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The Alliances programme, a market systems development programme working in the livestock market system in Georgia, is a Swiss Development Cooperation (SDC) project in
cooperation with the Austrian Development Cooperation since January 2020, implemented by Mercy Corps Georgia. The programme began in 2008 in Samstkhe Javakheti, Georgia.
Alliances Kvemo Kartli was opened in 2011, with a second phase awarded to Samstkhe Javakheti. In 2014, the second phase of an expanded Kvemo Kartli was merged with a new
branch of the programme in Ajara and a two-year monitoring and sustainability phase in Samstkhe Javakheti to form the Alliances Lesser Caucasus Programme (ALCP). From 2014
Alliances management, programming and operations were fully harmonized under the ALCP.

Programme Time Frame: The ALCP began on April 15t 2017 and will run until March 315t 2022. This report covers all the phases of the ALCP from 2008 including March 2020.

The Goal of the ALCP is to reduce poverty and exclusion in rural areas of Georgia and in border and other regions of Armenia and Azerbaijan thanks to higher incomes and employment
opportunities in more sustainable livestock, honey and related market systems for the ultimate equitable benefit of small, poor farmers, regardless of gender or ethnicity. The
programme facilitates key market players in the relevant value chains to address key constraints in core markets and supporting functions to exploit pro poor opportunities for growth.
Sustainability is built in through a minimum co-investment of 35% from the market players with whom it invests.

Targets:

The programme has achieved substantial scale and systemic change well beyond the initial designated programme areas and targets and has devoted itself to learning, excellence
and participation in a global community of practice in Market Systems Development, including being twice successfully audited by the Donor Committee for Enterprise Development
(DCED) Standard for Results Measurement. It has furthered learning and practice in Women’s Economic Empowerment and harnessed market systems programming to generate
significant impact in transversal themes with a 51% average of female usage and access across all interventions. From October 2008 to March 2020, 472,666 income beneficiaries
43.7 million USD (103.68 million GEL) in aggregated net attributable direct and indirect income for farmers, businesses and employees. The previous phases of the Alliances programme
have considerably exceeded their targets, impact which is now being bolstered by crowding in. The ALCP Target is to reach 40,000 LHP’s, who will be generating tangible positive
income changes due to improved services & markets. 30 crowding in entities will appear with value of one and a half million CHF by the end of the programme. Productivity in milk,
meat and honey yield of LHP’s will be increased by 10%.

The Facilitation Approach: The ALCP amplifies the successes of the Alliances Lesser Caucasus Programme utilizing the facilitation approach. The programme continues to adhere to the
low visibility principle which has proved so successful. The ALCP continues to operate from Georgia and from its offices situated in areas of high ethnic diversity close to Armenian and
Azeri borders leveraging the outreach provided by larger private sector actors who have scaled up their operations to a point where regional expansion is a reality. It remains in contact
with the many SME’s who seek to diversify into cross border trade and export. It continues work with all levels of government and seeks to generate peer to peer linkages at all levels of
government, government agencies, civil society and private sector to help facilitate entry points and initiatives through a more conducive operating environment. Collaboration with
partners in Armenia and where possible in Azerbaijan are also utilized. It works closely with SDC and the other partners of SDC’s programme including FAO, and UN Women to feed into
and facilitate regional leverage. For more information please go to: www.alcp.ge
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SUSTAINABILITY DASHBOARD

Sustainability Dashboard

Systemic changes

The sustainability dashboard seeks to give a Q The sustainability indicator is a combined
sustainability rating to each intervention based score of these four criteria, where 0 means
on four criteria- Numbers, NAIC, Innovation and A? no sustainability at all and 100% - maximum
Systemic Changes. The dashboard can be found rating of sustainability

at the beginning of each section.

Sustainability
indicator

NUMBERS: The strength of the intervention

is assessed in the context of number of farmers

and small scale entrepreneurs having access to

the henehits of the inptervention boti from the Ty} Systemic change is change in underlying causes of market system performance that can

s e e R ¢ th programme beneficiaries from bring about a better-functioning market system. ‘Systemic’ change has three key

ATECL. anoL-OUISINE e SaFect ateds:of e the particularintervention characteristics:

rogramme.

ickiis = Scale. Systemic changes influence and benefit a large number of people who were not
directly involved in the original intervention.

= Sustainability. Systemic changes continue past the end of the programme, without
further external assistance.

NAIC: Measured based on the
extent of Net Attributable Income /SYSTEMIC CHANGES \

Change generated by the

= Resilience. Market players can adapt models and institutions to continue delivering pro-
INNOVATION: The intervention is assessed in the context of how innovative sk g g ER
poor growth asthe market and external envirocnment changes.
it was in itself including those further innovations that developed as the
intervention developed over time. E.g. technological innovations, add on’s to the

original facilitation, network and linkage development from newly created
platforms for new products.




ALCP PROGRAMMBVERVIEW

GRAPHIC #1
oﬁo 623,558 . $30.6 Million 806 New Jobs created $43.7 Million total
'ﬁ\“n households Saee Additionalincome 308 Women, 498 Men inincome, jobsand
Impacted S generated for farmers - - ' _proﬂ:t-t;o-e-nt:e‘-rpgri'ses
~— ) {‘
':\Y.
~
-
- >
! |
|4 Export destinations ARMENIA AZERBIJJAI‘ IRAN, IRAQ, ISRAEL, TURK!EHISTAH TURKEY, BRITAIN,
far ALCP clients USA, “K!llﬂ! Ilﬂlll KAZAKHSTAN, KUWAIT, BELARUS




KEY BEHAVIOUR CHANGES

KEY BEHAVIOUR CHANGES November 2008 — March 2020

Areas where the changes occurred

Information

Services (veterinary,
nutrition, machinery)

o

Regional Linkages

s

Dairy+ women

Honey

Export Opportunities

BDS and FSH

Women’s Access to Finance
and Decision Making

Of = LULICH = Ler]

ernment

support to
cheese

factories

Timely
provision
of services

managemeant practices

® @

Use ofagro Allocation of

Higher interest

Allocation of funds Important

Support to honey

media sourcesto  governmentfundsfor inwomen’s for women instigated or information
targetfarmers  animaldiseasecontrol perspectives initiatives transfer
Incorporating BDSand 24 . o Building
FS&H expertisein Industry Associations . gpmes obtaining Crowdingin and supplier
Government programmes Developrmen: external funds busir i relationshi
Improved
S e S e marketing
Agri- journalism 0

Regularity of developed Opinion leaders Social media savvy E-learning
Shivice Export growth & improved DiversifiedServices T —
o businesspractices + products
&
Femee Feeling of Investmentin “— \omes agency Longertarmvision Regularrisk
orlented security productive assets’ T e & development Foocales
Betterdata

Investmentin
education

Time for leisure, general Investment

5 Financial stability
sense of wellbeing

Investment

infeed @

in livestock

More
authority with

Trustin quality services

Growinginterestinagri- 0 Focused on

knowledge

Farmer Level

v 3 < Growth oriented Astronger bargaining
E information quality positionfrom useof agri-
a 3 Agri socialmedia Adopting new = information
Systemlc changes Increasad purchasing power P e Increzsed Resuhence@




GRAPHIC #2

Veterinary

VETERINARY
Sustainability 5 10
Numbers
87%
Indicator

Innovation

Systemic changes




GRAPHIC #3

VETERINARY SECTOR

1,105,112 CHF worth of exported products

P

Currently,
frozen due

Roki exported 11,200 CHF worth of feed
additive ‘Rumifos’ to Tekro Ukraine Ltd.

Ukraine (2016-2017)

export to Ukraine is currently
to new regulations.

Azerbaijan

| Since 2014 Roki has exported 722,389
CHF worth of vet medicines to
Azerbaijan through their partner Real
Vet, covering 600 vet pharmacies.

\ Turkmenistan

Since 2015 Roki has exported 162,266
CHF worth of medicines to Turkmenistan;
among them 45940 CHF worth of
anthelmintic.

0000000 OO O . ;i Georgian farmers have
MMM RARS . ) S E 5 used ROKI’s vet medicines
57% Women 43% Men e

\

In total Vet Pharmacies

From 2011 to 2018 ROKI’s profit has increased three times

3 %

Armenia

Since 2015 Roki has exported 209,256 CHF worth of
vet medicines to Armenia through three local inputs
suppliers, exporting 5 vet medicines covering 29 vet
pharmacies. The market for vet inputs, heavily linked
to Russia, offers limited openings.

Total budget: 902,193 CHF (ALCP 39% )



GRAPHI@&4

— T~ ROKI OVER TIME
Outside the programme

a )-' Total number of HH’s Total Income of HH's area in Georgia: 307,786
) (s)
/
1‘ 442,444 =1 JE

Export: 51,816
Kvemo Kartli: 32,020
Samtskhe-Javakheti: 19,280

Crowding in: 19,238

Ajara: 12,304
2011 2012 2013 2014 2015 2016 2017
Phase 1a: Prove viability of Phase 2: Develop distribution model Phase 5: Agro Portal for farmers in
new distribution model. and improve access for women. Georgia, Armenia and Azerbaijan.
Budget: 20,270 CHF Budget: 13,925 CHF Budget: 27,250 CHF
ALCP 58% / Client 42% ALCP 59% / Client 31% ALCP 31% / Client 59%
Phase 1b: Expand and develop Phase 3: Scale-up distribution Phase 4: Equip laboratory for improving quality
the distribution model. model to Ajara then nationally control, save costs and help with export.
Budget: 84,973 CHF Budget: 322,027 CHF Budget: 42,645 CHF
ALCP 62% / Client 38% ALCP 33% / Client 57% ALCP 33% / Client 67%
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GRAPHI&5

My husband and I both keep our cattle clean and safe. We listen to the
information from media about injections, diseases.. If we spot anything
wrong with cattle like when they have fever, don’t eat or lose weight
we consult with staff of vet pharmacies, veterinarians who are good

e specialists, they give useful advice and the medicines we use work well. Reduced rate
: of diseasesin
w livestock
= Increased access to Improved quality of vet drugs !mp foved I.|v.estock Sl fr.om
w : : : : £ == inputs, trainings, consultation —
veterinary services services and information : f
o and hot line services
wn v Reduced losses
m S e S Yo— SN iy /‘-’—_—‘\\~~\\
w P TS | Increased trust tow ards \\ [ Female household mcmbers\\
A . vz . — e
E 7 Reduced transportation /) \ __ _services and vet medicines J [ *ctively participate in taking l\( Prophyla.ctic A\
\ ; | :
o s JOOSTE un_d Tne ' care/ treating of the 'l\\ R of drugs ,
< \\I:vestock @nd other animals | ~————
o ‘\‘~\ ey e /f‘__—\
- I s Reduced use of)

=

Lores \’4 antibiotics

e e v S

il Bl = @ )
— B £
Mo)
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Machinery

MACHINERY

5 10

Sustainability
Indicator Numbere

NAIC

85%

. S
Innovation

Systemic changes
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GRAPHI&6

‘MAR-MOT \Ma rgla-ArmemaCrossBor{L I M P A C T
c

hmery Input Suppller Ma -M

CLIENT

Increasein annual turnover
~ from 2014 (CHF 156,000) to
B 2019 (CHF 857,767)

2,635 Machineryimplementssold
Mower, Rake, Baler ~ Hydraulic Hoses

' e 1,440 i 9610
Mar- Mot Ltd :
wholesale point Mar-Mot Ltd shop \ 1,015 22,994
GEORGIA a 180 i
Thilisi ® Mar- Mot Ltd '

O mathinery ‘_ BENEFICIARIES
Marneuli factory/ warehouse 4 1
-~ -~ \ \

57.209 Farmers accessing hay
Ay

making service

R 0o, 46280
(3;: ARG o600 mm
AZERBAIJAN Baky A2 »
p 1,320 K&
20

KEY

\‘J Mar- Mot Ltd owned 4.28 CHF net additional income
. shops & warehouse & generated for HH's
- Mar- Mot Ltd business
b4 expansion 3.8m =
@ Crowdingin 18 N ' 0.42m =
. ’Iote*lnﬁést free !oa’?s al% offered to customers by all of the shops in 0.06m -




Nutrition

Sustainability
Indicator

6%

NUTRITION

4 6 8 10

Numbers

Innovation

Systemic changes

1172

14

16

18

20
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GRAPHIC#

28% AGROTRADING AGRO TRADING LTD COMBINED FEED PRODUCER/ TRADER SINCE APRIL 2017

) Groznyy
__Prvelbrussky Ny 150 § 150
Priel'hyus '
. 1 2 CHECHNYA | DAGESTAN :
. . sNORTH OSSETIA-ALANIA -
e { P )
v 1 x y
KVEM 5 i
13,750 T Combined feed & milled grain 0
: AMEGREL i : . +0.3 kg/ da
Business ‘ Yy L4 116,000 T Grain (wheat, barley, maize) ',”?‘l 4
M SVANET ' ",4 ~~\
\
= x4 4 ® O
== n MEREY ‘hnrh KARTU ein . g \ é $2
Increase in annual STHGID askly b y
5 nik D 2
turnover from 2017 to Py 25 independent +3 litres/ day ¢
2019 AtARiLS MTSKHE \KHI selling pointsin :
e - Georgia Better fat content
Farmer 128129 |+ () K
uUsD ded | 3 /7 e B — \
X 42% F \ in mwlfz;rnrm N\ : ! ' | Note: When feeding a cow with approx 3 kg/day of |
' phases by the £ combined feed Universal it starts to gain 300 grams/ |
. 58% M ] ALCP  [28% \ N~ | day more weight and produce approx. 3 litres more |
12 650 HH contribution) A.DANAN . ™ - milk/ day compared to when feeding it with other 1
7 S - L~ - 3 ‘ ! . | ordinary feed suchashay, bran, etc. more |

$748,100 income

Agro Trading Ltd has exported three tonnes of bran .

___________ — and 25 tonnes of grain and 3 tonnes of combined feed T BA
" [ KEY - to Armenia (supplied to a distributer selling to eighty ot ABSHERON-GUBZT
Ll g KA three farmers)

| . Independent selling points e ;

| . Agro Trading Ltd combined feed shops | K sAKl

I . Agro Trading Ltd factory / storage | ARAN
n{l_ . Independent selling point in Armenia |

____________ st [ Ama1 Cavs B ]
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Information

Sustainability
Indicator

Numbers

NAIC

870/0 Innovation

Systemic changes

INFORMATION

5

10

16



GRAPHIC &

DEVELOPING MEDIA MARKET SYSTEMS IN AGRICULTURE 2008 — 2019

61% OF FARMERS IN
GEORGIA REACHED

KEY )

- Newspaper f' 2 2
. ARMENIA ‘

'

- Radio

8 journalists trained

bals DL

V4

Media initiative
centre

Yerevan
—— e

'WORK WITH LOCAL
oSN NEWSPAPERS AND TVs FURTHER SCALE AND OUTREACH FIELD OF AGRI AGRI JOURNALISM IS HARNESSING  SOCIAL CONSUMER INTEREST
. 5 TAUGHT AT MEDIA AND DIGITAL INFORMATION
Farmers’ confidence and trust: —— ey N JOURNALISM DEVELOPED
G Facilitation: launch of an Facilitation: National TV programme UNIVERSITIES PLATFORMS Facilitation: s
o Al agricultural supplement in two Perma of the Public Broadcaster; + | Facilitation: Forty-five + s i ; cons'umer ‘ Gk
Access to information: very low. local newspapers and four local Agri News programme on twenty | eight from Armenia Fa:.:r :ta?u':n. . Fourtee.n F‘fa itation: 32. videos
¥ el regional TVs = universities in Georgia, with agricultural programmes Hashtag &
TVs' agri programmes. - (2018) print and TV g 7
The main sources of agricultural journalists trained four in Armenia and content produced Me var Fermeri on Ajara
information: neighbours, friends Results: farmers have improved Results: Increased confidence and one in  Azerbaijan through social media ™.
and informal male gatherings breeding and feeding practices, trust towards agri information. Results: more than 573 incorporate agri with 1 m views intotal. o hationall . medid
‘birjas’. followed FS&H rules and Farmers are generating more income. | videos and 820 articles on | journalism module. e '&
prevented cattle diseases. g - - 5 agriculture. = _ ?a gns: CEo
National TVs: General topics, Regional outreach: eight Agri Results: 369 students Social Agri web portal Don’ts of Antibiotics
small news items. Gender: Focus on information journalists trained (2018) + one local have studied the Agroface launched in Use in Honey and the
targeted at women milk ALT TV (2019) launch regular agri course. 2018. new Georgian  Milk
Gender: information poverty for suppliers. reports. Nk laanched!
women.

17



GRAPHIC %

396 students have
studied Agri
Journalism

UNIVERSITIES TEACHING AGRI JOURNALISM

" RACHALECHENUMI DA TP
KVEMO SYANET|

GEORGIA

Akhaltsikhe State University
Samtskhe-Jlavakheti State University

Batumi Shota Rustaveli State University

Gori State University

Kutaisi State University,

ThilisiGeorgian Technical University
TbilisiGrigol Robakidze Alma-Mater University
International Black Sea University

Telavi State University

TbilisiGeorgian-European Higher Education University
National University of Georgia (SEU)

ThilisiCaucasus International University (ClU)
ThbilisilavakhishviliState Universi

David Aghmashenebeli University of Georgia

=
<

4
CHECHNYA DAGESTAN

ARMENIA

National Agrarian University of Armenia
Yerevan State Universi

Bryusov Linguistic University

Armavir College

AZERBAUAN

Odlar lurdu University, Baku
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GRAPHI&10

IMPACT ON FARMERS

Use of new medicines ——— Are following FS&H rules of
for cattle Ill = I milk and milk products

v' Timely treatment of cattle v' Cleaner and safer milk products on
v' Healthier Cattle the market

% Increased use of machinery, - Improved husbandry,
(OO0 milking machines and H breeding and feeding
new cropping machines practices
v' Improved quality and quantity of v" Increased milk yield and live
harvest weight of cows
v" Gained free time and energy from v Improved herd management

using milking machines ¥ Selaction




Dairy

Sustainability
Indicator

88%

Innovation

Systemic changes ‘
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GRAPHIC #1

GEORGIAN MILK MARK (GMM)

Promotes products made from

Distinguishes dairy @ Georgian natural raw milk.

products made
from natural JOR01ILN hdI

GEORGIAN MILK
raw milk e

Can only be used by compames
making dairy products from

natural raw milk 4
Mi%der

Enterprise

Helps consumers make
informed decisions while
buying milk and other dairy
products |

21



GRAPHIC #12

USA and Israel

t el &'/‘vak:.“* v e --\'/3&“;----‘-
M3 I - -
S g o o MM°‘~§ -——----------“-----—- Greece
A WE T ) _-:-——--—-—--—
G ek Je i Nerth '
RS Atlantic Tonisla

RlosAng o ARSI Ocean

Georgian
(Factory)
Braided
\  Smoked
Sulguni

Sulguni

Sulguni
(Regular)
Braided white
Sulguni

Braided Sulguni
for beer

100% of the exported cheese has been made from milk collected
from small scale farmers in mountainous Georgia.
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GRAPHIC #3

SMALL AND MEDIUM COMPLIANT DAIRY ENTERPRISES

Additional income
generated

A1 ALCP funded dairies

@ ALCP - Fully operational

@ ALCP-Fully operational with GMM

-
Non ALCP Fully operational with GMM g

e Facilitating to get GMM
@ ALCP - Crowding in

/ AJARA
: o)
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GRAPHIC #4

Women's Economic Empowerment - Dairy

Before the cheese factory, there was no cash in the village. Now, we
have a stable income and some free time. I took a loan and bought more
cows: one woman opened a new shop and another a bakery

She has supplied milk to an ALCP
supported milk processor since 2012

* Generated 10,730 USD additional income: Saved:
5,040 hours (approx. 210 days)

= Has ten milking cows

* Has more time and money for spending on children's
healthcare and education

* Has better access to finance

» Reinvests in land, livestock and infrastructure

* Has a better sense of well-being
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Renovation of new
kitchens, installation
of hot water, gas
system & investment
in children’s
education

40

Control of

> .
E‘ﬂ
O
Purchase of electric

appliances for home and
personal wuse: washing

machines, mobile phones,
internet

computers,
connections

revenue from

dairy

& D

Time saved — more time on
other income generating
activities. Women go to
towns to visit beauty salons,
doctors, dentists and
relatives

WEE MAP FOR REGULAR
WOMEN MILK SUPPLIERS

°0
Regular
income
access to
loans

ﬂlﬁh\

WIA Me.

Reinvestment in livestock
business: Renovating cow-
sheds, purchasing improved
cattle feed, improved breed
cows, veterinary inputs and
services, additional land and
more COws.

Long term planning
:) and development for
x] livestock

@ Less domestic
conflict
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S 2 \3

2,

OUGH THE DAIRY SECTOR

Employees don't feel stressed at
work, compared to the previous
jobthey had.

Tasks and responsibilities are
properly delegated, teams have
good relationshipswith each other

Employees are informed by their
managers about the success of
the enterprises and are very
proud and motivated to do their
best for their future
development.

&e

Workers do not require a Employees have contracts which
diploma to be hired by the make them feel secure and act
dairy enterprises as a guarantee for them when

taking Banks loans.

Enterprises pay
salaries in advance in
case of employees’
need.

Employees have paid vacation
and sick leave.

o @

FULL TIME EQUIVALENT JOBS
CREATED IN THE ALCP FACIUTATED
41 DAIRY ENTERPRISES

THE MAIJORITY OF EMPLOYEES (80%) AND
ESPECIALLY WOMEN ARE SAVINGS AND
INVESTING MONEY IN THEIR CHILDREN'S
EDUCATION, RENOVATION OR BUYING HOUSES

ne DAIRY ENTERPRISES HAVE A HIGH STAFF
RETENTION RATE
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GRAPHIC #17

ALCP CONTRIBUTION TO TSALKA TOWN DEVELOPMENT

Tsalka Mosque Q
UL 2e L Wissol Petrol H
Our bank has been operating since 2010. From 2019 we have started m'\ﬂda 309
offering agro loans (up to 400,000 Gel) as the rural households are = u'mo‘s -—
mainly in agriculture and livestock farming and there is a demand from KO\ K E Y
them to develop their businesses/ activities; e | -m\\\s\-
'1 hectare or 10 heads of livestock is a requirement for taking an agro Restoram RIhO Q )
02, ) ) o aidm GROCERY SHOP Before ALCP
* The sctledule.of loan payment is agreed with a farmer considering g r In 2017 Bank of Georgia gave me a loan in the low
et s Grocery store & interest rate to open the grocery store in. Our clients are @ 2013- 2016
i ™ | ’ﬂ women and men farmers living in Tsalka town and
Tsalka@ % ;. =37 villages. Often I sell the products in debt and they pay 2016- 2019
d 3ank Constarﬂ‘é after selling milk or potato. | think the shop wg{ks b =
e - quite well. >
beny ank \g®rsalka District Court O cae
@ --------------- Bogaol 6"’3";,5'31"" AT
i S, T S TBC BANK 0 Grocery St
@ ] . ; . \.e“.‘“s°l Has been operating since 2015 From (before it was bank -
G@ hde Liberty Xg ! Constanta) e Clothes shop
a- " < : *+ The share of agri loans in the bank is 60% among other @
'\'Sa“‘ SHOE snop E) Tsalka Pol;ce Station : loans 1 @ Bakery
\_ A | am form Khulo village and llvgm Tsalka since 2004 The:shop:dpefiedini2017 and itsone o/ Taking loans by gender is 60% men, 40% women \
h of the biggest shoes stores in Fsalka. Our clients are mainly women form Tsalka villages. The rate of paying loans:has’ ﬁhproved and default has @ Combmed feed shop
Sometimes they take in debt Wv‘ﬁl high milking season or when they get potato lowered from 3-4% to 1% el St A
harvest. | have a loan in TBC and Credo bank approximately 10,000 Gel and want to E ;[ge schedule of loan payment is agreed with a farmeﬁ\"°" @ Shop/ Store
increase my business. Our famlly$ also involved in cattle farmmg We sell milk to the local 5“‘ considering the active agricultural season
milk collector. Hotel Wh:!e Houcu@ ) Bank/ Financial company
B S\\o\ewﬁ\a‘e\‘ & “' @) Auto parts/ car service
@ Barber/ Salon
caestay at Zoya's @ NSt
Q) jcin St @ Gifts shop/ everyday items
GTY SALON ‘1 opened this H
112 %Shop 3 months ago. | wanted to ELECTRONICS SHOP ‘Nowadays demand for home 0 Meat shop
have a job and my family T electrical (kitchen) appliances has increased. In o Elect it itsh
supported me. My family sells o Ka\g\che"éeneral farmers prefer to buy expensive goods €ctronic items repair shop
: w milk and cultivates potato... | b only during the high milk yield period’
a\V‘“mst(::ink that village women take o Pharmacy
more attention to beauty than <t
before.” andinoY
ev St
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l Timeline for the ALCP dairy intervention

b 11

24,494

Total number of HH’s

e
Py
=1l

7.6m USD

Total Income of HH’s

) W )
Kvemo Karth Samesiche Javakhett Aara Crowding
2011 2012 2013 2014 2015 2016 ...2020
Baseline: After 1 year: Many After 2 years: Many After threeyears: After 4 years: After five years: The
Few HH'ssell raw milk. women switch to suppliers begin to Suppliers are confident Enterprises begin to Dairy market is more
Prices for milk swing selling raw milk & invest more in within secure supplier invest in herd health formalized.

wildly. Milk is adulterated
and contaminated. Sales
are uncertain.
Unregistered cheese
enterprises have a high risk
of being shut down. Lead
firm milk collectors are
leaving huge debts of non
payment to farmers.
Women produce home
made cheese, spending
time & resources.

are trained in FS&H
by the factories.
Enterprises pay
more for clean
supply. Not cheese
making they save
time and money &
have greater peace
of mind.

veterinary
treatments,
nutrition and
improved breeding,
seeing the benefits
of selling raw milk.
Other entities copy
the ALCP facilitated
business model
(crowding in).

relationships. They start
to invest in their cattle
business buying new
cows and renovating
sheds. They start to
invest in children’s
welfare, education,
clothing, food and even
leisure activities. Women
are accessing finance.
Their status improves in
the home and community
level.

with vet checks and
tests. Farmers
diversify their income
sources and continue
to make larger
investments in milk
production some
invest in hay land.
Some suppliers open
new businesses like
bakeries & beauty
salons.

Supermarkets play a
huge role in cheese
sales. Products
diversify, export
begins. 89% of
beneficiaries are
women. They report
general sense of well-
being and a positive
expectation of what
their lives should be
based on improved
quality of life
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FEMALE FARMERS BENEFIT FROM USING MILKING MACHINES

& Over the past six vears the number of shops and distributors
=] selling milking machines has doubled

" On average the interviewed shops sell 30 milking machines per
ﬁi\' .. vear!; The number of milking machines sold in the majority of the
O shops has increased from 10 to 50% over the last year;
Milking machines have been sold by the programme facilitated
1,140 entities Mar-Mor Ltd (machinery supplir) and Roki Lid
(veterinary supplier) for the last six years?; 55% have been sold
through in-store zero/ low interest loans

/@ 75% of interviewed machinery shops offer in-store interest free
b loans to farmers for buying milking machines through Credo
Bank.

488 five cows. It now takes 20 minutes/five cows before it took an hour

=

.fo Female farmers are now saving more than an hour when milking
§
and a half. They use the saved time and energy for other activities

Jé With milking machines female farmers get cleaner and safer milk

Copying is common between farmers by those who see others who
- own and use milking machines.

& 20% of the interviewed farmers bought milking machines in Turkey
- as their price was 200 Gel cheaper/each

The ALCP Programme has been facilitating livestock sector development since ATTRIBUTION TO THE PROGRAMME

2008. One of the characteristic of this development has been a trend of farmers The development of the dairy sector has affected farmers who have started to mvest more m
buying milking machines and an increased supply of milking machines in the their kvestock business: buying milking machines is an example of this: This investment is
local market. The programme was interested to capture farmer uptake and attnbutable to the ALCP amongst ALC beneficianies through mproved access of farmers to
investment nationally. particularly what the benefits are to farmers. demand for mnformation throughmedia and training about FS&H through facilitated dairy enterprises:
and use of milking machines. their supply chains and how this access is linked ALCP facilitated satellite vets who have very close nkages with mural women have also
to behavior change. been consistently providing information about Roki’s milking machines and the benefits of

using.

Current Limitations for Farmers
» There are some problems with electricity in some villages (eg. low voltage) and farmers can’t use milking machines

» Some farmers’ cowsheds are too small for using milking machines

Il T T e )

! Imported from China and Turkey
2 The pricerangas from 1,100 to 4,900 Gzl depanding on capacity

7 In-dapth interviews were hald with ninsteen fammers (twalve ALCP benaficiaries and seven who are making chaese by themsalves. 80% of the interviewses were famale fammers.) who use milking machines in Kvemo Kartli,

Samtskhe Javakheti, Ajara. The dask h of milking machine supplisrs ravaaled urteen azricultural machinery shops (among them two ar= the prozamme clients) who ar= the imp 'ratailers of milking machines and
were intarviewad by the programme to capturs milking machine sales, their & d and £ * behavior ch . The majority of answars to the quastions warz h , therzfore the programme staff stopped firther
conducting the interviews.
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GRAPHIC #2

REGIONAL SLAUGHTERHOUSE INTERVENTION: ALALI-2015 LTD EXPORT MAP

Alali-2015 Ltd started with a small incompliant
local slaughtering service for cows

110,000 Halal processed sheep
exported since 2017, which makes 16% of
all exported processed sheep

9,500 Bulls — Liveweight
exported since 2016

% » BusinessDiversification
k@ﬁ Since 2018 Alali has been exporting
sheep stomachs to China and Iran. It has
already exported 173 tonnes.

Increased Income for Farmers

4,994 farmers have been reached since
2016 and generated income worth
2,820,820 GEL. Demand for sheep has
increased and competition is higher.
Slaughterhouses are paying farmers
more.

Farmers’ Perspective
‘The price per sheep almost doubled
over the last year. Now it is worth doing
business. So, | plan to increase my
number of sheep’.
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Do’s and Don''ts of Antibiotic Use

00000 GEORGIAN BEEKEEPERS UNION
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February 2018

KTW sells packaged
Jara honey in KTW
shops across Georgia

910 kg of Jara honey
1o 6 o whoe Jaa

November 2018 December 2018

24 Jara beekeepers have
started Bio Certification

process

Jara Beekeepers
) GELfkg

October 2018
KTW makes the first commercial
harvesting of Jara honey, purchasing
all the harvest of 18 beekeepers for
higher price than at the local market

>~

Generating Additional Value for Jara Honey

September 2019
Jara honey exhibited at
Apimondia 2019 in
Montreal, Canada

August 2019
KTW begins the second

commercial harvesting of
Jara honey

February 2019
Georgian honey promotion
video disseminated via
social media with 340,000
NS

Association established

Jara honey and promotional
materials exhibited at the World
Bee Day Comes in London

April 2019

February 2018

Jara honey exhibited
at Gulfood Expo

Jara honey exhibited at Apimondia
2017 in Istanbul, Turkey
September 2017

Premiere of Jara
the Movie
March 2017

Jara beekeepers
participate in the 2nd
Honey Festival, Batumi
August 2016

November 2017
National Geographic Magazine
Georgia publishes article/photos
on Jara beekeeping inspired by
Jara The Movie

--------------------------->

Jara's first showcased at
the Ist Honey Festival

August 2015

April 2018
Ministry of Foreign Affairs
disseminates Jara The
Movie to their Embassies

Jara exhibited at Honey
Festival in Thilisi Botanical
Garden

November 2018

KTW makes the first ever
commercial packaging for
Jara and exhibits at China
International Import Expo

November 2018 \

Jara honey exhibited at the
Terra Madie Salone Del Gusto,
Turin, Italy

September 2018

June - August 2018
Jara the movie was screened in France,
Bulgaria, Columbia, Lithuania, received
Golden Green Award and WIIFF (best
featured film). Jara the movie won Golden
Eye Award for Best TV Camera work
o

&

Jara honey promotional
catalogue and jarahoney.com
website developed
April 2019

Uiene ave THe MR SITes?

www.jarahoney.com

KTW Jara Honey Package

Increased interest in and demand for Jara honey
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The Outcomes of the First Honey Sector Advisory Committee Meeting

* For the first time, MEPA supported -

+ promotion of Georgian honeyat .
Apimondia 2019 held in Montreal, -
Canada. GBU members including
KTW exhibited Georgian honey at -
the largest ApiExpo in the world,
promoting Georgian honey and

creating business linkages

Apimondia Expo

GBU started media camapign
against usage of anitbiotics in :
- beekeeping. It developed an Do's and :
Don'ts Antibiotic Use infographics
providing guidelines for the
beekeepers for preventing honey *
- contamination with the antibiotics. -

O

Media Campaign

In November, 2018, the
: Government of Georgia adopted :
Regulation 525 which forbids
: registration and sale of vet drugs;* - *
: containing prohibited antibiotics;
widely used in beekeeping.

- Georgian honey promotion |

* materials were developed

: which cover comprehensive ;

- information about Georgian :
/ Jara honey history and
practices by the regions

Promotion Activities

focused on tackling honey . AHoney Committee was

related issues and improve | - - - - created by MEPA involving :

communication between
MEPA and beekeepers

Honey Committee in MEPA

key honey stakeholders

The Georgian Beekeepers Union -
CGBU unites: * (GBU) was formed for advocating .
9 Associations Lo

3 Private Companies

and representing beekeepers
>4,000 Member Beekeepers

interests and the health and

Creation of GBU

The First Honey Sector Advisory Committee Meeting

- development of the honey sector
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N
)

,J-) | 3 companies have crowded in and

exported 2,477 tonnes of wool to
India and Turkey (4,072 farmers,
,742 CHF income for farmers)

Mtskheta- -
Mtianeti :

Kakheti

_ ol ' p } Gamaflveb ¥ '
29181 , " Javakheti , : A e
2017 = KIEI:rtnFO “Sogora -
A Yo )/ ¥ 1 4 ‘ i
2016 _ 125 il ; fougalno

Gorelovka

Budget 632,550 CHF ALCP 53% / Client 47% ; &4 e

woolweresoldmlrdﬂlgham(a‘eorgwforexportmlnda \ / \ ars e . it
tonnes of woolcolected by GWCin 2019 o be exportea this year » ‘ S\* @Programme facilitated (@ Client |n|t|ate_d
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Gender&Governance

Gender&Governance

0 ) 10 15

Sustainability
Indicator

Numbers

8%

Innovation

Systemic changes
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WOMEN'S ROOMS(ZOlZ-present)

‘—'\,kr "‘k’_l e TS

& 17,790 sssbsbbibiis

: umque vusutors (69% female- 31%male)

-~

$2.75 min total obtained @rough
» ‘Women’s Rooms

J @UN 2019
e PETITIONING FOR
v WOMEN NATIONAL COVERAGE
iz 1o oo oo

Zestafoni |

N
[ _— )

-~ - .
S o LY Adigeni BorjomMe—, 3//
Khulo

Akhaltsikhe S NN
(™ Tsalka :

QOzurgeti

. Sagarejo
Qeda Aspindzs | Tetritskar \ == “vGardabani

Shuakhevi (! Marneuli
AkhalkaTaki

Dedoplistkaro
Nmoerlnx/ja Bolnisi

'\‘ Dmapijsi Akt :,

Lori Province ‘

* Women's Rooms funded by SDC — 19 " Women'’s Rooms funded by local municipality to be opened -2
® Women's Rooms funded by USAID- 10
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HELPING WOMEN ACCESS FUNDS

The Women’s Rooms support their visitors in planning and fulfilling their own
activities and backs them in communicating with local government

29 WOMEN's i $2,754,200
ROOMS e IN TOTAL OBTAINED THROUGH

WOMEN's ROOMS

&> 126 Jobs Created through 4 112
The Women’s Rooms W 14

482 (Government Small .1:1' 665

Grants Programme) business o aa S S
projects/ initiatives funded
; \ =
proposals submitted by 267 ~ @ through Municipal Budget

women and 215 men 2016-
<= 6

2018; "= e
? N Out of which: 70 Kindergartens
88 funded - $402,000 275 Water Points

16 women’s business = 13 women funded through
projects worth $67,000 networking at two Women’s
funded by other donors ’ $ Business Fora $248,000

through Women’s Rooms A AV 2017/2018
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Abkhazia

@ Water points
e Kindergartens

Number of water points and
kindergartens funded by regions

KVEMO KARTLI SAMTSKHE- AJARA
JAVAKHETI

= Water points ™ Kindergartens

Zemo
Svaneti

Racha-Lechkhumi
and Kvemo Svaneti

78

Adigeni

Samtskhe-
IEVEL G

TOTAL FUNDS ISSUED THROUGH
MUNICIPAL BUDGETS

$918,000

Mtskheta-
Mtianeti

3 710
Kakheti

Kvemo
Kartli e
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Village Meetings 2020 Results

Ajara’, Kvemo Kartli, Samtskhe- Javakheti, Kakheti

% Total participants O O

Village meetings , T women’s
ﬂﬂ instigated
community
initiatives
worth 1M GEL
Women's Instigated Community Initiatives
v Water projects v' Street lightning
v' Kindergartens v" Public toilets
v' Roads and accessto v' Medical center rehab
Kindergarten and lands v' Mini stadiums
for cultivation v Parks with kid’s attractions

Share (%) of women in village meetings by regions and years 2015,16,19,20

37%  34%

27
22%

3%

2013 2015 2016 2019 2020

Samtskhe ‘.
Javakheti  (

Kakheti

'The 2020 data does notinclude Ajara data as the village meetings were
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Bio Security Points
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ANIMAL MOVEMENT ROUTE AND BIO SECURITY POINTS

/.,_,\ “\/“'\“1
’I \V\\,_\
\\/\‘
a\
PN e ANNUAL ANIMAL
2.4 mlllion MIGHASION
ANIMALS DIPPED/ SHOWERED MIGRATION
SINCE THE OPENING OF THE BSPs Autumn
- : dwss Spring
377,212 inSpring-Autumn 2016 . % "
643,281 in Spring-Autumn 2017 1 MILLION
721,633 inSpring-Autumn 2018 '\;_ . <
719,883 in Spring-Autumn 2019 i = Moy & 800,000
W F ¥ . M 200,000
KEY Fadlitated 4km bypass route in

Tsintskaro village to awid the seasonal
transhumancethroughtheviliage (2014)

=====s Animal Movement Route

>
. Functioning BSPs T
s [ / 88
L BSP Planned to be Constructed in 2020 "/“\'\\\ N y e o
> ! s
P . s
@ Proposed Locationof Water Points m
- > ” L Bolmsn
Summer Pastures ‘ N Smetl N AN ¢ b
N P N\ oot
Ll L L\ Facilitated construction of underpasses |

\on Thifisi-Rustavihighway (2015)

' \

L]
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