Regional: EAC

products

Branded cold-pressed sunflower oil

International: EU, China, India

International: European Union (EU), Middle East, China, North Africa

Regional: East African Community (EAC), Sudan, DRC

International: EU, United States of America, Turkey, India, China, Middle East

Regional: Kenya, Sudan, DRC

Livestock feeds

International: India and Thailand

Non-organic: Middle East, North Africa, Kenya, Gulf nations

Sunflower seeds as a snack

Organic: EU and United States
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Uganda’s current growth model has certainly yielded
strong socioeconomic results since the turn of the century.
Significant growth has been realized despite the existence
of persistent constraints to competitiveness. Even so, the
sector currently relies heavily on three large companies, and
stakeholders have been slow to diversify beyond a small
group of foreign markets. Evidence indicates that the sec-
tor’s future prosperity is at risk if stakeholders fail to reduce
their reliance on such a small group of buyers and markets.

Through the steps outlined in this roadmap’s PoA, stake-
holders will improve their ability to offer competitive prod-
ucts. Yet these improvements will only lead to sustainable
development if they result in concrete business transactions.
To this end, improved competitiveness must be intimately
tied to further penetration of current markets, expansion into
new markets, and development of new products.

Particularly promising prospects for sectoral develop-
ment may lie within the following product and market op-
portunities, ranked according to potential.

The sector’s first priority should be to enhance its position in
its most important existing product category, namely high-
quality sunflower oil. The bulking and sale of well-prepared
and safe sunflower oil can serve as the baseline for sectoral
expansion, helping the sector to develop its market reach
and build an international brand that can be leveraged later
to diversify into new products. The primary challenge with
these efforts will be competing with industrialized farms from
Eastern Europe and Argentina.

Stakeholders should focus on expanding market pen-
etration in existing markets, while at the same time looking
to diversify into new markets. Potential targets for this prod-
uct category include the domestic market, regional markets
(Sudan, DRC, Kenya, Rwanda and South Africa), and global
markets (India, Switzerland, Algeria, Morocco, Turkey and
China). Another particularly interesting market may be the
Netherlands. SNV has been heavily engaged in the sector’s
development activity, and stakeholders note that this con-
nection could be developed and leveraged to forge export
relationships.

The demand for high oleic sunflower oils has been increas-
ing for two reasons: the growing demand for high-stability
oils for industrial use, and the increasing health conscious-
ness of consumers.*® With regards to the former, manufac-
turers are looking to eliminate harsh chemicals from their
production processes in order to minimize environmental
risks and reduce the exposure of personnel to caustic sub-

48.— National Sunflower Association (2011). High-oleic sun oil.
Sunflower Magazine, January. Available from http://www.sunflowernsa.com/
magazine/details.asp?ID=709.

stances. Vegetable oils, and in particular the highly stable
high oleic sunflower oil, offer attractive alternatives.

The healthy characteristics of sunflower oil have been
among the key drivers behind its expansion in popularity.
These health benefits are often associated with the pres-
ence of the heart-healthy oleic acid. High oleic sunflower oil
is low in saturated fats, free of trans fats, and free of geneti-
cally modified organisms. Consumers are becoming more
aware of what they purchase, paying greater attention to
ingredients and demanding nutritional products. In this en-
vironment, high oleic sunflower oil has performed quite well.

Demand has been growing and high oleic sunflower oil
fetches a premium on the world market, making it an at-
tractive prospect for value addition. In looking to develop a
high oleic sunflower oil segment, stakeholders should select
markets where sunflower seeds are not produced, as pricing
in those markets may be difficult. Potential markets include
Europe, China, the Middle East, North Africa, Sudan, DRC
and Kenya. Again, the Netherlands may offer some inter-
esting opportunities for this product segment: its excellent
distribution network could be an enabler in case potential
importers would like to process and re-export the imported
derivatives.

Malnutrition continues to be a challenge in some African
countries and many regional governments have taken steps
to promote fortified vegetable oils in order to ensure that
citizens get a minimum amount of nutrition. These initiatives
seek to modify traditional cooking oils by increasing the con-
tent of key vitamins such as vitamin A. Given the widespread
use of sunflower oil in regional cooking, together with its
already high nutrition content, fortified oils may represent an
interesting value option for stakeholders. Potential markets
for fortified sunflower oil include local supermarkets, and
countries in the EAC, Sudan and Congo.

The growth in demand for organic products has been impres-
sive over recent years, driven by health-and environmentally-
conscious consumers. Populations in both developed and de-
veloping markets are becoming more concerned over issues
such as pesticides and genetically modified crops. Indeed,
demand for organic oils exceeds supply, and those suppli-
ers providing organic oils are fetching attractive premiums.

Small-scale exports of high-quality seeds, oil and pro-
cessed food for the niche organic markets could be a viable
option. Particularly in the EU, there is growing demand for
products that are heart-healthy and organic, for which sun-
flower seeds and oil can be important ingredients. Uganda
is also exceptionally well-endowed with a variety of such
food ingredients. For example, the presence of high-quality
amaranth, sesame seeds and sunflower oil might permit the
production of sophisticated breakfast bars.
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Uganda is well-placed to leverage the trend: proportionally,
Uganda is already the largest organic agricultural country
in East Africa (estimated to include 18,074 growers and
cover 1.66% of its land), and three small producers are al-
ready making organic sunflower oil. Significant profits might
be realized if the sector were to receive the EAC organic
mark. The key hurdle will be the cost involved in obtain-
ing initial certification, a process which can be most effi-
ciently undertaken by training farmers who are organized
into groups. Even so, the costs would likely be justified as
organic farmers tend to realize better yields and demand
premium prices. Uganda could sell organic sunflower oil
on both the domestic and international markets, including
Europe, China, EAC and India.

Another way to expand into a premium segment would be
to offer branded cold-pressed sunflower oil. Cold-pressed
oils are produced naturally and at lower temperatures, with-
out use of heat to facilitate oil extraction. Seeds are simply
crushed and ground until the oil is obtained. This process
is said to result in both better taste and greater nutritional
value, as the added heat from a hot-press can damage the
oil despite its ability to extract higher quantities.

The market for branded cold-pressed sunflower oils is
quite niche and it might be necessary to create a joint of-
fering that leverages high oleic and/or organic oils as well.
Potential markets for branded cold-pressed sunflower oils
include the EU, United States, Turkey, India, China and the
Middle East.

Interest from Indian actors appears to be primarily in
secondary processing, i.e. the manufacture of oils, while
European investors are more interested in specialized or
certified supply chains. Generally the expected payback pe-
riods were realistic for agricultural projects, with timescales
of five to seven years mentioned.

The following modes of investment have been identified:
Crushing and packing plant investment and construction
—this appears to be more likely with the participation of a
local partner to access the supply chain and build supply
chain linkages;

Redevelopment/refocusing of an existing oil crushing
plant in partnership with the current owners who have an
existing supply chain;

Contract growing for crushing in cooperation with a do-
mestic miller;

Cooperation, agency or partnership on import and distri-
bution of agricultural inputs;

Sunflower meal can serve as an effective source of pro-
tein and nutrition in animal feeds for a variety of livestock,
including dairy cows, rabbits, pigs and chickens. Kenya
is currently the only major importer of Ugandan sunflower
oilcake and it remains the most attractive target for future
development given its more advanced livestock industry.
Indeed, sunflower feed is given preference by larger pro-
ducers such as those found in Kenya due to its high protein
content. In addition to Kenya, the sunflower sector can look
to tap into Uganda'’s developing livestock industry. At the
same time, the sector can diversify into new markets such
as DRC, India, Sudan and Thailand.

Due to the ban on sunflower seed exports, the only way
to enter this product segment would be to process and
pack sunflower seeds in Uganda before exporting them.
Even so, the ban has removed the appropriate incentives
and farmers are currently not growing suitable varieties of
sunflower seeds. If the law is changed and the appropriate
varieties are produced, this segment would have long-term
potential, particularly if it were organic. Potential markets for
non-organic seed snacks include the Middle East, North
Africa, Kenya and the Gulf nations. Efforts to sell organic
sunflower seeds meanwhile could focus on Europe and the
United States.

Development of specialized or certified supply chains for
oil export or for confectionary seed export if the prohibi-
tion on seed exports were to be lifted;

Management and innovation cooperation either in the
technical aspects of crushing, packing and marketing of
oil; or on the import of inputs;

Technology transfer initiatives.

The need for improved agricultural inputs in Uganda is clear
to many. International companies such as Pioneer Seeds
—in cooperation with the larger national millers— have long
provided imported hybrid seeds to improve yields and qual-
ity of sunflower in Uganda. There are in addition a range
of local companies which distribute seeds to growers such
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as Equator Seeds and Victoria Seeds. Companies such as
Advanta Limited from India are introducing new HYV to East
Africa and see opportunity in Uganda based on market de-
mand, current performance and Government/international
support for the sector.

In the case of a company introducing a new seed range,
the development may well be specific to the sunflower sec-
tor, but overall companies in the inputs sector are more likely
to offer a range of seeds and other inputs such as fertilizer
and pesticide as a package to the grower. Currently most
farmers in Uganda use few inputs, which on the one hand
means that the opportunities for inputs providers are limited
but on the other hand that agricultural produce is relatively
free of chemical residues.

Therefore the case for market development is clearer-cut
for seed suppliers, who would nonetheless need a distribu-
tion network if they were to seek direct sales to the farmer.
This would be a time-consuming and high-cost develop-
ment, which some respondents reacted to by suggesting
that a partnership with a large consumer of seeds would be
a better option. This is broadly the path taken in the current
import of hybrid seeds.

This is primarily based on the establishment of new crush-
ing/processing facilities or the rehabilitation of existing fa-
cilities. Markets targeted are domestic and regional retalil
pack sales of branded bottled oils in packs ranging from
250 grams to five litres. The development of this type of
operation is built on the growing opportunity provided by
higher consumption levels of vegetable oils by a growing
population. It could not be envisaged without supply chain
development, which may include contract farming.

The business case for such investment builds on the
high price of retail vegetable oils in Uganda, import replace-
ment and the availability of domestic production of oilseeds
such as sunflower. It is unlikely that such a miller would op-
erate with sunflower only, as for seasonal and supply chain
security most millers will crush a range of products over
the year. Key considerations for a potential investor in this
type of operation would be competition from imported or
domestic lower-cost palm oil, security of supply, stability
and growth in the domestic economy, investment incentives
including import of machines/equipment, location/distribu-
tion costs for targeted regional markets, and outlets for
by-products.

This is the processing of high value and niche products for
export. Although markets such as India are large importers
of vegetable oils —including crude sunflower oil- there is a
general conviction that a smallholder value chain will not
be in a position to compete with the extensive agricultural
production of the major producers and current suppliers in

Eastern Europe and Argentina. Current Ugandan exports
are limited to regional markets for oils and, for high value
oilseeds such as sesame, to commodity trade without sig-
nificant value addition (sunflower seed export is prohibited).

Interest therefore is more likely to be found in the de-
velopment of higher value and niche products. There are
only a very few examples of such developments in sunflower
oil but there are examples in oilseeds, including in Uganda
where the Shares/Doens Food Ingredients partnership is
expanding the sourcing of organic-certified oilseeds for ex-
port. At present this may be somewhat limited for sunflower
as the target markets are for ‘confectionary’ grade sunflower,
which varieties are not available in Uganda, although it may
be possible to introduce these grades with imported seeds
from South Africa, the United States or Argentina.

For sunflower oil, export interest is likely to be centred
on high oleic*® sunflower oil, cold-pressed oil, organic oil
and combinations of the three. These processes tend to be
of lower volume but are sought after as high value products
in the European and Chinese markets. Supply is limited as
the large producers have been slow to develop high oleic
production or segregation of seed varieties. Activity in these
niche, high value markets requires significant supply chain
development including certification, traceability and avail-
ability of inputs, and may include contract farming.

The investment by the processor/exporter in the supply
chain is significant, therefore concerns as to the reliability of
the grower and competition from other crushers would be a
major concern for investors. Also of major concern would be
the availability of local partners to develop and oversee the
investment. They would need to have a good understanding
of the value chain and production requirements, and pos-
sess good links to growers.

Often regarded as a market for European or North
American consumers, products in this category are rapidly
developing in China where there is a perception of African
products as natural and healthy and worth paying a pre-
mium price for. In India, where the consumer is increasingly
health-conscious, the growth of sunflower oil and the nas-
cent organic products markets is evident and projected to
continue, according to feedback.

This type of activity would fit well with the development
of oil production in areas in the north of Uganda outside the
main catchment area of the oil mills in Lira. It may also be
interesting to millers and investors in the mills in Lira which
need rehabilitation or find it difficult to compete with large
mills. An example is Guru Nanak Oil Mills of Lira, which
switched from vegetable oil production to high value prod-
ucts such as shea butter and specialist oils.

49.— Sunflower varieties low in trans fat and saturated fats.
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Unlocking the potential of the Ugandan sunflower sector will
require transformations throughout the value chain. These
adjustments, as reflected in the future value chain schemat-
ic, are the result of targeted efforts to address the competi-
tive constraints identified and capitalize on opportunities to
add value. The future value chain will be characterized by
the following four consequences of the PoA:

in the
future value chain, farmers will have access to higher
quality seeds, both imported (PAN 7033) and local, as
well as modern and specialized farm equipment (import-
ed and domestic), higher quality manure and chemical
fertilizers (imported and domestic); higher quality pes-
ticides and insecticides (imported and domestic); and
new agribusiness services.

farmers, processors and
other private sector stakeholders will be able to rely on
improved services, particularly in the areas of quality

N

(CCBY2.0) D-FID - UK Department for Ihtrnational Developmént, A s&nnier outlook- sunflowers oiling the local economy in Uganda.

management, extension services, input provision, ac-
cess to finance, trade intelligence and dispute resolution.
Such improvements will help attract investment, which
will then serve as a catalyst for value transformation
across the value chain.

in the longer term,
the value chain will include a wider spread of products,
including higher value added products. Product diversifi-
cation will be facilitated by increased market intelligence,
enhanced production capacities, and improved attention
to quality management.

these capacities will lie at the base of
improved export performance. Not only will information
help enterprises produce goods in accordance with final
demand, it will be crucial in the quest to further penetrate
existing markets and diversify into new markets, as it
will allow the sector to identify and cater to appropriate
buyers.
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The development of the future value chain for the Sunflower
sector is a 5 year project defined through a consultative process
between public and private sector stakeholders in Uganda.

Achieving the strategic objectives and realizing the fu-

stakeholders to start implementing and coordinating the
activities defined in the Value Chain Roadmap’s Plan of
Action. For this reason, a list of key priority activities has
been identified in order to kick-start the implementation of

ture value chain depends heavily on the ability of sector the Roadmap.

aimed at discussing strategic seed-related
issues impacting the sector, and to take the lead in developing a medium-to-long-term seed strategy
for the sector.
Forum to focus on improving linkages between value chain actors and strengthening sector
development activity. The forum can be a subcommittee of an existing platform such as OSSUP, if
feasible.

Assess the inventory of seed varieties available in the country and assess the performance of
the 17 varieties of seed released by MAAIF.

Establish seed multiplication partnerships.

Support testing by MAAIF of newly developed varieties for three seasons prior to release.
Strengthen existing seed multiplication initiatives, including:

A needs assessment study to be conducted beforehand to identify the specific needs for all the
initiatives.

—an umbrella organization that will
create awareness and influence Government policy vis-a-vis the sunflower sector. Will be responsible
for advocacy, market intelligence and coordination.

Profitability and sustainability of SME millers in Uganda (essentially 12-15 companies)
Factors for success
Constraints and investment needs.

This study would serve as an investment promotion vehicle and as a policy advocacy document for
use in promoting value addition policy.

Encourage formation of millers” associations in other regions.
Promote the spirit of cooperation.

Model farm demonstrating agricultural techniques

Seed propagation service

Postharvest handling demonstrations

Techniques and technology for on-farm use

Techniques and technology for local small-scale oil crushing

Face-to-face, phone-in and short message service (SMS) services for farmers linking them to
experienced and trained extension workers. To achieve capacity each question and answer
should be posted online and be accessible for reference purposes.

The trainers receive the training on the basis that they will offer three days training per year free of
charge to groups in the sector.
The trainers will receive training in the following modules:

Production, postharvest and planning for farmers

How does the market work?

What is value addition? How is value added?

What do buyers want? Buyers’ requirements at home and abroad

The world market — a primer

Seed strategy forum in place
Collaborative projects result-
ing from forum activities

Assessment of existing
varieties completed
Business model for a
private-sector-led seed
multiplication initiative
developed and partnership
established

Number of new seed varie-
ties released

National trade association
established

Report on operations
efficiency and recommenda-
tions for improvement

Centre of excellence
established and linked to
OSSupP

Needs assessment report
Training programme
developed

Number of trainers trained
Number of free trainings
provided by trainers
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Targets Lead
implementer

3.1.4 Launch a training initiative (practical) targeted at farmers and primary traders covering
postharvest handling. Topics to include:

= Promote hand-driven appropriate technology for cleaning sunflower seed, to replace the manual
winnowing currently done only by farmers;

= Assessment on physiological maturity and readiness for harvesting;

= Recommendations on drying practices to reduce microbial contamination resulting from drying on
cow dung-smeared surfaces —to be replaced with use of tarpaulins;

= Improving methods of assessing sunflower moisture level to replace the current inaccurate biting
method —use of moisture meters;

= Linking sunflower quality, including high moisture content, to marketing and reward compliance.

3.3.1 Undertake an equipment study of seed cleaning, hulling, oil crushing (small- and large-
scale) and agricultural equipment for on-farm use, concentrating on the equipment available,
developments in technology, technology and equipment procurement.

3.3.2 Organize equipment buyer-seller meetings in Uganda with attendance from equipment
manufacturers and suppliers as well as potential buyers (farmers’ organizations, SME millers).

= The events should be linked to the sector with introductions by well-known companies and value
chain actors.
= Equipment suppliers will be invited to attend in addition to value chain stakeholders.

4.2.1 Organize exchange visits to India for sector stakeholders including both farmers and
processors, with a focus on knowledge sharing and experience building.

Agenda to include:

= Visit to a trade association

= Trade fair visit

= B2B meeting — invite selected buyers to a B2B event where every buyer can meet every visitor

for short introductory conversations. This could be held adjacent to a trade fair, improving the
likelihood of attendance and increasing profile.

[ MOVING TO ACTION ]

Number of training initiatives
held

= Number of farmers/traders

trained (if possible)
Reduction of postharvest
losses in intervention areas

= Development of target

standards for quality
Sunflower seed consistently
meets set standards

Inventory of existing and
appropriate technologies for
postharvest handling and
processing conducted
Findings and database
published/disseminated

Number of participants at
buyer-seller meetings
Number of buyer-seller
meetings conducted

Number of awareness-
raising workshops held
Number of firms participat-
ing in the workshops
Number of exchange visits
conducted

Number of firms participat-
ing in the exchange visits

UOSPA

URI
MTIC

UOSPA

UEPB
MTIC







The following PoA provides a clear and detailed framework for the implementation
of the sunflower roadmap for the upcoming five-year period. To this end, the PoA
details the comprehensive set of activities to be undertaken, grouped by strategic
and operational objectives. The activities specified within the plan seek to address
the competitive constraints to sustainable development and leverage the opportuni-
ties that were identified during stakeholder consultations.

Each activity is assigned a priority and an indicative start date. In addition, the PoA
identifies the institutions that will be tasked with leading each initiative, as well as
potential support and implementing partners. In order to ensure effective monitor-
ing of the roadmap’s progress, a series of target measures have been formulated
for each activity. These measures, which are comprised of concrete and verifiable

milestones, will serve as indicators of progress.

)

Photo: (CC BY 2.0) yoppy.

51 ‘



"S3AIIRIIUI 8U} |[B 0} SPasU 1j198ds 8y} AJjuap! 0] pUBYBI0JAG PAJINPUOI aq 0} APN)S JUBLISSASSE SPaaul Y
"poisa) Butaq Aiaiien pLIGAY — QYN
$9SS3UISNQ Pass B0
JuaLdo|ana( 101993 paas pajeldal|
(ueagfos Buiop 0s[e) SPass YA UM ANSISAIUN alaiayely
(uaq efos Buifjdinw Ajjuauna) spasg Joenb3
Hz PUe HI 4ySy3 Uit fueduio) pasg ueouyy 1se3
(AdO) elojung man
H¢ PUB H1 UBS3S LM /dSON
-Buipnjour ‘saafeniul uolealidiynuw paas Bunsixe ualibuang
"9583[3) 0 Jo1Id SUOSEAS 881y} 10} SaNaLIeA padojaaap Aimau Jo 4yyIA Ag Bunsa) oddng
“UINjal Ul SI)IW pue
SIAWIRY JO WO} U} Ul 1oyew Apeal & 9ARY A8y} pue ‘(paisnipe Si 10 1 SMOJ|B ajepuew S,04yN Papiroid)
S81181eA pLGAY Mau U0 paseq Spass Ajdinuu |jim 1l OYYN aI| Uoreziuebio ue ul Buiissaul Aq sAenul

Pases|al saljalien uoneay|diy N Pass e Ul 1S3AUI 0} payiAUl q o} (-2}3 ‘09aseN ‘Iojenb] ‘alua?) aley) sinduj LLle) Swilj pass
Pass Mau Jo JaquinN 110 J3MOJUNS “[[& 0} SS3998 PUB Sa9aId JBaJD LI LOIeI0SSE U S diysiaued Uy UsI|qeisa ‘saf J|
paysi|qeise diysiauyed “WN10} Jey} Ul SaBUBLIXA U0 paseq ‘ajqissod SI (8r0ge ||| 1B Wnioj ABajens pass
Aisianun alaloxe pue ﬂ%m_ogm_u M@m_w% 3} U0 Paseq) Spass Ajenb-UBIY 1o} UIM}) Ul JUALLISAAUI UO Paseq diysiauled B 10U O JaUIaUM USI|GeIs]
V1SN E..ﬁé.om%m@,ﬂ_ua v “sdjyssauied uoneandinU pass Usigels
vdsS0n 10} [8POLL SSAUISNG “JIVYIN £q pasesfal pass o SorjoLleA /|
[HYSSYN pa)3|dwio sanaLen 3} 10 9ouBWIO0Lad 8y} SSASSE U ALUN0J 8y} Ul 8|q|IBAR SB1IBLIEA PAaS JO AIOJUBAUI BU) SSASSY
Y1IS OYYN  2d00A ~dIvyIN  Buisixe Jo Juawssassy X X X X |
9vS "SaIIAE Jauy}0 Joj pannbal 8duabijp anp au) ojul pas) [|IM 1Y) ADMIS aUIjaSeq B Se Wwia) BUoJ-0}-Lunipall
VLS -SYN ‘OHYN 'VISN '¥dSON  2dQOA-HIvYIN pajonpuo Apms X 14 8U) 10} 1589810} ‘U0SE8S Jod

“(B1pul um Bup.ers)

SOINIISU Y2Ieasal L}IM UOIJeI0Qe||09 Pue SaAIjeNIuI JajSuBl} ABO|0UY98) JuaLUIBA0B-01-juswuIan0b sjeniul
“epuRdn Ul paas Ajdinw oy

$91UBdW0I paas ubalo) yim Jaulied 0] SaIUBdLOD Paas [2I0| pue ANSIUIA 8UI UM UOIIRIOGR]|0I 8jBNIu| 013
1sRefely :(@'gY pue AAnanpoid ybiy AIsA) |aRIS| pUB BILLY IN0S WO AISOW ‘NYd ‘BILY UIN0S/30ueld

SENI
SAIJBI}IUI J3JSUBI) ol (Auedwod) eyuabuAg :usjuod 918]0 YBIY YlIm Paas 1BMOLUNS JO S3IIN0S BAITRUIBY[E Ajuap|
04V ABojouyoay Jo Jaquiny NEE
SAYYN paljuap| $39IN0S puUB eUNUaBIY ‘BIPU| ‘UBISUNBZEY ‘BUIBINN ‘UOIRIBP34 UBISSNY 8y} BuIpnjoul Suoneao Buiainos paas ajeuls)
2 dAOA-4IvYIN ¥SdOn  omeussejolequaN - X X X X X | -l 91q1ssod ajebnsaul ‘Wojieid BulyeW-UOISIHaP PUB Y2Ieasal B Se wnioj ABaIens paas ay) Buisn
fioyny anusay epuedi
‘SANN/8peiL jo Ansiuin
(30u8105 doi) Jo SafIAloe
Juswredaq) Aysielun alaie wnio} wioy Burynsal 8]qISea} I gNSSO S Yans wioyied Bunsixa Ue J0 88RILLI0IYNS B 3Q UBD WNIO} 8y “AIAIIR JUSW
SR SIBJIW JNS ‘SIayjiw s108foud 8AjRIOCR]10] -lojanap 10108S Buiuay)Buals pue SI0JO. UIRY anjeA uaamiaq sebeyull Buiaoidwi uo Snaoj 0} W04 "I0}98s
able| ‘04YN dNSSO ‘YdsSon 3oe|d Ul aU} 10y ADa1RLS Paas Lwisl-Buoj-01-wnipaw e Buidojaasp ul pea| 8y} ael 0} pue ‘10J08s 8y} Bunoeduw sans

‘SIaquiawW pael|e R VISN  ZdaoA-dIvYIN wnJo} ABajens paas X | -S| paje|al-paas 16ajens BuISSNISIp Je pawie

[ UGANDA VALUE CHAIN ROADMAP FOR SUNFLOWERS ]



“YUeq paas ay) Bunonnsuod Joj sjesodold 1191j0s 0} $s3201d Bulispus) B yaune]
“9LUBI SLUI) pUB ‘SjuaLalINbal
A1e196png ‘siaupied uo uoleLLIojul A3Y Yim YuBq pass ayl dn Bumas o) fesodold [eaiuyda) e dojsraq —

] DRIl "B|OJUNS 10} YUBq pass & Buido|anap 1o} [esodoid anisuaysldiuod e dojsraq
¢dAOA-4IvYIN 559001 BuLapUS] “yueq paas e dnind 0] ‘B8
HISSEN padojanap ‘oddns JUaLUISAUI 3910 PUB BAOGE S3NSSI U} U0 81BIOADE 0} SIap|0yayels Aay Jo wnioj e aziueflQ
EEEEN [esodoud yueq pass
LIS 04¥N ¥dSon peywniod « X X X 3

S19]|1u ab1e| Se ||am Se ‘Sia|eap Indu| pue saAleIadood ‘sdnoib Jawiey jo poddns ISIu3 —
‘spJepueys Buidojaap Joj 8|qisuodsal
SI'SENIN 8]1um 89Uel|dwod Bupnsus Joj 8|qisuodsal St 41y — paulap Ajny $ajoJ jo uoeaulsq —
e 'Seale U01aNPoId 8U) Ul S3YIUBIQ BABY PINOYS Apog UONBILILED
3y “Bujulel) pue JualwnIaal AQ 41yyIA 1apun (Apog LOIeaNNIA Paas) SIIAISS UOIBILILAY
paas [BUOIEN aU} Jo Ayioeded ainosal uewny Bujuaybuass Joj (esodosd e dojanag —
‘sdnolf apeyy Aq salouabe JuaLuuIaA0Y) 0 pajuasald aq 0} ue|d UONI. PUB YIeasal B dojanaq —

(uoneodninw pass
19U 01-18WIR)) paas Ajdn
-|nw 0 suoiyeziueflio Siallieq

pado|anap ‘washs e 10 foeaonpy —
39S UOJ}BpUNo. .
— oﬂug%@m.__muc%m_ sjesodoid Jo Jaquiny :A1BS$898U J| aLULeIf0Id Paas Paljiiad m.%_méo
auwweld Joddns Burwwod AeNIUI
0l Pa8s SaNN SUONIISUI J0 J8quinN M3U & dojanap 10 papasu SI BARIIUI AU} 0} 11oddns a1aym Seale AJjjuapl 18U)a JUSWISSASSE 8y} U0
pasepaq A 1SSeN S papoddns PASEq ‘pue ajepuBW ZddOA Y J0 1ied S| Jeyl saeiul paas paleaaq Alenp, aus Jo SNIelS al SSassy
-[end ¢daoA EEN OY¥N  spesodoidjossqunN - X X X X ¢
“Uoi1e9l| N paas 10} SaAly
¥Sdon padojanap -BIJIUI P-18Y/BW ‘[RI2I3WILL0Y 0} [3[BIed UNJ [|IM SIU] "SBIPOQ UONRII|dINW Pass Se 19. 0S|e 0] UOIJRIapa
[4SSYN OHYN 1aded uopIsog X Z SI8WWIe4 [BUOIEN BPUBG() PUB QYYN S Yans SUONLISUI 4o1easal moj e 0} aBueyd A91jod 10} 81LI0ADY

“UOIJRZINISUBS PUB L4OB3ANO JALLIRS 10} SHOLS Yaune]
019 BUIISa] 10S ‘S3111[108) BUNSE] :UOISUBXA PUB 2Ieasal Uay)buang

(s1aA8] 018]0) Bunsaj Ayjenb 1o poddng

(ueyu09 |10) BuIySNID 10§ Paas Palsa) Jo AlljIGINS BJBN[eA3 0] SIB|[ILU SAOAU|
3535eY| pue [eAuaY B8 ‘seale uoionpold [eiusjod ujyim suonensuowsp poddng
SaINy20Iq 0 U0NINPOI4

UOIBAIBSQO 13y}

U0 Paseq 8S00yd U SIalie} 0S SUOSEAS OM] 10} Sal}UNLILI0d BujLuile} Ujyiim Suolesuowap dn 195
Ausianu asaiayely

visn ‘spoyjaw Bunsantey pue Buueid 198109 ainsua
¥dS0on HYS 0} aAIRIIUI Bulurel) pyal Jawle) pue siaurel) jo Buiures (a)[eled e 0] payul| 8q 0} Loddng -siauyled Buowe
V1S 2d00A  -SYN/OHYN  pauounejawayasiold « X X X X 2 39U3P1JU09 pyIng 0] (A1eSSAI8U J1) BWayas 10j1d e AQ P3| ‘SalalieA Paas Maul Jo asn au 8jowold

[ ROADMAP PLAN OF ACTION ]



Pazieul} PUB Pajonpuod

S[eap JO JaquInN -
dnsso DIaY Sjusa
CdQOA-HIVYIN Y¥dSOn  Dunjiomsu jo Jsquiny
$30U3
-19S [BJUsW
-UoJIAUg puy
ainynanby Jo sinduy

s1o[eap ndu-00 46501 fsien 0} SS3098 UO BIE LM
2dAOA-4IVYIN - -lun asaiaxepy  Jodai aaisusyaiduio)

suoljeziued
-10 SIawWley
Bunioddns jo
[apow uoun
aneIadoo) pajanpuod
nsibng siayddns yndul Apnis yaseasay -
(108lo1d ‘SUONNISUI 9URUI0IIIW ahleliul
fuanoy sind — )snJL (1ge) AlenIY| SSauIsng AU yonoay) sinduy
-u) [einynat -1y ‘SavyN dnsso (van) Buissaooe sdnoib
-By) QI¥Sn  89uel|y aAeiadoo?) epuedi vdson 19WIR} O JIBQUINN «
891003
Buipuny Jaquawajduw
[enualod SJajuawadwy Bunoddng Buipea sainsealu Jabuel

‘JUBWIS3AU| UBIBIOY JO SO

18U}0 pue Swsjueyoaw diysioinglisip Bunowoid Joj swis} majAal ‘JuaLuisaaul Bunowosd Jo (0B 8yl yim
'slaijddns Joj saniunyjoddo ssauisng 1ubijybiy 0y suoneziuedio siswiej pue sisljddns isyiaboy

Burg o) wiopeid 4NSSO 8yl 8sn ‘sindul Jo Ayijiqepiole pue Ajiqissase Buiseaiau Jo [eob au) ylim -

(10193 81Ny N91IGR BU UI SBARIIUI JBYI0 UMM LWBPUE] Ul SUOP 8q 0}) SaAleiadond

SB 1jans suoneziuefilo siauie) 01 sindui Jaylo pue siaziina) Jo (epuebp ur aouasaid yum) siayddns

X X X X 2 U33M1aq Sabeyjul| pasealoul a1ey(1oe) ‘9A0qe |'g" | AlAnde ybnoiyl paiadal aouepind uo paseg z'g' |

"S3AJBNIU Pajejal pue Bujufes pjal} Jawuie}

10} SISBQ 3L} SB S3AI8S 0S[e pUB Sabenfue| [820] Ul SIALLIRS O} 9]Ce|IBAR BPBW S| 1By} [enue a91joeid 1sag

S11J3UaQ 91Wou099 BUlRASUOWAP PUB (Salel) 8SN 19zl|111a} UO SSalateme BuiS|el Joj Spaau Buluel o

S1eaA aAl} IXaU au) 10} pajosfoid Sindul 1oy pueLIap pajews3

AIj1gepIole (z) pue $$3998 (}.) Sindul 0} pate|al 10}93S 8U} Ul 1I918P JO S|aAsT 2

U0 BuIsnaoy sindur paas-Lou

18UI0 pue $3pIoNsad/sapionoasul/siazl|iia) BuipieBal SUOEPUBWILI0IaI 8pIACID ‘JUBLUSSASSE U} U0 Paseg

“Buuren = uoieios dosa ‘(abeyin wnwiuiw/ou) sanbiuyda) Juswabeuew |10S pue Jajem aiojdxg «

“Uo1eaI|dde 1e1j0j SNSIBA 108 J0 U0SIedWO)

*00119NpoId JOMOJJUNS 10} SI9ZI|118} O 8SN UO SISA[BUE }1joUa]/1S07) «

J1eym pue Buisn st oym :(a1uebioul/aluebio) siauiiey Aq asn Jazijiad «

"SuITel|dde Indur Jaylo pue Jazi|1Ja) apew-ioje) «

X 2 *Snduj paas-uou Jaylo pue Jazi[inie} Jo AlJIqepJoye pue 0} $SIIL UO JUSLISSISSE LB 1anpuoy) |'g" |

‘Rijigenjoud pue abesn ndu

U9amaq sdiysuoie|al ay) uo yaleasal Buiteuiwassip pue Buanpuod AQq sindul 83UeUl 0] SIBWIRS 8ZIANUBIU|

'SPaas LAY 8In201d 0} S1alLLIe} 10} JIPAIO JO BUl| B USI|QRIST -
“urelf ay} yoeq

Anq 8y} Se SUBO| U} 19A0I3I UINY UL ||1M PUR S1aLLLIR) 0} Sindul apiaoid pjnom oym Siaijddns Jndui sAoAU| «
‘s[esodold a|geyueq dojsasp

0} Way} 1oddns pue SaA1eIad002 pue SUONeId0SSe ‘sdnoif 139npoid JusIdle 01Ul S1aLe) 8zIueblQ) «

50012 13y}0 0} 10 00D JAMOIJUNS BU} 0} PAYUI| 8C UeI pue Uofelado
30UBUIJ0IOI B SB U33SaI0} S| SIy * S|eap Indino/indul pue Builiie) psjoeau0d 0} uoniadwod Jajjo 0] Suesw

X X X X ¢ mmmmLmELchmccm%Us 10} paas Jamojjuns Jo @::EEES Je) 0] SAleIHUI S_am;m_gﬁwm_ 611
S 22 23S m=g
pouiad yby=1

uoneluaLadw| foud SOIIAIOY

*10}93s ay} u syndui jo Anjiqejieae anoidwy : | aaiaalqo aibajens

101985 83U} 10}
sindul paas-uou
10 AujiqepJoye
pue AljIqISs99
-0e anoudw| g

“uonealdpinu
[eUOITeU pue
S10BJU09 1Jodwi
Buidojanap Jo
ABayens uimy e
Aq uonebedoid
10J Spaas Jo A
Iq/B|IeAR B}
anosdwy ||

S8AN99(q0
[euonesadg

[ UGANDA VALUE CHAIN ROADMAP FOR SUNFLOWERS ]



SI9][IW Jo[ew
¥dson

dd3n ‘uoie1oossy
S1aped] A1y ejeduwiey
‘2da0A-4IvYIN
‘AliSnpu| pue 3213w
-0 J0 Jaquuey)
[euOIBN BpuEln

dnsso

NS Aisienun alasayep

193(01d yoeal
-]n0 U0ISU3IX8 Y/dSON 0V4/suoneioosse
dnsSSO  pue sajueduL0d 10}98s
q00l0d wowdojanep  OVBAHO PUB SOIN
1Y aN[eA - 1Sni| 1ge dnsso

4IVYIN

¥dsSon

¥dsSon

(nun
$90IAI8G UOIS

-Uax3) IvyIN

pako|dap pue pajjeIs Sa9IAIaS UOIIRIDIN
payaune| ubredwed Buisiel-ssausiemy
paja|dwoa ylomawel) [efa| 8y} Jo sjepdn

padojanap aoueulaA0b o suonenbay
PAUSI|CRISS SUONBIJOSSE

PRI} [BUIAIXA J3yJ0 0] Sabeyul

11oddns 1o}

D9193|3$ UIeZIUBBI0 P3| PUB Pajanpuod
SuOIjez|URBIO0 BUIISIXS UO JUBLISSASSY
UOIRIZ0SSE U} Ul (SUOIIeZIURDIO ,SIaWe)
Buipnjaur) swiiy Jaguuaw Jo Jaguiny
PAUSI|QISS UOIJR10SSE 9P} [BUONEN

PAJBAIIOR PUR
padojanap Ue|d UoITezI|IGOW 82IN0SaY
paje|dwoa

fpns JuaWSSasse $32In0sal dnsSo

(1an9] 10edwWr)
£19AI13P 92IAIBS UOISUBIX® panodu|
UOISIA0Id 921AIBS LOISUBIX® aAoIdwl

DUB 8Z1UOULIRY 0} S3AIIRIIUI JO QNN
pabebua suoneziuebio

19pIA0Jd 92IAIBS UOISUBIX JO JaGUINN
paja|dwoa Apnis Buiddeyy

*$30JA19S UOIJRIPaLL 3|ISS302Y
$10BU0J [RINYNILI0R BUIUIBIUOI SBIIAISS UOISUBIX®

pUB SIapjoyayels ssauisnguife Buowe ubredwed Buisiel-Ssaualeme paulelsns v
aInynaube ul $19eU09 J0 $3dA) UOWWI0D 10} ylomauel) [eBa] ay) 0} aepdn uy

“UOIJBID0SSE 3L} 10} UOIRZIUOLLIRY PUB 89UBUIBAOD J0J SUONRING3) d0|3AS(Q
“U0INRI20SSY Siapel] 117 eledwey
UM yul| pue Alioyiny Jualudo|anaq uonos) auyy WoJy Saipnis ased askfeuy
‘Ajspy
JOB1U0D 10} 9]21Y3A B 8LL0JAG 0} 13)S103] 19RAUOD B 81881) UOIIRID0SSE 8U) d]3H
“BIPU| UI J0}08S
$P3as|l0 8y} Buidoj8Aa Ul [NJ$SS3IINS AIBA USQ Sy YIIuM ‘UOIRID0SSY SIa1I0dxT
39NP0Id PUB SPaas|i() UBIPU 8y} Se 4ans BIpU| Ul SUOIJRII0SSe 8pel} 0} yul
“UOIJeUILLBSSIP UOIJRWIOJ| PUB
uorowoud ‘soueulanob se yans sease ui Buiurel; pue Bulp|ing-Aioedes apinold
"M3IAIBJUI PUB JIpne Aq JusLudojaaap pue Joddns 10) UoneziueGIo U JO U01j98[9S
8141 48140 0] Ajay| 1sow s1 suoneziuebio Bunsixe sy Jo yaiym :ansoudelq
“UOJJBIO0SSE PRI B JO W3] UJ SPasu J0}9asqns sy} Jeym o ansoubep e jonpuo)
“UO[}eUIPI00D
puUB 39UaDI||3)ul JoyBW ‘A9RIOADE 10} B]qISUOASaI 8 ||IA) *10}D3S JaMO|JUNS au)
SIA-B-SIA £91]0d JUBLULIBAOY) BOUBN|JUI PUB SSBUBIBME 8Je819 ||1M Jey} Uofjeziuebio
B|[2IqWn Ue —
*$anp d1ysiaquuaLL uo paseq ue|d UONEZI|IGOW 82IN0Sal 9|qRUIRISNS
B Se ||am Se ADajens wia)-Buoj-o}-Lwnipal e Buidojanap Ul 4SSO 1SISsy
J0}99S Jamojjuns
3U} uo Buisnaoy A}[eaiioads— ajepueLl S)i SIA--SIA 93UBLLIOMAA BAITRJaI SE ||am
SB ‘SPaaU 92In0sal pue A)iaeded [BIIUYI3) S,dNSSO 10 JUBLUSS3SSE Ue JoNpu0)

*$30IAI3S 8U) J0 SS3UBAIII3YIA AU} SSaIpPY
"$301A3S J0 UOIeIBaUI 10} [e1UBI0d PUB UOIRZI[RUOIEI 83U} —8A0GR paddew SI0j0B
301M3S 1oddns SnoLeA 8y} YIM— SSNISIP 0} dNSSO 10 WINIOJ PAYSI|GeISa Uyl s
“(doso-nnw ‘o1iauab) 19841pul Ajewid si 1oddns Jayiaym

PUB ‘10}23S 13MO|JUNS 8y} 0] 3|qe|IeAR S| 110ddns 19811p YaIym 0} Jusixe 8y} Anuap|
“sde(Jan0 pue

$919UBPUNDAI JO SBAIR AJ1UBPI PUB 0198 BU) 0} 3]qe|IeAe $30IAIaS 1oddns dejy

[ ROADMAP PLAN OF ACTION ]



108(04d A1

1984 UBOT Indu] 39URU
-JoJaIN 8pld/(0a41)
a1jua) Juswdojanag
1921111194 [eUONBUIBIY|
‘90URUI 1ge

00(0id

dca % S.d ¥ ANS

S[RI91110 JUBLULIA
-A0D [BO0] pUB SIg||IW
"$8|URdwW09 BOURINSUI

‘SYUEQ ‘¥dSON ‘suon
-BZ1UB6I0  SJBUIR)
“Yueg uswdojansg

BpUEdN dnsso

v¥dS0n 4wy

dnsso

¢daoA

S[191}J0 UAWILIAAOY)
paseq-AlsIul pue
[B30] VI ‘4IvYW

43N '¥dson
ZdAOA-AIVYIN

dNSS0 ‘94N
'¥dS0Nn AvYIN

dNSS0 ‘8dn
¥dS0Nn AIvYIN

pajuaLa|dwi pue padojarap

s1onpoud soueinsul douo ependouddy

(pouiad Buiyjes pue

Buissanold 15anleuisod ‘1SaAIRY Jalle 1IeIS

0] SjuawiAedal “6-9) Spasu ,S1aLule) 0}

palojie) ‘'l ‘pajuswua|dwi pue padojanap

sal}ed U0 0] 8|qRINOAR) SUONIPUOI UBO]

S[oA9] UIBYD 3N[eA

(8oueU4 R SNOLIBA Je SuonnyIsuI 9UBUI0IIW AQ
1pal)) zdaoA  pavoddns SI019 UIRYD an[eA J0 JaquInN

epuebi Ul paisoy suonebsjap J01sanu|

Sjoyiew 1abue)

D8128[9S 0} Juas Suolea|ap SsauIsng

SENTRE AR REENTRENTENS))

vin pue padojanap [eio1e||02 Bullayepy

JUsLLIBAOILWI 10} SUOIJBPUALLILIODE

vdson pue Aoualolye suopeiado uo Jioday
doysyiom

a1 wouy Bunjnsas suonae Aa1jo4

vdson p81aNPUd SAoYSYIOM JO JaquIn

S93juesend 1o SalpIsqns

UBO| BulAigo8! SI0S8AU JO Jaquuny|

pajelul swweiboid sajuelend/Apisang

vin pajanpuod Apmis Ay1j1qises4

SIUBAS PalR[al-JUBLLISAAUI
pUB 9peJ] A3y e 8]qE|IBAR BPBLU 188US10RS
Yin pado|anap 13aysioe4

(vin) Aiouiny

JUaLLISaAU| BPUBDN BU) 0} 1SaI8Ul

Buissaldxa s101SaAul [enuslod 10 Jaquiny

vin payaune| ubreduwen

10]08S a1} 0] Palo|1e}

(s1onpoud gouensul Buipnjaur) sjonpold [eroueul} Buidojaasp i Syueq 1SISSy
dnsso

SB NS LUNIOJ 8A11R}NSU0 B BUISN ‘SIap|oyaxelS Uleyd anjeA ol sjesodold
BuIpuay ssasse wauy) djay o} [apou auljaseq e Buidojaaap Ul SYUBG ISISSY
‘slomoub pue SJNS

10} 92UBUI} 0] $S3998 A0JALLI 0] S| 9A193[qO [B1NUASSA 8U ] *[BUOITRUIBIUI PUR
911S3WOP L10g X8)U0J B SLULJ) 0] 391YNS PINOM SAOUSKIOM 31U} O} OM] JO S3LIAS
SUOINRIN0SSE

apRl] PUR SJ9]|IW ‘SIapel] BuIpnjaul ‘saoualiadxa aleys 0} SI0J9B 0]9aS alIAU|

paybIybiy 8q pinoa sar1unod Bulpunoins o}

uonngusip pue Buissaaoid ‘uonanpoid o) aseq e e epuebi ul 81eao) 0} Aunyoddo

3U} PUB ‘)3 JBW 8y} JO YIMOID BU} ‘UOIRAIND P3as|i0 Jo AljIGeUIBISNS auy) ‘ejnafed
U

“U0NeI8d009 J0 111dS 8} 810W0Ig
*Su01Ba1 18y}0 Ul SUOIILID0SSE  SI8][1LU JO UONeLLIO) 36eIN0oU]

*a110d uonippe anje Bunowold Ul asn 10} JuaLNIop
£9e90ApR £9100 B SB PUB 8|91Y3A UONOLIOI JUBLUISAAUI LB SB BAIS PINOM APNIS SIU|
*$P3aU JUBLUISAAUI PUR SJUIRIISUOY
$5399NS 10} $10}0B4
(s81uedwod
Gl A[enuasss) epuebn ui siajjil JNS Jo Aljiqeureisns pue Alljigeiiold

“fiond e se (£11128$ Po0J-UOU Se Payuel) 18MmojUNs
3pnjouy 0} pue s81a1jod Bulsixa Jo uonejuaLua|dwi au} 86eIN0IU3 0}

“pateniul pue padojanap awiwelfoid aajuelend/ApiSqns ueo]
“Uo13eAOUU] BU1IBIS0} 1B P3WIe SUOIBPUSLILI0DaI
18}40 0} PUB SUOJSIAI PUB S8|NJ JUSLISAAU] JUBLING SS3SSE 0} ApMS A1qIses

1S81)Ul JUALLISBAUI PUR
LOISSNOSID J[NLLINS 0} SALIUN0D JUBAB|AI O] SUOISSILL peJ} BULINp pue SMouS apel)
1B PASN 80 PIN09 SIU | *10}03s UePURB( U} Ul 1S819)ul Inds pjnom jey)

“ubred

-We) pajabie) e ybnoiyl S10158AUI 19811p UBIBIO) WOJ) 1S8181UI BlRINWNS 0] (Sd0ID

Wed Ajuo 10U pue) Spaas|io Jo JuaLdo|aAsp au) 0} 10}93S 8y} PUB JULULIBAOY) 3L}
10 JUSWYIWLIO0D B} A|Jea[d pue Aj9ARoNIISU0D 8ziSeydws 0]

[ UGANDA VALUE CHAIN ROADMAP FOR SUNFLOWERS ]



¥dS0n “yueg
Juswidojana epuedn

Syueq
[B121BLLLLIOD “SUOI]ID
~0SSB 3URLIJ0IOI

SYUBQ [RI0JALLILLIOD

SJ8][IL ‘suolield

-0SSe SIalie) “yueg

Juswdojanaq epuedin
YIS 'SYUeq [B1/3wLI0)

awuwelBoid foesay el

-UeUl} yueg Ayunyoddq SYURQ [e12J3WLI0D
32In0S Jajuawieiduw
Buipun [enusjod Bunoddng

pado|anap

1198} yueq [einynanfbe Joj Juidenig
pa1anpuoa Apms Ajiqises

suonnyIIsul 89UBUL0IOIW

fg painbae $39In0Sal [RUOIIPPY
pado|anap

$8119190S 8AI1BI90009 J1pald pue sBuires
[enpiAipul 1o ue|d Juawdojanap 81n0say

¢dAOA-4IvYIN

¢dAOA-HIvYIN

SUONRI20SSE
S1auuiey pue suonmsul Buipuaj ool
von ‘SYUBG UaM)aq pausIiqeisa sabeyur]

pajanpuoa sjonpoid Bulpua)

Bunsixa 1o sisAjeue ded pue Buidde|y
(1ang]

10edwi) Juawidinba Buissasold padinos
3ABY OUM SJ3][ILLl B[RIS-][BLS JO JaGUINN
paUel Uaaq

3ABY OUM SI3][ILLl B[RIS-][BLS JO JaGUINN
P3UIL0I SUONIIOSSE ,SIALLIRY JO JBGUINN
SueO| BuiBeuew pue suoijeal|dde

UBO| Ul paulel} SIauIRL} 0 Jaquiny

¥dSon

0c0¢ |>=

von

Jajuawalduw)

Buipes] sainseaw Jabie|

6L0c | >

8L0c | >

X

no
o
=

]

910¢

POLIad UonejuaLa|duw

¢

4
MO|=§¢
paw=¢
ubly=
fioug

“Sysi Jiayy ajebniw djay o} suonnyisul [eloueul} uepuedi
0} sa9juesend Jipaia Buipiroid yueq pasodoid ayy Jo Aljigissod ay) aiojdxs 0S|y
(10193$ [RINYNALIBR JapROI] B} 0] PaYUI[) SI0SS8)
-01d/SJ3]|ILL PUB SIaLLLIB} 0] SUBO| LLLIa}-BUO/-WNIPaUL/-}0yS 8|qepiojje apirold ||Im
Jeut Auijioe) Yueq feanynoube ue dn Bumas Joy Apmis AjiqiSes) e 10npuo) 9°'¢Z
*SUOIS$aS Buriojusw pue Buiyarod ybnoiyy wisy Buoj-wnipaw
aU ur Alj1qeuRISNS ainsua o) saifiajens [e1oueul) Buidojasp Ul suonNISUI 1SISSY
'S19)995S UBO| 0} J3}J0 A8y} Sajel 1saiaul
3y} umop Buig Ajarewnn 03 J8pI0 Ul ‘Spaau BUIDIN0Sa) JaL1 1881 — S8181905 9A1
-248d009 JipaJa pue SBuiAes Buipnjoul — SUOKNIISUI 8IUBUI0JIL ISISSY G'E'2
*SUBO| 38U} afRUBL 0} AJI|IGR BAIRASIUILIPE JUSIONINS BARY
353U} 9JayM SaAIRId00 10 SUOINRII0SSE ,SIBLLLIR J0 SUOIUN 18I BIA BuIpuNj 0}
salexul| ySIjqeIsg “sueojoJ1 YyBnoly} J0399S JBMOJUNS 8y} Ul Siawue) Buipuny
10} suoneziue6io Bunsixe yum uonesadood ul19slod joyid e ysyaeISI 1'€C
‘pan[eA pue paind
-35 80 UBD A10JUaAUI moy Buissasse pue ‘A1ojuaul Jo UOIIBZI[eIa1e]|09 10} Suondo
Siopplado
10}985 J0 SPasU ay} Yojew Jey} paiajjo Ueo| Jo sadAy pue abuel uj sdey —
10}935 8y} U0 UOJIRINPS SI801}}0 UBD| PUB SSaUSIBME [9A9]-UDIY Siayueg —
:U0 SUOJJepUBLULI02a) B|qibue) asodoid pue Sishjeue deg «
saInpaold/sjonpoid Bunsixe dew o1 sousbijip eng -

*$8.npa20Jd pue $819110d ‘INjaNIIS [BUORNYISUI ,SIapUB] OJUI PajeI0diod
-U1 9q Ued 1ey) s19npoid Buipus| sreudoidde Jo Juswdojaasp au a1eljIoe] £°€°Z

*(uoneyuswsaydwi Joj 1ybnos aq 1ybiw
UO011e130009 WOYM L3IM B3I SIU} Ul S3AIBNIUI 8Je 81ay}) Sueo| BuiBeuew pue suoijed
|dde ueo| Buryew ur siauley urel) 0} S3Aojdwa ufel) 0} sweiBold Jsulel) ay) urel

sjusLnAsul Buipuaj Bunsixa Uo paseq LoIjezIfelale|[0d Jo s1oadse Uo Lojonp3

:BANBNIUI Jure))
8y} UeJ} & YBN0JY} J0399S BU Ul SI]|ILL PUB SBAIRIBA00D ‘SUOJRII0SSE SIaLuIR)
‘SUoIuN 11paJd Joj sindur Wwie) Joj saueul) Buibeuew uo Bulyarod apIncId Z'EZ

SaIALY

‘Judwysanu; bunaeiye 1oy 10}93s ay) uonyisod 1aaq pue ‘poddns jeuonnyysul jo Ayenb anoadw :z aniaalqo albajens

‘suonesado
10995 10}
ERIAT

0} $$8998
anoldw| g

SaAN09(q0
Jeuonesadg

[ ROADMAP PLAN OF ACTION ]



sdiysuoryeral Buipjing pue suolienoBau ‘sj1ae5u09)
Jowd e—18y/ewW pliom ayl ‘g
DBOIG PUB SLIOY Je Sjualwalinbal Siakng ;luem siang op Jeupm
PapPe aN[eA S| MOH {UONIPPE aN[eA S TBYM €
I0M 13 JBLU B} S0P MOH "7
SJaue) Joj Bujuueld pue 1saaseyisod ‘uoionpold |
:Sa|npow Buimo)|o} 8y} Ut Buiurel; 8AIB9al ||IM SIBUIRA 8Y] «
L ‘SalepIpued

£q papiaoid sbuiures) 3 0} (0I0Aung) UIBISB\ PUB UIBLLION ‘UIB)SeT :Seale Buimolb jamopjuns |1y «
3911 J0 JaqUINN « “SRIIUNLILIOY Ul $3160|0UL3] JUBAB|3) BJRASUOLLBP O} SIBYIIRSSAY -
paules} *$391A3S Buulel} Bullajo Sjue}Nsu0d 10J08S ajeAld Se yiom A|feualod ue Siaufes) -

S1aulel) 0 Jaquiny - 10198 8y} U1 sdnoib 0y abieyo Jo a3l 1eak

padojanap Jad Buiuren shep aaiy) 1910 ||m Aay) ey} SIseq au} uo BuIIe) ay) 8AI80al Siauren ay| -

90U819G [puawuUos  BWWeiBoid Bujurel] Sjualwalinbal Siafng pue LONIPP. anjeA Janpoid 8l ‘Jayew
-IAU3 pue ainynouby Jodas 3U} Ul paulel} 8 0} S[enpIAIpUL paljijenb A|GBIINS JO U0198|as U} U0 Paseq aLutielbold
V1S OHYN ‘2da0A 1o 863jj07) alaiael JUBWSSASSE SPaaN « X X X X Z Buiure e 1n0 |04 pue swiwes6oid Buiures J9ISeW J0 Jaulell 8y} UleJ) B JONpU0) €'1°¢
“(ssapinod
30IM9S J3UJ0 PUB SI3PRI} P3as ‘$105s3001d ‘Slajeap 0ife) 10103s ajeAlld :SIap|oysyels
[RUONIPPY "SI3P|OYSYLS J0 JUSLUBAJOAUI PR Uoitezie|ndod 10} SI0e|1ae) [euoifal
inoj Aq pateyi|1oey s1 yaiym LLIofje|d dNSSO 8u} O} payul] 8q PIN0d BRI SIYL «
“(a1BpIPUBRD £|189 UR SR
Ny [BA) 89U3|[39X3 O 21)UBD 3L} 10} UOITRIO| B BUIWISIAP 01 ApMS AlI[IqISea] [eniul Uy
*$3s00nd 39U8I9Jal 10} B|qISS3IIE 8] PUB BUIJUO P8ISOd 8q PNOYS JoMSUR pue
uonsanb yoea A19eded 9As1y9. 0] “SIaYI0M UOISUSIX PaUIeL PUB PadUSLIadXa 0} Way)
Bunjuil siawiey 10} $391A3S (SNS) 991AI18S aBRSSAW 10YS pue Ui-auoyd ‘39e)-01-9084
Buiysnio 110 8|Bas-|ews [ea0] 10} ABojouy2a) pue sanbiuyds] -
35N WIe}-U0 10} ABojouyda) pue sanbiuyds] -

R Ul
UONIPPE aN[eA U0 39U3|

LN ‘OHWN

dnsso o 39103s uoljebedoid paag

paXul| pue pays!|qeisa

sanbiuyoa) [eamnoLie BuresisuoLIap wiey |9POp -

[ UGANDA VALUE CHAIN ROADMAP FOR SUNFLOWERS ]

1
9
p
suolfeAsuoLap Buipuey 1SanRYISOY 0
q
3
€

‘2dQ0N-AIVYIN VdSOn  Qougyeaxalosnuey « X X X X Z :SI9A0 UIIYM 9IUS||30X8 0 81UBJ PIIS JAMOJJUNS B USIqeIST 2"}
‘Riananpoud
$,10199S BU) WI0JSURL) 0] Papaau ale Jeyl (919 ‘saanaeld [einynatibe poob ‘18zi1Ja)
‘paas) sindul Ayjenb-ybiy Burainos 1o} suoisiaoid 8pnjaul o} [8pow Builuley 19eAU0Y) -
“SjuaLuabuelle Buiue) 19eAU0D Buisn S1apell/s108$9201d/s10je0a1668
pajenIU aleiBajul AjeanJan 0] Jo sinausidanua ansawop yoeoidde o) ubieduwed pajabie] «

Sjuswabuede Buiwe) *$J01saAUl UBIBI0) MaU 19BAIR 0] SuoljeioBau Jo 1ed se ‘Ajqeiajaid ‘o

1oeqUOd Jo laquinN « X X 2 $13]|1W Bunsixa ypm epuefin uisL1Iou U [3poLu BuILie) 19eU09 8y 1edlday ||°¢
MO|=§
paw=g¢

32In03 Jaquawa|duw ybiy=1 $8AN99(q0

Buipun [enusjod Bunoddng  Jsjuswa)duwy Buipes sainsealw 1abie]  polag uoneuswa|dul fuoud SANIANOY Jeuonesadg

-|89X3 J0 /] Y/4SON

10135 8y} Ul
$9910e1d 159
pue afpajmouy
ajebedoid |'¢

ETBOREN
ajeAld 'ydson JIvv

>
>
>

0¢0¢
610¢
810¢
L10¢
910¢

*10}0as 3y} Ul uoyeLuIojSuL1} anjea Joj saijiqedes asueyus :¢ aayaalqo aifiajens




199(01d juaLudo|an
-3p U[BYD 3Nn[eAIsni| Ige

dNSS0 'vdson ¢d0ON-4IvYIN
¥dSon

dNnSSO AIvyIN vin
suwlp suoi)

-BOIUNWLI0Y-3[3] (un 991A

'¥dSON ‘2dA0A 43S uoIsualxa) 4yyiA

(s18q
-Waw) dnsso ¥dson

paUUeW
pue padojanap
Jutod BuiAienp

paLYIUNE| SI0JSaAUI
SpIemoj ubredwed
1uBWSaAUI pajabie]
paya|dLI09 JUBWSSasSe
Spaau pa|lelaq
SiauyJed

fuoue suopeioge;|o9
10 Jaquiny

pajowoid pue
Buiuonaun; ‘pado|anap
Lioype|d eipaLl [e190S
S[enuew ¢ddoA
BuIssaaae suojbal

MaU JO J3qunp
Bunaylew saneyisod
68 ‘UIRYD anjeA Uy}
Buoe seanoeid 153
aInded 0} S[enuew
MaU Jo uopa|dwo)

SpIEpUE]S
18 99w AUISISU0D
paas Jamojjung

fijenb Joj sprepuels
1061e] 10 Juswdojanag
NZIATITEE]

U] $3580] 13AIRYISO0d
10 U0IJINPaY
(8jqissod J1)

paUIel] SI3PRI/SIowe)
10 Jaquiny

Play ssAleniul
Buuren Jo Jsquiny

'$sa001d

Burodxa ay1 Bulnp paunaur $1S09 Jaylo Se [|am Se $aaIAIas 11sIB0] 110dxs J0 1500 8y}

sapinid 1ey} WaISAS Paseq-a}iSqam auljuo Ue yBnoay) a|qe|IeA. 8q 0} OS|B UOITBWIOM|

018 ‘S99IAIBS 11S100] 0] palejal $1509 0] ‘Buibeyoed o) uswabeurw

153AleYIS0d/Bunsantey o} Buiuued woly Buibues $anss| [BAIUYIS) JO 1SOY B UO UONBWIO}
-U| SapIAId YaIym — SN90J SPaas|io Peoiq B Liim —

“(S)uawdoyanap BuiuayiBusns-10199S Jussaidal
pinom yaiym ‘sailiAloe JusLaBbeuBW [e181]|09 pue SaNSIBO| yiim pajdnod Ajgissod) soue
-Insse Aylenb pue ‘sajes J0joel} ‘uonanpoid Jaziie) :apnjaul 0] 1saiajul J0 Seale 914199dS

(1sn1y} 101988 [RINYNILIGR
13PBOJQ B Y1IM U01UNIU0D Ur) $81AIes Ajddns ndur [eanynariBe pue $ainies ssauisnglife
10 JusWdo|aAap 8y} puedxs 01

“Swojjeld BIPSW SSeW pue suljuo ui ajedioned o) way)
30RIN0JU3 PUB SI3YIOM 3IIAIZS LOISUBIXS PUB SI3U9JBasal Uaamiaq SBunaall ajell|1oed
 S1BYI0M UOISUB]Xa 10} 89110810 JO S3P0J PBZIPIRPUR)S/pazIUOWLRY :Sabendue|
[IBABS OJuI pae|SuBL) pue oA Aq padojanap Sjenuew Awouoie 10j9asqns S|10
3|qe1abiap, :AiAnae Buimoj|oj 8yy uo BuISNI0] ‘SeaIR UIBISaM-ULIOU PUB ULI0U ‘Yiiou
-pIW ‘UJ3]Sea JuaLng ay) puofaq abeienod 198[01d ZdgoA pusxa pue poddng
‘paziubooal
DUB 9AII9RIIR S10W UOIRANII0 8U) 8YeL PINOM UIIyM ‘JJelS UoIsualxa Buowe Anuspl
[eu0IS$8}01d B JO JuSWd0[ABP BU} J3JS0} OS[e PINOM NG UOBWIOJUI JO aBURYIXS 8U) 10}
MO|[e P|NOM WINJO} 8] "SMBIA J0 8BUBYIX® 8L} 10} LUNIO} 8UIJUO UB 8PNJIUI 0} 8SeqRIRQ
"SIaWLIR) YNt Bulyiom Joj Sa1Bajens pue Sindul ‘uofeanpa uo UoJewWIojul
puUB 89119840 1594 0} SB SU0NSBONS YJIM ‘180110 UOISUBIXS B PaLLIE UOIJRLLIOJUI [BOIUYIS)
19140 [[1M Jey duljuo
*90essaL xe) Aq suonsanb Buiyse 1of Ajiqissod sy yym swieiboid
01pel Aq A1anijap S| Aem 8A11DB1S 8UO 1N ‘SUOIJRID0SSE SIaLLLI) 0} SX[B) ‘SIajjea| ‘sdoys
-10M Se yans SABM JO Jaguunu e Ui auop aq pinod awiweibold Jo pury siy 1o Alanijsq
*80UBI|dWo9
premal pue Bunaylew o) usiuod aimsiow ybiy Buipnjoul ‘Aijenb semopuns Bupury
'SI918L BINSIOW JO 8N — poyiaw Bupyig sjeInageu
1U1INJ 8y} 92.|dal 0] [3A8] BINISIOW JaMOjIUNS BuISSasse Jo spoylaw Buinoldw
‘suljnedie} Jo asn yyim pade|dal aq 0] — $8JBLINS PaseaLus-Bunp mod uo Bulkip wou
Bunnsal uoneuILLLIU0I [RIGOIOIW 3INPaI 0} $891N9RId BUIAID UO SUOIBPUSLILIOISY
‘Bunsantey 1o} ssauipeal pue Ajnew [ea160joisAyd uo JUBLISSASSY
‘s1awiey Ag Ajuo auop Ajpusiing Buimouuim [enuew sy}
30e|da1 0 ‘paas Jamojjuns Buiues|d 1o} ABojouyds) sjeLdoidde UsALIP-pURY Bj0WOlY

:3pnjoul 0} saido}

[ ROADMAP PLAN OF ACTION ]



¥dS0N ‘2daoA
‘SUOIJRI00SSE

VUS  SIael vy

¢daoA 'vdson

gdin

WIN VLIS HIvYIN
‘(Ansnpuy jo Jusw
-Hedaq) QILN
'¥dS0N dnsso
‘1dIn ‘2daoA

Buisauibug

-01g g uonunN
‘ABojouyos|
P00+ Jo poo4 Jo
|00yas ANISIBAILN
QIBIoYe ‘YLIS
'¥dson ‘sios
-$300.d ‘SANN

v

n

uoneziuebig
Juawdo|anag [euISNp
-UJ Suotien pajun

¥dSon

v1IS
(14In) simsuy yoseas
-8y [eLjsnpuj epuebn

PAJoBILO0I
SJ0)SaAUI JO Jaquuny
padojanap sfesodold

1011d e se pafo|dap
pue padojansp
aLiwelBoid Buiyoron

pajoNpuod

sBurjaaw Ja||as
—18Anq Jo JsquInN
sBuraw

19||8s—194nq 1e
sjuedioned Jo squiny

pojeUILIASSID
/paysijnd aseqeyep
pue sbuipuiq
pajoNpuod
Buissasold pue
Buljpuey 1saneyisod
10} s3160jouy2a)
ajelidoldde pue
Bunsixa Jo Alojuanu|

'$101$9AUI MaU 0] Ayunyioddo ay) Bunowoud Aq 1o siojsaaul Bunsixa Buiyaeoidde Aq
184118 ‘|apow paj-101saAul e yBnoiy) saniunyioddo yiog Joj uoisodoid anjea e dojaasg
*Rij1oey Jaysnid ayy o dn Bumas sy yiim uonaunfuod ur pasn
90 ||!M [9pow BuiLule) 19B1U0D B ‘BIIT JO YHOU UTRYD aNjeA paziuefio-|jam e Jo ded sy
3U09IBA0 0] “BJIT 1O YHOU J3ysnid |10 pazis-wnipaw e Buidojanap Joj suopdo aiodx3
"BIpU| puB 1S3 81pPIA 8} Bulpnjoul sjex e
Buisiwold Jo sjuawibas Ajenb-ybiy o) $yoed |1e1al Ul |10 JoMmOjIUNS [einjeu passald
-p|09 ‘Ajijenb 18140 0} BAIR I U} Ul [|IW |[BLUS B JO UOIRYI|IGRya) o} Suoiido alo|dx]

*BuIssaoold [e90] Ul 9SN 10} S19||9cxe 82IN0S
0} AU} 8|(BUB 0} SJ3][1LLI [e20] 3[BIS-|[BWS UO Pasnaoj awwelfoid Buiyoeod e dojaraq

"S13D|0UY3YEIS UIRYJ 8N[eA O} UOIIPPE Ul pUalie 0 PaliAUL aq ||1m Siaijddns juawidinb
*$I0}9B UJRYD 9N[eA PUB
S9IUBAWO UMOUY-|[am A SUOIINPOAUI YIIM 10}03S 8U} 0} PaXUI| 8G PINOYS SIUBA3 By
“(sI8)Iw NS ‘suon
-pz1uefl10 ,SJaLLLIR)) S1afing [enusod se |jam se sialddns pue Siamagjnuew juswdinbs
01} 89UBDUBJIE UJIM
*BN0G 39U3||39X8
10 21)ua9 8y} Jo 198dse AB0|0UYI3) B JO SISBQ U} SB aAIaS ||1m SBUIPUI Y2Ieasal 8y |
“9Seqelep
3U} pue sBulpul ay} ysijand ‘JuaAa yaunej e Je sBuipulj 8y} Juasald
"$911JUN0Y JUBA3|3) 3U) JO 4OBS Ul $ayaroidde ssauisng pue saanoeid
BuI21n0s Jo MaIAal |BI3A0 UB Yyim SJaljddns [enusod Jo aSeqelep e dojsrsq
‘Juepodw i uoibal 1o A1junod ayy ut Aouabe
Uy 018 ‘S911s11ajoRIRyD BuIURa|a ‘9ouRUSIUIRW ‘BUIu0ISSILWOD ‘Swig) JuawAed ‘awi
fianijap “A1oeded ‘a01d Jo suonealpur yym Juswdinba Jo sislddns Jo 11 & dn meiq

"SBAI1RI0009 PUB $105$9201d 10} “BIPU| PUR BIUBZURY JO 1jqnday payiun syl Ajsejnaiyed

'$9111UN0J [euoIBal Jay0 Ut SIa||1W pue S18]|1w Bunsixa yim sbulpul aredwon

*Sued a1eds Jo AjjiqejieA. pue Ajjigeinp uo

SUOIIAPISU0D [RUOIIPPE UM ‘BUNUBIY pue |izeig ‘Asxin| 0S|B Ing ‘Juswdinba ajeas
-|[ews 10} eipu] Jenared ur ‘satunod BuiAjddns sy wolj a|qe|ieAe Juawdinba $sassy
"S)ed

aleds pue souBUBIUIBW ‘UoNRIBdO 0} UONEal Ul Aj[199dSa ‘MBIA JO JuI0d SIasn 8y} pue
‘sulblio sy “pasn juswdinba sy uepaISe 0] BpURBN Ul SIg)jIW JNS pue abie| 0} SUSIA

:U0 3Je1)U3IL09 0] ApNIS

[ UGANDA VALUE CHAIN ROADMAP FOR SUNFLOWERS ]



(1an9) 100 W)
epuRln Ul Salyi|1oe)
Bunse) Buiysijqeise ul
15318]U1 UB padojanap

7 Ul e3Ie UojaNpoId UJeW ay)
UlYym san1oey Bunsal Jonpoid ul 1SaAUL 0} S9S SB Yans Suuly Buliss) pue sI0jsaAul £qqo
‘[enusjod Jaxiew UO Paseq ‘qny pass|io sy} Ui pajeao| Ajjioey bunse)
pue Buidwes ‘A101ei0qe| 148 U} JO 8]e]S B Ul JuaLISaAUI a6eIn0aua 0] ubredwe

[ ROADMAP PLAN OF ACTION ]

Hin A 3ABY 1Ry} suonmyisul )
1o AU Bunsal Jo Jaquiny - 2 9y2119DUN Usy) ‘91enbape Jou 81e Sa1YI[19B) 858U} ey} PaWLIIU0I S I (pe1oadxa Se) J| «
SO ‘s31i0l PAIONPUOY BPUBSN m”m_ 9.} Bunsey a|qe|ieAe aje) pue Auapi 0} Apns ansoubielp
pJOGE] UL Ul sa|1o8) Bunsel aAIsuayaIdiioy “epuebi ur sjqe|ieAe saijior) Bunsa) 1anpoid sSasse pue Ajnuap| «
-A0Y) pUB BjeAlld 1L ‘SANN U0 Jioda1 Sishjeuy “aimon.seljul 6unse) 1onpoud apeibdn ¢7°¢
suoneziuebio
SIBWIRY/SIaWLI)
1amoyjuns Aq asn
10} S3SN0OY3IEM aImonasel
Bunual/buises| 1o} JuaLaBeUEw
padojanap [8pO - fuenb pue
Sasnoyalem Buisnoyasem
J0 UoIss8ssod Ul 'SPaas JaMojJuns ysnio ued Buipnjou
suoleziuedio Siawiey 1ey} Sjjiw Buipnjaur ‘yuswidinbs os[e 1ng sanijioe} aBei01s Ajuo Jou sapnjour Aeded [en ‘2IMaNJISeIUI
SUoNeId LM pjay suoissnasip -U9104 *(Seale uonanpoid Jamoyuns Ul 8l G| Ajarewixoidde) sasnoyaiem nog o1 dn e [enuassa
YON 'VdSON  -0SSe Jawile)/4yyIN 3|qBl-punoy « Anoedea pasniapun Buissauey Joj suondo ssnasip ‘Bunias ayeaud-ongnd e uj Z'y'¢ anoJdw ¢
fioyiny 1dis08y “sasnoyalem Buidojansp Ul payioddns aq |jim Sinauaidalua aleAlld
3snoyalep) ‘Sane “Butpuny 1500-ybiy
._Mﬂooo%_w_g_o“_ S9101S 2] E|BAR PUB AIMJONJSLU 1000 UjIM SUIBL 8N[EA LM PJeI90SSE ainssald JSIAIeY aL) PIOAE
s waa_ﬁww_ﬁ__w m_ 10 95N §,10}00S wayy Buidjay Aqasayy ‘0s op 0} [[aS 0} 1em 0} A}IJIGe U} ARy ey} SUOIeZIURGIO JaLle)
%__w_/_w_%g ) J3MOJJUNS Ul 3SBaIAU| DUB $3AI1RI90002 ‘SI8PRI} [BI0| 9181|198} P|NOM S3SNOU3IeM 8y *(SabIeyd asnoyalem
101985 aleud JUaWaBRLeW 310 Ul au} Aed A3y} 92U 318U} 810)S UBD BUOAUR "8'1) SaSNOYaIem 1jgnd Jo UOKINLSUOY «
‘suoneziuefio S1 pauren suoljez|uefio ‘Buiayiew ¥|ng pue uor
Moy -wey ‘yon Jsni SIBWIRY/SIaWIR) -BULIOJU| 13}/ ‘JuaWiabeuBL 810)S Ul SUONeZIUBBI0 Jaulie) ufes) “ba ‘Duisnoyaem 8eos ABojouyos) 0}
-ny 1d19ay asnoyaseyy  1ge ‘a4l ‘vdsSon 2daoA jolquny « X X X Z -LUINIPALL/-|[BWS JO UONINJISUOI 10} SaAeNIUI Bunisixe usypbuans pue Loddng ¢’ $59998 anoidw] £°¢
o oo o o o MO=E
B 2 2 2 2 pu=g
921103 Jaawa|duwy S Y2 b= $3An29lq0
Buipun{ [enualod BunJoddng  Jsuswa)dw) Buipes sainseall Jafiel  pousd uoneluawa|du| fond SaNIALOY Jeuonesadg

°10}0as 3y} Ul uoyeLuI0jSuRI} anjeA Joj saijiqedes asueyus ;¢ aaydalqo aifiajens




LIS

WaIsAs uolfewIoju!
191w epuedy) |4 ‘A0
-0]0Uy98] SUOIBIIUNW
-LU0J PUB UOIJRWIOM|

fusianun

I Yl U0}
-BJ0R||09 Ul ‘Sauoyd
eIA 199(01d UoRWIOUI
194IEW SIS ¥dSON
(1980000 8Y} JO

1ed s1 Buiond) sueoj
0] $53928 9]eI[198} 0]
Suopez/uebio Sialle)
0} Joddns gd@oA

safeyul| 1oxiew
Buneain loj 108loid
(sdiystaulled ‘sisonp
-014 ‘91eAILd ‘91|qnd)
S.df ANS ‘sabeul|
JayJewW Joj swwelboid
¢d@OA 'spaas|io o}
awweiboid 1odxs 199

943N 2dQ0A
dNSSo '¥dson

(awwelBoud

1odxa g7 Japun
paurel)) SjueyNsu0d
aleAld ‘awweibold
Spaes|io |99 VLIS
dNnSSO ‘2ddoA

¥dsSon

payoeal
$19p|0ySeIS J0 Jaquiny
pajuswayduw pue

pado|ansp WSIUBY3W

adin UOIRUILLASSIP pUB
¥dSon U01J9]|03 UoHeWIO|

[9A3] WLIe} 1B Sjurejdwiod
palejal-a01d Ul uoyonpay
UOIULIOJY J8/BW
BUIAI98] SULIY J0 JaquInN
Wa)SAs A1anijap
UONBLLIOUT JOXBA

padojanap
un uoronp  WSIUBYOSLU UONRUIULIBIEP
-01d 4IVYIN 301d Juaredsuel|

BuneyIew an199](09 10}
paz|uefio sl o Jaquny
ael

uoienpelf swuweiboid Aq
DIeOIPUI SB ‘S$aUIPeal
1odxa spiemoy swuly Aq
apewW $sa1f01d Jo [9A8]
p81aNPUOJ $3|npow
Bujuren Jo Jaquiny
awweiboid Buiurel ay)

U] paj|oJua Suopeziuebio
SIaluie}/SIaLluie} pue
adin SWLI} B30] 40 J3quiny

‘AyBiunio) :Aauanbal4
*$N90J 211S3LLIOP SE |3M SB [eUOIJRUIBY|
"PAOUBIRJBI-$S0I0 SABMIe BIB S10d8) 80114 “Jopel] Bl ‘B|dWexs 10}
‘S 10 Buijim aJe A3y} )i aweu 11ay) Aq Jayia pagLasap SABM[B SI UOITBWIOJUI JO J3PIAOI] “SI3|qIasse
pUB Siapel) woy) spodas pue ‘saoud Sia|jiw ‘siaylew [220] Bunonb $ad1id uo uoewIolul [enjoe4
suojealgnd Jay1o pue ssaid wouy Sejone Jo 1eadal e Ajewd
1nq ‘siSAjeue awos yim pouad e 18A0 Siuawdo|aAap Jaylew Jo uondiassp [eo1ABUR B10W B SI SI|
91fis 10 UN3JINg Ul 80IAI8S fg Aanijaq

“Ajyaam :fouanbal4

*Sau0yd 1JeWS Se ||am S Sauoydaa) |apoLL 1ap|o 0} AIBAISD 10} 8|GBIINS 8Q PINOYS UOIJRWIOJ|

JOBW BIIT ‘P3P [|3M BIOJUNS ‘PASS

18mojyuns *6-8 ‘pauonuaw g pynoys Siy) pue uo passed aq pinoys syonpoid Ayjenb Joj saoud Ajug

019 ‘BNly ‘DaIaAljap ‘JayIew

el ‘9180 wiey 6 “Aued pue 1onpoid sy Jo uonduasap e Aq paluedwoade agq SAem(e pjnoys $edlld

“J3UUBL [Bl}JedW] PUB [BANSU B UJ PBIINPUOI 8q 0} AIIAILOR BAIJISUSS PUB [BIINID B S| $801d

8180 Wley o Bul||apou 810N 919 ‘Saauala)jip A91IeA ‘a1el UOIIJRIIXS ‘8911d [eUONBUIBIUI U0 Paseg

"SUOSLIBALI0D PI[BA 10} SUOIBIO| BULIES BU) pue dnoib aLes sy} 8q SAem[e pinoys 1| “slapel) Jo

dnoif pajos|as e pue SIajjIW ‘SyayJew [e90] Wolj passyed saoyd [enjay *[eNjae) 8q pInOyYS UOIBWLOM|
"SISBIPROI] OIEJ U0 Sieadal yjim SIS AQ Alanjaq — 10§ UONeUWIOJU] 321id
“SWISIUBYIAW JBUI0 PUB OIPRI |\l BIA UOIRLLIOJUI BJRUILUBSSID PUB |30 BUIYIOM SIU} 98|

-nuwg

SJUBLIDAS PUB S|BA3| 1B JUBIAIP U JO SPUBLSP 8y} PUB MalA J0 Julod S Jayj0
J983 (10 puelsIapun o} Jayiabo abiels urey anjen yoea woiy sdnoib Buiig o} sabels Juaialip Je pue
a1 yum 3| eted uni 0y pabiesiaua i siy|

'$a1uedwod pooj Joj Bulpuelq pue suonowold —

uonn|osal aNAsIp pue S}0BNU0I ‘SANSIBOT —

Juswafbeuew diysuoiie|al Jawoisny —

$105$3901d

WINIPSLL PUB [[BLUS WOJj (10 8PN 0 Bunayiew 8A1198]109 Bulpnjoul ‘saifialens Anua loxey —

sjuawalnbal 1afng A|[e108dss ‘sS3008 oI —

SWaNSAS LOBLLIOJUI Y8y B —

:Buimaj|o} 8y uo yaeoidde Jeinpow e yBnoay) [eLsleW 8$IN0J dojsrsq

‘Bujurely ay} 1oy Ayjoedea

3AI}d10SGE JO [3A3] LUNLUIUIL B BINSUR O} PUB SLLLL} 3U} JO JIPNE Ue 4BNoJy) JUSLUSSASSE SPasu B Jonpuo)

"SI [BOO] PAISaIBIUI LWOJ} SUOIRI||dde allAu|

'sIawe) 1861e) pjnoys swwelBold ajeredas e ajiym ‘s108s3001d 1abie) Aisow [im Buiures) siyL

“JayIBLL JIOM 8L} U (B3P 0 Moy U1 SIayina/sjuabie Buiying pue Siajiodxa ‘s10s$800id IR} PUB WOJUI 0} Pa

-puajul Buiuresy Jo swwelBoid snisuslUl UB —

[ UGANDA VALUE CHAIN ROADMAP FOR SUNFLOWERS ]



UERNE]

-1100x9 ‘Siapes)
8unby ‘sareys 68
'$I0}98 10}23S 3JBA
-11d dnsso '¥dson

YIS
‘suoljeziuebio sia

-LWIR} ‘SI9[eap oibe
‘SI9||IW ‘SIapel)
'$108$8901d dNSSO
‘2d00A 'vdsSon

8In0g
Buipund [enusiod

Jajuawia|dw)
BunJoddng

(IR

Uepuedf
pUR UBIDU|

LA ‘gdIn

palRIOqR[e
SUONBPUALLLI0DA
pajieleq

pjay Bunasw

3|qRIPUNOJ |3M3]-UBIH
S|Bap ‘s30In0Sal paleys
10} 018 ‘BuIpuISIapun
10 SWnpueIOWaW
‘siesodoud ybnosyy
paInseall sabeyul|

au wouy Bunijausgq

S JO Jaguuny
sBunaaw

a1 Buipuane s)uedioned
10 Jaquinu pue ‘pjay
sBunaaw Bulieys
-30U81Jadxa Jo Jaquiny
‘pajeal) suoleziuedio
frejuawa|dwod

0] Sabeyu

Py

sbunasw gzg Jo Jaquiny
SI1NIRL PaySI|qRISa

aU) 0] patlodxa sjonpold
19MOJJUNS JO BWN|OA
pays|qeise sdiysiouysed
Buipes) Jo Jaguny

S1ISIA aBuBYIXD

ay1 ur Bunedionued

S JO Jaguuny
pajaNpuod

S)ISIA 86UBYDXA JO Jaquiny
sdoysylom

ay) ur Bunedioned

S JO Jaguuny

¢ddoA

Jaquawajduw

Buipes] saInseal 1abe|

0¢0¢

pOLIad UONIULLa|dLL]|

610¢
810¢

“WSIueydaL BuiAjos
-1a|qoud © SB 8AIS OS[E |[1M SIY] "SeINPasosd BuiuLLIBanS 10} SWISIURYIBL SSNISIP 0] 2INU| PUE EPURHf

X | LUO0JJ SOAIIRIUASAIdE) SWOSNY Usamlaq Bunasw a|qel-punol [ealuydal ‘|aAsl-ybiy e 8UsAUO) €2
*(1amoyjuns uesyd 0s[e ued WNybIos
10} Jaues|9 ureld “6-a) Juawdinba Buissaooid ‘sanijioe) abeio)s — suondo Buieys-s0inosal Burlojdxg -
SUOJez|UBBIO JBU0 858U} JO $8S5399NS J0 Bupewyduag «
:3pnjaul 0} S|e0Y
'SaleyS 08 ‘suoieziueio ojuebiy -
YdS0N ‘@nua) siawied ‘Jaunby 69 ‘siaysew euoiBal o) Bupiodxa pue Buijquiasse Siapel) [pausy «
SoJeW 1100Xa UOLILIOD — S131100Xa P3ds BUWESHS «
sjusipaibur Jayio pue wnybios HuiInos Saliamalg «
:3pn|aul sojdwex3
A *S3II[RUOILLIOD 2J0|dX 0} JBPIO Ul S10198S Jaulo yum sBuiaaw Buiteys-aousiiadxs aziuebi g'z'y
JU8A3 8L 01 Jond ejedwey ur doysyiom Buiuren Aep a|6uis & paiajjo aq ||im Siuedionsed ay |
*8]1j01d Buiseaioul pue suepuaje Jo
p00UI|ay1| 8y} Buraodwi ‘Iiey spei) B 0} JUsJR[PR Pjoy 8 PIN09 SIy] “SUOIBSISAU0I AI0j19NpOAUI 1I0YS
10} J0yISIA A1ang 193W LY Jafng AI8A3 818UM JUSAS ggg B 0} SIaANq Pa1oa|as ayiaul — Bunssw gzg —
WISIA It} opel] —
UOIIRIJ0SSE 8PB1} B O} JISIA —
:apn|oul o) epuaby «
“Ul-Ang a1nsua 0} S|
(81q1s80d B13yM) Sasuadxa umo J1ayy punj A]jeiied 0y SuolezIURGI0 J0 S[ENPIAIPUI 10} JUsWaIINba) 8y
*SA0ySYI0M 18U}0 PBPUBJIE BABY OUM SIUBALIOD PUE S[ENPIAIPUI O} PRIBL0 8 PINOYS B0UaIajRld «
“SaA|aSWaY) puny pinoa suoleziueio JaLio 81ym ‘1509 ay} Jo 1ed 10} SaIpoq
Buipuny a0 woyy urego 0} paiinbai aq pinoys Asy) yaiym ‘1oddns pasu pjnom SUoNeZILRDI0 BWOS «
‘Buiping 8ousLiadxa pue Buieys aBpaimouy U0 SNI0J B UM ‘SI0S
A -$3201d pue SJawIe) Yloq Buipn|oul S1apjoysxels 1019as 10} BIpU| 01 SUSIA aBuByIXa 8zIuebl |2t
o no  MOI=E
o o
= & P
ubly=1

fiold SanIAnoY

*sjayJew jafise) ssadae o} j00} e se uonewiojul uysantey soj saiyoedes asudiajua uayibuang :y anaalqo aibiajens

'$10}99S
J3ylo yum
pue SlayJew
10681 UI
sabeyul
anoldw| 2y

SaAN09(q0
Jeuonesadg

[ ROADMAP PLAN OF ACTION ]



MAAIF (VODP2)

MAAIF (VODP2)

MAAIF (VODP2)

GoU — MTIC

GoU — MTIC

NASARRI

Private Sector Foundation Uganda

Makerere University, College of Ag-
riculture & Environmental Sciences,
as well as other academic & research

institutions

UOSPA, Community Resource De-

velopment Initiative, Afsat

UOSPA

UOSPA

UOSPA
UOSPA
UOSPA

UOSPA

UOSPA

Uganda Development Bank Ltd.

Micro Finance Support Centre
0SSUP

Initiative for standardization of
agronomy manuals for oilseed
crops including sunflower

Training through service provid-
ers and supporting UNBS quality
management along the value
chain

Engagement of UNBS for quality
assurance (machinery, capacity
for operation, sample analysis)
One village, one product pro-
gramme

QUISP

Sunflower parental lines pro-
duction

Matching grant facility (oilseed,
tourism and vegetables)
Several training & research pro-
grammes

Capacity-building to farmers’ co-

operatives on: financial services,
agronomy, etc.

Promotion of two NARO-released
sunflower hybrid varieties

Farmer-led sunflower seed
(Sesun 1H, 2H & new Sunfola —
OPV) multiplication

Farmer institutional development
project

Extension outreach project

Centre of excellence establish-
ment

UOSPA - quality management
programme for producers and
laboratory in Lira

SMS market information project
via phones, in collaboration with
Makerere University information
and communications technology

Financial support to farmers’
cooperatives in oilseed market-
ing/business

Agricultural loan

Subsector coordination platform
at national and regional levels

IFAD & Government of Ugan-
da (GoU) through MAAIF

IFAD & GoU/MAAIF

IFAD & GoU/MAAIF

Japan International Coopera-
tion Agency

Swedish International De-
velopment Cooperation
Agency, GoU and TradeMark
East Africa
IFAD/GoU/VODP2

World Bank/GoU

GoU

IFAD & GoU/MAAIF

aBi Trust

aBi Trust

UOSPA, from members’ con-
tributions
aBi Trust
aBi Trust

aBi Trust

aBi Trust

GoU

GoU
IFAD & GoU/MAAIF (VODP2)

1998 - 2008
VODP1 & 2010-
2018 VODP2

2010 - 2018
(eight years)

2010 - 2018
(eight years)

Five years start-
ing 2008

Five years start-
ing 2010

Five years,
2014 - 2018

Three years start-
ing 2015

N/A

20142018

Two years: June
2012 10 June
2014

Two years: June
2012 10 June
2014

Two years,
2012102014
Three years
Three years

Four years

Four years start-
ing 2013

Open

N/A

One year renew-
able

QOilseed development around
four hubs (Lira, Mbale, Gulu
and West Nile) covering 43
districts. Also, palm oil ac-
tivities.

Eastern (Tororo, Bugisu, Teso
subregions), Northern (Lango,
Acholi and West Nile subre-
gions) and Masindi subregions

National

Bushenyi, Masaka and Soroti

National

NASSARI
National

National

Bugishu, Teso, Lango, Acholi
and West Nile subregions

Bugisu, Teso, Lango and Acholi
subregions

Bugisu, Teso, Lango and Acholi
subregions

Bugisu, Teso, Lango and Acholi
subregions

Bugisu, Teso, Lango and Acholi
subregions

Bugisu, Teso, Lango and Acholi
subregions

Bugish, Teso, Lango and Acholi
subregions

Bugisu, Teso, Lango and Acholi
subregions

Lango subregion

National

Kampala (national platform);
and Eastern (Tororo, Bugisu,
Teso subregions), Northern
(Lango, Achoili and West
Nile subregions) and Masindi
subregions

[ UGANDA VALUE CHAIN ROADMAP FOR SUNFLOWERS ]

QOilseed producers, processors
& consumers

Farmers’ groups, oilseed crop
millers and traders

Farmers’ groups, oilseed crop
millers and traders

MTIC

Industry, legislators, testing
labs, consumers, etc.

Qilseed business organiza-
tions

All oilseed and other value
chain actors

General public — as required

2,000 farmers per hub for five
hubs: total target 10,000

6,000 farmers

6,000 farmers

4,500 farmers
27,000 farmers
27,000 farmers

27,000

27,000

Four cooperatives in Lango
subregion producing and mar-
keting sunflower

All eligible clients

All primary, secondary and
tertiary value chain actors, e.g.
farmers’ organizations, trad-
ers, finance institutions, R&D,
UNBS and policymakers



Organization Programme or activity Funding agency Duration Implementation area(s) Target population(s)

USAID Integrated Seed Sector Develop-  USAID 2012 onwards  Operates in three agroecologi-
ment Uganda programme cal zones: West Nile, Northern
Uganda and Western Uganda
GBI Training and coaching of compa-  Netherlands Government Four years Oilseed (and coffee) subsec-  Uganda private companies
nies to export to the EU (Ministry of Foreign Affairs) tors
aBi Trust Value chain development/finance GoU and Denmark as well as  Ongoing and National Businesses, NGOs/civil so-
project development partners: US-  long term ciety organizations working
AID, EU, Sweden, Belgium, in value chains, including
Netherlands Embassy, UK Aid oilseeds
and KiW Development Bank
aBi Trust aBi Trust supports farmer or- GoU and Denmark as well as  Ongoing and National Businesses, NGOs/civil so-
ganizations and SMEs to improve  development partners: US-  long term ciety organizations working
compliance in sanitary and phy- ~ AID, EU, Sweden, Belgium, in value chains, including
tosanitary standards and quality ~ Netherlands Embassy, UK Aid oilseeds
and KfW Development Bank
IFDC Promoting productivity enhance-  Netherlands Ministry of For-  Five years, 2012 Lango subregion for oilseed 2,000 farmers in the districts
ment technology among oilseed  eign Affairs 2017 production and marketing and  of Kole and Lira
producers other crops in the Western
region
FAO Commercialization of agriculture ~ FAO 18 months, start-  Northern Uganda: Lira and Kole 7,000 farmers
among resettling population to ingin 2014 districts in Lango subregion
restore livelihood and reduce and Gulu district in Acholi
poverty (GTFs/UGA/022/ITA) subregion

[ ROADMAP PLAN OF ACTION ]



APPENDIX 2:
LIST OF INVITED PARTICIPANTS

Ministry of Trade Industry and Cooperatives Okot Okello
Ministry of Trade Industry and Cooperatives Harriet Susan Atim
Luyiggo Anna Elsie

Ajuna Sharon
Magoba Sheila Mariata

Ministry of Finance, Planning and Economic Development Ayebazibwe Ritah
SEATINIU Alana Emmanuel
Lira Resort Enterprises Milton Okello Ebek
Farmers Centre (U) Ltd Ms Akello Janet
Alito cooperative Okwang Christopher
Acwec Omio Cooperative Eddy Okello

Olwol & Sons Olwol Fred Wacha
CARD Eastern Hub Uganda, Agri business Development Solutions Isaac Abwa

Gil & Rose Investments Wandera Zubairi
Sironko Oil millers Namisi Scania
lkomo (kimo Investiments) Gidudu Dominic
PKWI oil mill Norah Ebukalin
Uganda Oilseeds Producers and Processors Association Agong Ray Bruno
NaSSARI Walter Anyanga
National Agricultural Research Organization (NARO) Imelda N. Kashaija

Uganda Export Promotion Board
Uganda Export Promotion Board
Uganda Export Promotion Board
Uganda Expport Promotion Board

Paul Gitta

Sam Karuhanga
Moses Mabala
Elly Twineyo - ED

Vegetable Oil Development Project under MAAIIF Dr. John A. Bananuka
Vegetable Oil Development Project under MAAIIF Chales Sembatya
Uganda National Bureau of Standards -UNBS Pamela Akwap

National Organic Agricultural Movement of Uganda (NOGAMU) Irene Bamugayo Kugonza
Uganda Manufacturers Association Godfrey Ssali
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