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WELCOME

Some announcements for smooth running of the session:

O This session is recorded:;

(@]

Questions are welcome in the chat and during the
Q&A, only;

O«

Please raise your virtual hand if you want to ask or add
Information to the session during the Q&A only.

—):— NWGN



AGENDA

—):— NWGN

Time Agenda Item Speaker
: : Babs Ates
2:00T12:05PM  Welcome (Co-chair NWGN)
057 2:15 PM ATNi Lessons Learned & Paris Declaration. Insights from Katherine Pittore
' ' N Watktand the significance of the Paris Declaration.  (Head of Policy and Communications atATN)
dsm-firmenich : Business Perspective & N4G SarahStraatsma
2:1512:25 PM ((j:orrr?:cnrl;trr]ninti hares their role in partnershios and (Nutrition, Health, and Social Impact Expert at
Sm-firmenich sha P P dsm-Firmenich)
nutrition goals.
Micronutrient Forum: Parameters for Engagement. SaskiaOsendar
2:2572:35 PM  Frameworks and principles for effective private sector asklavsendarp :
: (Executive Director Micronutrient Forum)
collaboration
. Drinei - - Manpreet Kaur Chadha
; n ment with Africaown
2:3572:45 PM UNnI]CEE. P.rllg.(;Iptltle:SOg(l;e A%ﬁg: In?ti;tivcte caowned (Nutrition Specialist for Food Systems for
companies. Firs S Children at UNICEF)
2:4573:10 PM Discussion & Audience Q&A
3:1073:15 PM Closing Remarks. Key takeaways and next steps. Babs Ates

(Co-chair NWGN)
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Nutrition. Markets. Impact.

ATNi

ATNI In brief

Transforming markets to deliver sustainable nutrition

Strategic Goal: Half~p g~{8"| sk«i p~~i € f k™ ka&anrq « N
derived from healthy products by 2030 contributing to
healthy diets for all. (Global baseline is 31%.)

Founded in 2013 as not -for-profit

No funding accepted from the food industry to ensure

independence

Donors include Gates Foundation, UK FC DO, Rockefeller

Foundation

Independent Board

Expert Groups advise on approach (pro bono)
24 staff plus several in-country consultants
New strategy 2023 -2027

To To Io o o T» I»
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Innovative
Flexible
Transparent
Responsive
Neutral
Objective

Solely focused on nutrition
Independent
Consultative

Objective
Solutions -oriented
Inclusive
Multistakeholder



Nutrition. Markets. Impact.

ATNi

ATNI 2023 -2027: transforming markets
to deliver nutritious, affordable foods

Vision

A world where markets provide access to nutritious and
affordable diets for all. This will result in optimal physical and
mental development and healthier, more resilient societies.

Mission

We improve market performance by driving key actors in the
food system astarting with industry --to accelerate access to
affordable nutritious foods for all, especially vulnerable
consumers, in a sustainable way.

We develop and deliver data -driven tools (e.g. indexes) and
strategies that influence, guide and measure accountability.

Strategic Goal

To transform markets so that atleasth™ z p ~p

contribute to healthy diets for all.

g~{ 8" | sk«i
beverage sales are derived from healthy products by 2030 and

p~~i

NUTRITIE

N AND THE 3DGs

CENTRAL TO THE2030 AGENDA

Global prioritization of
nutrition has never been
higher and requires
cooperation of all actors.

War and conflict are
major underlying
factors of nutrition
insecurity.

Soil degradation and
reduced biodiversity
threaten our ability to
grow food.

Better nutrition
reduces population
pressure on the
world@oceans.

Qustainable food
systemsreduce
greenhouse gas

emissions.

1

Responsible food
consumption and
production reduces
food waste and loss.

Sustainable cities require ||
integrated urban and

rural food systems. E
alila

Reducing current §T)]
nutrition inequalitie w I |
lessen income -
inequalities. /

Enhanced nutrition through
the lifespan supports
. learning and later
innovation potential.
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Good nutrition resultsin

higher Iabouraf'roduc_tiv ty,
reater mental capacity and
onger, healthier lives.

Without a sufficiently
nutritious diet,
learning ability and
focus are greatly
impaired.

Improving the nutrition of
girls, women and children
improves schooling,
reducing gender
inequalities.

b

Ensuring good
nutrition requires
access to safe water
and sanitation.

Good nutrition for all
increases demand for healthy
food, re11U|r|ng clean,
renewable energy sources.

Malnutrition in all itsforms
lowers economiciproductiv ty
and unnecessarily increases
healthcare costs.

(UNITED NATIONS DECADE OF

ACTION ON NUTRITION

2016-2025



The role of the private sector

A Plays a critical role in the food system, from
farmers to processing, retail to distribution.

Nlttititin-MAark&ts: - mpact*

A Produces the majority of the food we
consume.

A Has the potential to provide sustainable
solutions to critical food system challenges.

A Governments have a key role to play in
regulating the private sector, and creating
effective incentives.

ATNf

A Companies should also take action to
increase access to healthier food options.




Nutrition. Markets. Impact

ATNi

Reflection on Private Sector Engagement

Adoptedfrom LynnetteNuefeld Headof Nutrition FAO

Purposedriven: clear statement of purpose for engagementbetween both private and public
sectorfor the specificprocess/event/ initiative

Transparent full disclosureof interestsamongall participantsin the process/event/ initiative

Accountable implying that criteria for engagementcould be developed appropriate for the
process/event/ initiative, perhapsrelyingon agreedmetricsfor food and beveragemanufacturers
andretailers,for exampleATNI

Risk/ benefit analysis of engaging or not engaging informed by the specific purpose of the
process/event/ initiative, and the risk tolerance/ aversionof the lead of that process/event/
Initiative

Management and mitigation of risks by identifying the types of engagementas per those

describedabove, aligned with the purpose of the process/event/ initiative, and defining the
specificcriteriathat canbe usedto reflect the appropriatebalanceof risksandbenefits



Nutrition. Markets. Impact

ATNi

The Paris Declaration on
Business & Nutrition 2030

The Paris Declaration on Business & Nutrition
2030, launch at N4G Paris, establishes a shared
vision for transforming food systems by 2030,
placing nutrition and health at the forefront.

It provides a clear roadmap for the private sector,
governments, investors, civil society, and
international organizations to create a healthier
and more sustainable nutrition economy.

ATNi ‘wgain

NUTRITION Global Al]iance.fgr
MARKETS Improved Nutrition

IMPACT




Actions to Improve business engagement in nutrition

Increasing
Financing and
Investments for

Nutrition

_—

Improving
Agrifood
Systems

Improving
Healthiness of
Food Portfolios

L]

—_—

Responsible
Marketing and
Consumer
Protection

¥

Catalyzing
Support for
Agrifood
MSMEs to
Transform
Global Food
Systems

—_—

Scaling up Food
Fortification
Programs

Workplace
Actions for
Better Nutrition
& Business
Performance



Nutrition. Markets. Impact

Priority actions by stakeholder group

m | &

Governments Investors & Financial Private Sector Intergovernmental
nstitutions & Civil Society

A Use progressive A Scale-up A Reformulate products A Align on a position on
policies to support all concessional lending A Increase affordability private sector engagement
actors in delivering and funding for of nutritious foods A Define roles,
more nutritious foods nutritious products A Stop marketing responsibilities and

A Channel public A Embed nutrition into unhealthy foods to outcomes of
resources into sustainability children multistakeholder processes
healthier food reporting

provision



Nutrition. Markets. Impact

ATNi

Investor Signatories

We call on all food and beverage
companies to commit to disclose the
percentage of annual healthy sales
relative to unhealthy sales using one
or more of the following 3 Nutrient
Profiling Models (NPMs) (Health Star
Rating, UK NPM, and Nutri-Score) T

Also commits to using ATNI data to inform
research, and potential investment
decisions.

achmea )

’\'8'} Trinity Health

Swiss banking with a mission

Globalance

CANDRIAM <

ANEW YORKLIFE INVESTMENTS COMPANY

SANS@NGCHAMP

FPICTET

1805
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Nutrition. Markets. Impact

ATNi

Learning and reflections

A Different perspectives on what is
acceptable in terms of engagement

A ATNi played convening role with the
private sector at N4G and IUNS to
establish engagement criteria:

A N4G 30% healthier foods (HSR >3.5), no
marketing to children under 18

A Sponsorship: [IUNS 33% of sales from
healthier foods (HSR>3.5), full
adherence to the code on marketing of
BMS

A How do you measure adherence to such
guidelines? => Need for independent
accountability tools and mechanisms

L]
d
8
= .
.
.
.




Al

NUTRITION Thank You.
MARKETS www.atni.org
I M PACT m @linkedin.com/company/access -to-nutrition/



https://nl.linkedin.com/company/access-to-nutrition
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Addressing Micronutrient
Deficiencies through Public - Private
Partnerships




Malnutrition Img
the most vulngfable
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Source: 202 Lancet report, WHO malnutrition factsheet, FA e of Food and Agriculture report 2013 and
The cost of inaction in Health Policy and Planning in October 2024

-

Today, over 2 billion people suffer from
micronutrient deficiencies. Women and
children are affected the most

45% 1.2bn

of child deaths are women of reproductive age

caused by malnutrition

pre - school aged children
suffer from deficiencies in
at least 3 micronutrients

And direct health impact limits productivity

2- 5% 113bn

of GDP of low - and globally in income losses due
middle - income countries to anemia in women of
are affected by reproductive age

micronutrient deficiencies dsm-firmenich



We have solutions to help address this

Infants and toddlers
1 in 2 preschool- aged children are affected by

hidden hunger

_
Ready to use Supplementary Food

Tailored premixes
for solutions in
emergency settings
to treat and prevent
moderate to severe
malnutrition

Vitamin & Mineral Powder

Micronutrient powders
with key nutrients for
children between 6 -59
months.

Source affected individuals data: UNICEF Supply Report 2022

2 in 3 women worldwide are affected by
micronutrient deficiencies

Multiple micronutrient
supplements

for pregnant and breastfeeding
women.

Families and elderlies

Micronutrient deficiencies resulting in
increased morbidity and mortality and

affecting human potential worldwide

Fortified kernels

making rice more
nutritious and filling
nutritional gaps in
target populations
all over the world

Tailored premixes

to fortify staple foods
like flour, edible oil or
sugar to decrease
nutritional deficiencies
in target populations

dsm-firmenich ese



Reach of our nutrition
improvement solutions

620mn

Through our nutrition
improvement products, we
reached 620m beneficiaries
with our high - quality nutritional
intervention solutions

1bn

We aim to reach 1bn people

by 2030 with our high - quality
nutritional intervention
solutions to address
micronutrient deficiency

dsm-firmenich ese®



But we need systems change and strategic
partnerships

Our world faces multiple challenges that are interconnected
and exacerbating each other

And not one player can solve it alone. We need to leverage the

complementary competencies of all sectors and form strategic
partnerships

-

W the

VA .
Climate Nutrition Food Economic & A
change & health security social disparities (i
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dsm - firmenich partnerships drive and scale transformative change

We establish effective ways of working with our partners to maximize our impact and shared value creation.

v &
CHE 2

.“. ,"/ -.j 'i'/i'\i‘/'

Shared Vision & Complementary Co- creating Catalyzing impact
Trust competencies systemic change and reach

N £

We leverage our decades -long experience in public - private partnership to create transformational impact at scale .

Philanthropic Transactional Integrative Transformational

Charitable or reactive
response to (regulatory)
threats

Short-term/ad hoc Long- term / strategic Partnership based on co -
relationship with reciprocal partnership and exchange of creation to enable
exchange core competencies resulting sustainable value creation
in mutual benefits for the partners and society
at large

Level of co - creation and impact *



Assistance

Aid

Our long-standing partnership with WFP

»

voogCCag Gz“*. ‘ e,
= onrIdFood

consumers

/'

Demand creation Retail

Joint advocacy Fortification

/ .
i ¢pi ¢ E . Nytpitienal Products
beneficiaries

v

Products

Diets

(,LL(ti\

= Ay Programme

dsm-firmenich =&

Improve nutrition. Drive progress.

(¢

C6¢T hu_ G UT
vision;

Scaling up access to
sustainable, affordable and
healthy diets through catalytic
models and innovation for
improving the quality of and
demand for nutritious foods

dsm-firmenich ese



WFP country programs reach

20mn+ 63mn+

Reaching 20.5 million people The aim is to reach more than
through rice fortification and 63.1 million people through
retail projects in the context rice fortification and projects
of WFP country programs in the context of WFP country

programs by 2027

Picture source: World %}I Programm dsm'firmeniCh ..

Source 20mn+ reach: 2023 Impact s through WFP  y dsm - firmenich partnership
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Turning evidence into collective action

Global Conference

\\V)» HEALTHY MOTHERS
(4\- HEALTHY BABIES

>—Standing Together
for Nutrition

-IIIlIII. Micronutrient Data Innovation Alliance

THE SOCIETY
FOR IMPLEMENTATION

SCIENCE IN NUTRITION




Background

o Do o I» I»

28

The private sector is a major stakeholder and player in global nutrition
Funding from private sector entities can help in a era of a trend of declining ODA budgets
Howeverthere are realor perceived conflicts of interest

And in an era where the discussion on private sector engagement is polarized there may be
reputational risk

Funding or sponsorship from feadd beverage companies is particularly sensitive, there are
fewer sensitivies around funding or sponsorship from other private sector entities (if not proc
arms, tobacco or violating human rights)



Importance of Engagement Micronutrient Forun

As a convener and platform, MNF recognizes the importance of encouraging &
facilitating constructive dialogue between representatives from all sectors to acl
our collective goals and reduce micronutrient malnutrition.

To ensure we can accomplish this without any real or perceived conflict of intere
Engagement Policy aims to promote and support our mission in an evassce
and transparent manner, free of undue influence, benefiting health and nutrition,
avoiding any real or perceived conflicts of interest.

29



IUNSIssues and New@g@nsorshipPolicy

After backlash regarding unclear guidelines on industry funding of
their 2022 Tokyo conference, a taskforce with members from diverse
background develop a policy that needed to be:

A EVl d ence b ase d Report of the IUNS President’s Task Force

Towards a sustainable financing model for scientific nutrition
meetings, including the role of the private sector sponsorship

A Implementable
A Repeatable
A Independent

For the 2025 conference, sponsorship was allowed from companies
that have at least 33% of their total sales from products with a Health
Star Rating of >3.5; at this moment a total of 9 companies match that
goal. Of interest is that a company like Unilever does not meet this
criteria. For future IUNS conferences these criteria shall be raised to at
least 50-75% of sales from HSR>3.5 sales. However, at the moment
none of the companies in the ATNI index reaches that goal".

30 https://iuns.org/wpcontent/uploads/2024/10/SponsorshipPolicylUNS. pdf



https://iuns.org/wp-content/uploads/2024/10/SponsorshipPolicyIUNS.pdf
https://iuns.org/wp-content/uploads/2024/10/SponsorshipPolicyIUNS.pdf
https://iuns.org/wp-content/uploads/2024/10/SponsorshipPolicyIUNS.pdf

The 2025 IUNS Conference Sponsorship Policy

A Uses one of the indicators from the Access to Nutrition Index (ATNI): healthy product portfalio

A Sponsorship is allowed from companies that have at least 33% of their total sales from products with a
Health Star Rating of >3.5; AND apply to all the existing criteria of the IUNS engagement policy (notabl
companies that produce BMS/infant formula are not allowed).

A For future IUNS conferences this criteria shall be raised to at least 516% of sales from HSR>3.5 sales.
However, at the moment of preparing the policy none of the companies in the ATNI index reaches that
goal.

A In October 2024, ATNI launched their new Index with more companies ranked and more companies
meeting the healthy product portfolio goal.

31



The new ATNI iIndex 2024 rgnked 30vof the yvqu
tF NHSauQ C22R YR . SO

FIGURE. B1.1

PROPORTION OF COMPANIES’ SALES DERIVED FROM ‘HEALTHIER' PRODUCTS
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Micronutrient Forum Engagement Policy
RevisionProcess

TheMicronutrient Forum went throaghorough review process of the existing policy among Board and
Management

Management drafted a revised engagement policy to:

1. Provide more clarity on terms and definitions, especially regarding how we define engagement
a specific focus on our engagement with the food and beverage industry.

2. Simplified the due diligence procedure to make it more implementable.
The draft engagement policy was shared with several key external stakeholders to solicit their feedback.

Additional refinements were made to address relevant feedback.

33




EngagemenPolicy- Key Elements

MNF will not engage with:

A

A

34

Entity that violates the WHO International Code of Marketing of BneilsSubstitutes;

Company in the food and beverage sector that generates less than 50% of their sales from healthy pro
defined as a Health Star Rating of equal or above 3.5 according to the ranking defined by the current G
Access to Nutrition Index and Global Retail Assessment publighENi®R company in the food and
beverage sector that violates the WHO guidelines to protect children from the harmful impact of food

marketing

Company in the food and beverage sector that is not included in the ATNI rankings and whose core

business is to produce or market alcohol or-pltvaessed, energgtense, and nutrieipoor foods and
drinks OR company in the food and beverage sector that violates the WHO guidelines to protect childre

from the harmful impact of food marketing

https://micronutrientforum.dngp-content/uploads/2025/07/MNFEngagemer®olicy FINAL_VersiBnJUNE2025.pdf



Engagement policg Key Elements (2)

A

35

In addition, MNF will not partner with foundations and other organizations that represent the inte
of an entity captured in the engagement guidelines, including foundations, trade groups, and mu
stakeholder platforms.

MNF will not invite representatives of these entities as participants, speagarelstsat meetings
organized by MNF, except when the purpose of the meeting is to have a dialogue with these par
on compliance and accountability. Representatives of these entities will not be allowed to be spe
presenters, gpanelistat the MNF Global Conference.

However, we welcome representatives of these companies as delegates to the MNF Global Con
MNF considers its Global Conference and the sharing of knowledge and evidence as a global pt
good, to which anyone, including representatives of these entities, is allowed to register and part
The MNF Global Conference offers a platform to discuss the evidence, includingleotcy
evidence, but it is not a place where policy decisions are being made.



Currently none of
the ATNiranked
companies fulfills
all criteria

36

Yill Group
Danone
Mengniu

Friesland
Campina

Barilla
Lactalis
Meiji

Aria Foods
Conagra

Gruppo Bimbo

Cambell
Unilever
Flora
Coca-Cola
Kraft-Heinz

Nestlé

>50% of sales
from healthy
products

Adhere to WHO
Responsible
Marketing Guidelines
to children in all
markets

X X X X X X X X X X

X X X X X X

BMS
producer

X X X X

Eligible as
sponsor

NO
NO
NO
NO

NO
NO
NO
NO
NO
NO

NO
NO
NO
NO
NO
NO



Connect with us!
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Globally, one in four children are living in severe child

food poverty in early childhood

Severe child food poverty

<2 food groups 59 million children pne third)

Totalcild food poverty living insevere child food poverty
In subSaharan Africa.

- Over 40% of the global burden

Globally,
440 million : \
children under 5 are living in
child food poverty, — —
440 :
million """

72 million

181 million

children under 5 are living in
severe child food poverty

| 181 million

@ 73 million @

West and Eastern and
Central Africa Southern Africa

Number of children living in child food poverty and severe child food poverty (in millions), West and Central Africa, Easte@outhern Africa and global, 2022
Source: UNICEF global databases, 2023.



CHILD FOOD POVERTY

Chil drenocs i nability to access and consume a nut

e o B Young children are
vzt <)) B missing nutrientdense
Foshtoods D 3 foods in their diets
VitamindA-ri;l:htfrbulits @@ -
o (1,
O
% 0 10 20 30 40 50 60 70 80 90 100

A Severe child food poverty is  driving child undernutrition

A Half of children affected  belong to families in the 2 wealthiest quintiles
A Children in severe food poverty consume ultra processed foods

A Commercial foods for young  children are inadequate and imported



Our Broken Food Systems: a double failure for children

Failing to provide young
children with affordable,
nutritious and diverse
foods to prevent stunting
and wasting in early
childhood

Flooding shops, markets,
and schools with nutrient -
poor, unhealthy, ultra -
processed foods and
beverages

Food environments
characterized by excessive
offer and aggressive mkt of
ultra processed foods

Child diets consist mainly
of staples like cereals,
roots or tubers, with few
nutrient -rich foods).

Driving unhealthy diets and

Driving Child Food Driving poor diets / overweight and obesity
Poverty and and all forms of

Undernutrition malnutrition




First Foods Africa: In Africa, for Africa, by Africa

Local solutions to address child food poverty

Vision Three pillars Prioritized countries
In Phase 1
L @ Incentivizing local production  of nutritious,
@{Q‘} safe, affordable and sustainable first foods
s and food supplements
Food systems able to deliver Shaping policy environments  to protect,
nutritious, safe, affordable, promote and support
sustainable first foods for nutritious, safe and affordable foods and

young children in Africa. food supplements

Stimulating consumption  of nutritious first
foods and food supplements

@ WCAR: Benin, Burkina Faso, Cote d'lvoire, DR

Congo, Ghana, Nigeria, and Senegal

ESAR: Ethiopia, Kenya, Malawi, Rwanda,
Tanzania, Uganda, and Zambia



Progress across Pillars

e @ Borecsion of Interest (O] Avec chaque bouchée,
¥ Expression of Interes :
forevery child  NICEF First Foods Africa Initiative llmd étape vers le succes

INVITATION TO AFRICAN COMPANIES TO JOIN UNICEF FIRST FOODS INITIATIVE

UNICEF First Foods Africa (FFA) invites African-owned food companies to express their interest in joining efforts to
transform food systems for children in 14 selected countries, namely Benin, Burkina Faso, Cote d'Ivoire, DR Congo,
Ghana, Nigeria and Senegal in Western and Central Africa, and Ethiopia, Kenya, Malawi, Rwanda, Tanzania, Uganda

and Zambia, in Eastern and Southern Africa.

The FFA initiative aims to address the pressing need for nutritious, safe, affordable, and sustainable foods tailored for
young children (6-59 months) in Africa, and intends to incentivize local production, shape policy environments and
stimulate adequate consumption of nutritious, safe, affordable and sustainable first foods.

ARequest folExpression of Interested
launched to over 1,500 companies,
>1,000 applications recd

A Assessment of products, companies and

) A Analysis of soci@conomic drivers of food
customerpreferences undergoing 9 y

FirstFoods choices:cultural norms, personal tastes anc

A Business financingmarket scoping and structural constraints
programmepreparation for investment AMapped and analyzed standardsr foods

in First Foods: in collaboration with for young children in ECOWAS, SADC andACGdeve_Ipplng social mark_etl_ng strategies
UNCDE EAS for nutritious foods and missing food group

ADeveloped improved standardsith
countries and ECOWAS for adoption at
regional and national level



First Foods Africa

Progress in the engagement with local manufacturers

|dentification of African -owned Companies

Expression of Interest (EOI) and Updates:

A EOIl launched in Marchi n UNGM and shared with
>1,500 companies - both English and French
versions

A Timeline:

A

A
A
A

EOI submission deadline: 31 May 2025
Documents submission: September 2025
Evaluation period: June 2025 to early 2026

Notification of selected companies: Early 2026

unicef & Expression of Interest (EOI):
forevery child  UNICEF First Foods Africa Initiative

INVITATION TO AFRICAN COMPANIES TO JOIN UNICEF FIRST FOODS INITIATIVE
UNICEI frican-owned food companies to express their interes oining efforts to

About the EOI
Three sections/annexes (34 questions):
la: Principles of Engagement
1b: Inclusion criteria
2: Business operations, processes and products



Key Inclusion and Exclusion Ciriteria

la - Principles of Engagement -
Commit to:

Respect the Principles for Responsible
Investment in Agriculture and FS

Respect the UN Guiding Principles for
Business and Human/Child Rights

Not engage in lobbying activities
against nutrition policy actions

Respect the International Code of
Marketing of Breast Milk Substitutes

Disclose information on corporate
practices impacting child nutrition

Reformulate products with high FSS,
containing trans -fat/ cosmetic additives
and/or flavorings

Develop products with missing food
groups for children

Not fortify products that do not pass
WHO NPPM

1b - Inclusion Criteria -
NOT:

Subject to UN Sanction, listed on UN
Ineligible Vendors

Involved in production, manufacturing
and distribution of: weapons and
armaments, tobacco and/or alcohol,
adult content, gambling

Known for not respecting, upholding
human rights

Violating the International Code of
Marketing of BMS

Having a core business (>30% of total
profits) in production, retail, promotion,
and marketing of UPFs and beverages

A subsidiary or local partner of a
company violating the International
Code of Marketing of BMS, or with core
UPF and beverages business

2 - Self-assessment of key parameters -

African owned company producing in
Africa

Registered legal entity in any of the 14
FFA phase 1 countries

Country of registration and operation

% raw materials sourced from
suppliers located <1,000 km

% products costing <10% of median
household food spending

Size of the company

Leverage: equity to total assets
Profitability

Year of operation(s)

Adherence to GMP and HACCP
standards

47




Current Status

>1,000 applications received, with >550 completed/eligible

91%

94% 97%

% raw materials sourced from

African owned company Formally registered legal suppliers located <1,000 km from
producing in Africa entity in any of the FFA the manufacturing plant
Countries

® Ves, fully (4 points) ® Ves (eligible) @® More than 80% (4 points)

48



Country of Registration

@ EBenin 29 ]
@ Burkina Faso 71 s
@ Cote d'lvoire 34 T
® DR Congo 24 T
@ Ethiopia 21 7
@ Ghana 57
@® Kenya 57
.
® Malawi 38
|
® Nigeria 125
® Ruwonds 40 .
@ Senegal 49 —
@ Tanzania 45 ]
@ Uganda 33 EE—
® Zambia 25 T
N
0 50 100 150

49



Size of the Company

Annualized revenues more than USD 1 million (4

21% : 137
° points)
Annualized revenues more than USD 500,000 and
38% ® - ) 86
less than USD 1 million (3 points)
° Annualized revenues more than USD 200,000 and 174
13% less than USD 500,000 (2 points)
A lized | than USD 200,000 (0
° n.nua ized revenues less than ( 47
. ' points)
® COther 2

27%
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Food businesses selection process

Nutritional pre -assessment of Identification of companies A deeper financial and business
companies - product portfolios, with potential:  high /moderate viability analysis
nutritional composition nutritional / financial

\

\\‘-—.__-“// “
Financial pre -assessment of Application of the UPF tool to
companies - Application of a set determine UPF products and
of financial indicators portfolios

A list of companies by country and region
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Business financing - First Foods Africa

Market Scoping and Development of Financial
Architecture for Investment - with UNCDF

Preliminary Market Scan. Analysis of demand side (medium to
large African food companies), supply side (capital funds,
investors), and broader impact investing ecosystem actors
(accelerators, incubators)

Service Provider Selection.  Hiring a capital advisory firm / asset
manager to conduct in depth analysis and co  -create the
investment and business advisory architecture

In-depth Market Analysis. 1) Revi ew compani es &=l
performance and business plans to assess their bankability and
the viability of their expressed needs; 2) Identify capital funds
and investors interested in investing in those companies

Co-creation of FFA investment and business advisory

architecture . For capital and TA deployment - including financial
and governance structure, the operating framework for

investment -readiness or investment de -risking TA




UNICEF-UNCDF Nutrition Supplier Finance Facility

CNF
Donors

unicef &

Nutrition
Supplier
Finance
Facility
(%)

Option 1: direct loans by the facility
Concessional Loans

e e
Local
Option 2: indirect loans Suppliers
through local banks
Guarantees Loans
Local
e« — - - —— -~ banks |e------
Fees Principal

interest

N UNCDEF direct and

indirect costs

Purpose : Capital investment of
nutrition suppliers (e.g. additional
production, new machinery, new
product lines)

Partnership approach is critical for
UNICEF to keep financing at arms
length from procurement and to
leverage professional capacity at
financi al Il nstitut
least developed countries (LDC)
focus and UNI CEF ces
production approach are well

aligned

Result: In operation since Q1 2024;
so far, one direct investment on
extrusion machinery for a Nigerian
supplier for RUTF



Key Next Steps

AFinalize mar ket anal y:
engagement and development of
financial architecture

A Continue the regional level work with
the AU and RECs to shape enabling
policy environments

A Advance country level work on the
three pillars of the initiative, initially
funded by GoNL and CNF






Knowledge Exchange Session

Nutrition for Growth Summit 27 & 28
March 2025, Paris, France

NWGN



Closing

O«

The recording will be shared in the NWGN website.

(@]

The Part 2 of this KES theme will follow on the 28" October and will publicly available.
More info will be shared in due time with the support of NFP as well.

0 If there are any outstanding questions we will answer them as soon as possible.

== NWGN



THANK YOU

September 09, 2025

Online



