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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.
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The Netherlands Working Group on international Nutrition

The Netherlands Working Group on International Nutrition (NWGN),
established in 2013, is a collaborative network of organisations
representing the ‘Dutch Diamond'’ - civil society, knowledge institutes, the
private sector, government and UN agencies - based in the Netherlands
working in the field of global nutrition.

OUR MISSION

NWGN'’s mission is to enhance the
nutrition impact of Dutch stakeholders
contributing to the SDGs, specifically
SDG 2 (Zero Hunger), in low- and middle-
income countries. [t does so by
exchanging knowledge, providing
technical support, and advocating for the
integration of nutrition into the policies,
strategies, and programming of its
members and partners.

NWGN believes that improving nutrition
through both nutrition-specific and
nutrition-sensitive actions contributes to
the achievement of many SDGs, while
vice versa the achievement of most
SDGs contributes to improving nutrition
as they all relate in one way or another to
food system transformation.

OUR VISION

Make agriculture more responsive to dietary diversity needs and
more sustainable (in terms of inclusivity, biodiversity and climate):

o Agriculture programs should respond to the dietary needs and
support access to and consumption of high-quality, diverse, safe,
adequate and sustainable local diets.

Integrating nutrition-sensitive and nutrition-specific interventions:

o Promote combining these interventions with behaviour change
communication, to realise and enhance the impact on nutrition.
Supporting Dutch policymakers and stakeholders towards nutrition

impact:

o Support evidence-based policy and program design, foster
collaboration between Dutch and local stakeholders, monitor
trends in sustainable healthy diets, and advocate for effective
impact measurement.



Catalysing nutrition impact through private sector
engagement (1)

A Lessons learned & the Paris Declaration, by Katherine Pittore (ATNi)

A Business perspective & N4G commitments, by SarahStraatsma (dsm-Firmenich)
A Frameworks for effective engagement, by Saskia Osendarp (Micronutrient Forum)
A

Principles of engagement with Africa -owned companies (First Foods Africa Inltlatlve) by
Manpreet Chadha (UNICEF) crowledge Exchange session L1 NP
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Private Sector
Engagement for
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Catalysing nutrition impact through private sector engagement (2)

2:0071 2:05
Babs Ates Welcome & Agenda
Co-chair NWGN

2:0571 2:15

AR\

Adaku Omidosu
Max Foundation

Working with micro -entrepreneurs on business case for nutrition: the example of Mittin

2:1571 2:25
Consumer engagement in food supply transition

Gemma Tacken
Wageningen Social & Economic Research

2:2517 2:35
Nutritious Foods Financing Facility (N3F) - Investments for nutrition.

Polly Mwongera
GAIN

2:35-2:40

Elena Schmider Business case for investing in nutrition

ATNi

2:40T1 2:50
Viability of cold chain development

Bas Hetterscheid
Wageningen Social & Economic Research

2:50 43:10/20

2l Nw
"l GN Discussion & Audience Q&A & closing
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The Healthy Village Program
Nutrition Sales Agents

Aim: contributing to the reduction of stunting though a market based approach.
This entrepreneurship component with the Healthy Village Programme was led by iDE who

developed the implemented business model through Human Centred Design.

The nutrition marketing strategy has been designed to:
e Create inclusive and sustainable markets & enhance access

to diverse foods for children and PLW
e Provide local nutrition solutions tailored to the specific _
| - MAXO Q@ PLAN
needs, resources, culturual practices of the community FOUNDATION MEHATIOAL

« Introduce new business case for mitten thereby creating
B Powering
'DE entrepreneurs
to end poverty.

local job opportunities.
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[ Ethiopie

" What is the problem?
An overview

e Low Dietary Diversity: Despite the potential for agricultural diversity, dietary
diversity remains low in the region.

e Limited Skills & Knowledge: Limited knowledge and time to prepare nutritious
meals using locally available ingredients, as well as sourcing nutritious food.

e Inaccessibility: Nutrient-rich foods intended to combat undernutrition are not
available on the free market, and relying on imported products making them
inaccessible for many.



Mittin: A Nutritious Solution

Healthy |
V\“@ge /‘
{ Ethiopi2

Groundnuts

Ethiopian Kale

Mittin can easily be enriched
Carrot with other readily available
ingredients which will
increase the nutrient density
and dietary diversity score

of the meal.

>
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@ Powering
l entrepreneurs
| oo to end poverty.
Ethiop

Nutrition Marketing Business Model
Developed by iDE

1. Selection & !@ 2. Production

' Nutnitian
Capacity Building . .
« Purchase cereals and pulses

« l|dentify entrepreneurs based on from local market or farmers
¥

set criteria

e Provide training on Mitin
production, business skills and
marketing

« Provide needed materials and
working capital

household or shop.

5. Nutritious Food r\?ﬂ
Consumption ...

A lia Armate That is:
This model is created . Affordable
through Human Centered o Tasty
» Easy and fast to prepare
Design by iDE. « Rich in macro and

micronutrients.

wesmssssnc gnd prepare packed mitin at "TeTeEEEE

f

Child

3. Promotion '
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Health
Nutriti Evtansion
9 Worke

Sales Agent

[ ]

At their own small shop

» Door-to-door promotion by NSA
and/or HEWs

Cooking demonstrations by
HEWs

Health Posts (immunisation)

Open market
i

L ]

[ ]

4. Product Sales M

Sales Agent

« At NSA's shop

* At NSA's home

« At open market

« Cooking Demonstrations

» Extended Immunization Days

\) The Mittin is sold for 100-

120 birr per kg with 30-40
birr profit.



Production & Beneficiaries reached

e Started with 10 NSAs in July
2022; grew to 20 in August
2023 (both Amhara) expanding
to 51in 2024 (45 Amhara + 6

Tigray).
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@ # Beneficiaries reached
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2024 projection
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Findings
Non-Monetary Gains

It appears that, in addition to the financial benefits, the women are
motivated to be NSAs because of several key factors:

Expanding their network The sense of purpose Community respect

This benefits their other They see the positive impact Customers encourage them

businesses (mini-shops, they have on lives by selling to continue, and they
coffee or tea houses) Mittin. receive greater respect from

HEWS.



Healthy |
[ Ethiopie

Scaling Mitten in Ethiopia

yrvlag,

= Develop guidelines for optimizing recipes to create the most nutritious formulas (e.g. including
dried leafy greens or egg powder in the prepared mix).

—

@. Map other locally produced food innovations to diversify the basket of goods.

g, Explore community awareness efforts and other ways to increase demand for locally produced
foods

[ ]
m Establish women entrepreneur association to expand their production, reach and access to
finance

@i Expand their capabilities to produce other nutritious products e.g. High Energy Biscuits, bread -
ﬁ?i] through social franchise model.
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Consumer engagement in food supply chain
transition

Push pull approach towards more healthy and sustainable choices in Indonesia,
China, Ethiopia, Burkina Faso and Nigeria
4 November 2025, Gemma Tacken (Wageningen Social & Economic Research)

WAGENINGEN

UNIVERSITY & RESEARCH



Push pull approach

Parallel inclusion of consumers a sustainable and healthy food system
transition by:

- Food system improvement on food quality, safety and/or
sustainability

- Consumer research based multichannel and/or media behavior
change campaign aimed to encourage consumers to choose safe
food (Methods tested: door  -to-door visits, education at schools,
publicity, endorsement by key opinion leaders, TV, radio, billboards

and/or social media)

WAGENINGEN 19
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Push pull approach

1 Characterize food

consumption , dietary patterns,
intrahousehold distribution, and
the nutritional and health status

of marginalized populations in
target countries.

What are the food consumption
and dietary patterns and the
nutrition and health status of
marginalized households and
individuals?

How, where, and why do they
procure food?

Which individual and household
factors shape these outcomes?

WAGENINGEN

UNIVERSITY & RESEARCH

Characterize food
environments (FE) with which

marginalized populations interact;
how FEs shape dietary patterns;
and how consumer
characteristics and demand
shape FEs.

What are the key characteristics of
FEs with which marginalized
populations interact?

How do FEs shape household
dietary patterns? What is the
relative importance of different FE
characteristics in shaping
demand?

How do consumer preferences
and characteristics shape FES?

Identify, test, and evaluate
potentially scalable consumer-

and FE-focused policies,
innovations, and guidelines to
shift consumption patterns toward
sustainable healthy diets.

How can existing national FE- and
consumer-focused policies,
innovations, and dietary guidelines
be strengthened to better support
sustainable healthy diets?

What is the impact of existing and
new policies, innovations, and
guidelines on sustainable healthy
diets? Which of these are most
scalable?




Consumer: knowledge,
skills & abllity to change

A Knowledge: objective and
subjective (own perception of
knowledge and cultural habits and
beliefs)

ASkiIIs: e.g. cooking, food safety
judgements

A Ability: e.g. self -efficacy
(someoneds beli efs
ability to change behaviour) scales
are specific to the behaviour

WAGENINGEN

UNIVERSITY & RESEARCH
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Some examples

J. Dairy Sci. 104
https://doi.org/10.3168/jds.2020-19733

This is an open access article under the CC BY-NMC-ND license (http://creativecommons.org/licenses/by-nc-nd/4.0/).

Consumer trust in the dairy value chain in China: The role
of trustworthiness, melamine scandal, and media

Saiwei Li,"” ® Yue Wang,® ® Gemma M. L. Tacken,* Yumei Liu,"** ® and Siet J. Sijtsema*®

'Beijing Fuod Safety Policy and Strategy Research Base, China Agricultural Unlversrty Haidian District, 100083 Beijing, P. R. China
College of Economics and Management, China Agncullural University, Haidian District, 100083 Beijing, P. R. China

*Wageningen University and Research, Animal Production Systems Group, Wageningen 6700 AH, the Netherlands

“Wageningen University and Research, Wageningen Economic Research, Wageningen 6700 AA, the Netherlands

WAGENINGEN

UNIVERSITY & RESEARCH

® 2021, The Authors. Published by Elsevier Inc. and Fass Inc. on behalf of the American Dairy Science Association®.

Bien choisir son “Koassa” pour mieux manger !

MEDIACOM

RETROUVEZ LES MEILLEURS CONSEILS SUR
f ¥ B8 @bienmangersonpoulet | www.bienchoisirsonpoulet.org

el

\’ i

Abo! Let’s Eat the Intact Ones

October 25, 2023, Addis Ababa
Donya Madijdian, Gemma Tacken, Emely de Vet, Marcel van Asseldonk, Elise Talsma (Wageningen University & Research), Sisay Girma (Haramaya
University), Biruk Alemu Gemeda, Kebede Amenu, Theo Knight-Jones, Kristina Roesel, Delia Randolph Grace (ILRI)

22



Bien choissir son koassa

4 » Target population: mainly Multiple channels:
A CAPSULE 1 LA BINGUISTE male (85,3%) consumers, v'4 Youtube videos,
with families and children engaging ‘Petit Moussa’, a
4 * Duration: 9 months national influencer and
A CAPSULE 2 LE EOU + (Jul 2022 - Feb 2023) comedian

 Locally-contextualized v'720 Radio ads
» Location: Ouagadougou, v'235 TV ads

A CAPSULE 3 'ANNIVERSAIRE BF ¥'49 Facebook posts

« Design & implementation by v'60 Billboards
Media.com, Burkina Faso ~ v'30 Affiches

A CAPSULE 4 - LES MANEOUVRES v'Website
Campaign recall

A SPOT- A- VIDEO DE

TV: TV capsule 249 (29.2%)
SENSIBILISATION - BIEN Radio: Radio spot 80 (9.4%)
CH O I SI R SO N KOASSA POU R Billboard: has seen a billboard in the city 341 (40.0%)
Online: Facebook, YouTube, or website 261 (30.6%)
MIEUX MANGER | Facebook 254 (29.8%)

YouTube 13 (1.5%)
Website 16 (1.9%

WAGENINGEN

UNIVERSITY & RESEARCH
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https://www.youtube.com/watch?v=LCPecWnGC20
https://www.youtube.com/watch?v=LCPecWnGC20
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc
https://www.youtube.com/watch?v=wdwn47KEFMc

Thank you very much
for your attention

Create impact in food system
Improvement on the long run
by involving local consumers

More information:

Gemma.tacken@wur.nl

WAGENINGEN

UNIVERSITY & RESEARCH
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Nutritious Foods
Financing Facility

INVEST FOR IMPACT

NWGN Knowledge Exchange Session:

Catalyzing Impact — Private Sector Engagement for
Nutrition

Presented by: Polly Mwongera
5" November 2025



SMEs can power change across SSA

SMEs produce, process, and

sell the majority of nutritious Local SMEs provide approximately 80% B of total calories in the region.
foods for local communities.

But they have a finance gap of USD 245bn

While international investment in food destined for Without access to financing and technical assistance,
export markets is common, support for SMEs SMEs are unable to:

working to provide safe and nutritious foods for local
communities is scarce.

(<

Expand operations and market reach
Enhance the nutritional value of their product

< A<

Improve their food safety standards
Work more sustainably

L[4



N3F is the first fund entirely

dedicated to nutrition In
sub-Saharan Africa

59 -o. sl

Open-ended, Launched in December Investing in SMEs Aims to encourage future
debt fund with a 2023 with a starting that help build investors by
blended finance capital of USD 11.5m resilient food systems demonstrating that
approach both upstream and nutrition is investable
downstream

IIIIIIIIIIIIIIIIIII



Global Alliance for

\Y gain

Improved Nutrition

Swiss-based foundation created in
2002, with the purpose of providing
access to healthier diets for all people,
especially the most vulnerable

GAIN has unparalleled nutrition
expertise and a long legacy of working
in sub-Saharan Africa (SSA)

GAIN’s purpose is to advance nutrition
outcomes by improving the consumption
of nutritious and safe food for all people.
GAIN has convened and provided
technical assistance to over 2,000 SMEs
across the food supply chain

400+ global team members, 56% in SSA

worlds of nutrition & investing

With thanks to N3F’s key funders

©

P e ¥
.= ,USAID

y = g
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‘-\ll‘l"‘,-‘:I FROM THE AMERICAR PECIPLE

N3F brings
together two expert
organisations from the

&é Governinent of the Netherlands

-----------------

A
-
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incofin

invest for impact

Incofin is an AIFM licensed fund
manager that has created and
managed debt and equity impact-
oriented funds for more than 2 decades

With over USD 1 bn AuM, Incofin has
an extensive track record in sustainable
food, inclusive finance and safe

drinking water investments in the
Global South

Incofin has 90+ staff worldwide
including 45+ emerging market
investment specialists

Incofin is B-Corp certified since 2023



Funding the nutrition value chain

Improved nutrition in SSA,

Investment: Technical women elevated in agri-
Provide senior and assistance: USD 11.5m closed in business, enhanced sustainable
junior debt to high De-risk investments Q1 2024 / Expected size " roduction. reduced food loss.

impact nutriton SMEs ~ and improve SMEs’ of USD 50-60m SMEs across the nutrition ° job creation |
operational efficiencies in 3 years' time value chain
: Outcomes
Product Fund size Targets
Capital structure Geography Instruments
Different share classes based on risk-return expectations Sub-Saharan Africa Short- and medium-term Long term loans:
(long-term locked up shares, redeemable shares and loans: Upto 7 years /
catalytic tranche) Up to 2 years for working USD 300k=-3m
capital requirements / USD
300k—3m
w7 - ~
NVESTING R IMPAC 5
-



A Proven TA Process

TA Delivery

Scope tailored
to each firm

>200

Service
Providers

14

African
Countries

TA Process

wm AREA L

Business

Management
& Performance

AREA 2
impact

Buginess Modeing

nvastrment
recdiness

Morkest &

CONSuUMer

the root causes of SMEs
barriers to growth

InSigts

Scale

stroteqy

Monagement &

Qovemances

Pwvldor4
selection

Distribution solutions

Enviroormentos
mpact

D

Tech adoption

Enhancement

outcomes
Nutrition & food {ﬂ}
088 preventon 888
i ‘ Maximizing
Produc '
Providing technical ki CO-NnINIs
assistance to address —

Supply chain
strangthening

Gender eguality

TA Enables

1 Needs
assessment

!
3

Improving nutrition

©

Closing
capacity gaps

Fostering
innovation

Supporting sustainable
firm growth

Ffood sofety &

compiance
Packoging &
camond Creqtion

g
g

INVESTING FOR IMPACT




Nutrition Screening, Audit and

Impact Monitoring

GAIN assesses the Nutrition® impact of an investee at every stage of the N3F

Investment process

IMPACT Impact Screening Impact Audit

I -

DUE

INVESTMENT DILIGENCE
PROCESS DESK REVIEW AND EIELD
VISIT
- Impact - Eligibility I - Collection of Impact:
Targets criteria per
TOOLS - Exclusion Investment I
Lists Policy I - SDGs
- Nutrition - CRS
Checklist * I
INVESTMENT I
TIMELINE 2-7 days | 5°%° days
wr

Impact Monitoring

ONITORING &
REPORTING

ISBURSEMENT

INVESTMENT I
PROCESS

COMMITTEE

General- - Covenants - Annual - Annual Report

Documentation - ECHOS Impact - Investment Memo - Exclusion list Impact Audit - Impact Report
from investee Audit Framework*- Factsheet - GAIN - Newsletters

Nutrition - Website
Monitoring*

10 - 30 days | 15 - 30 days Lifetime of loan

COMMUNI
CATIONS



An established &

diversified portfolio

USD 7.2m
deployed
to date

Q Senegal

Couvoir Amar
Poultry production

il b

Mujuni Ventures
C Dairy processing

'{‘E| Truk Rwanda
-©—©’ Distribution

i?_ Good Nature Agro

Input

SoyAfric, Processing

- Narumoro Dairy, Dairy

Uganda

Tanzania

Mkuza Chicks
o) Poultry production

53 Rainbow Haulage
Aggregation

Zambia



N3F Nutrition Impact Key

Indicators

28 S 5
647 M . 79%

Nutritious @ 20
Servings m Percentage of Low- @

Number of nutritious
and middle-income

product/services
Consumers supported by N3F
SM 72%
End-consumers Affordability: food
served by N3F’s y

3 . N
Investee SMEs serving price as a % of

the cost of benchmark

G KoboToolbox .

Nutritious Foods Financing Fachlity

Annudl Impact
Report
2024

T gain
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W gain Our team

Global Alliance for
Improved Nutrition

GAIN ensures quality and relevance of technical assistance
provided to SMEs by overseeing the design, delivery, and
effectiveness of support services

The team conducts nutrition impact assessment:

— Monitoring nutrition-related impacts in line with the
theory of change

— Collecting and analyzing data on key nutrition outputs

— Tracking progress with IRIS-aligned indicators for
consistent reporting

rQ\ 41N OOOOOOO

OO ar. A28
230 2,000 60

staff across SMEs supported experts in nutrition
sub-Saharan Africa and food systems

Explore the opportunity

Roberta Bove
Senior Lead, Innovative Finance
for Nutrition, GAIN

rbove@gainhealth.org

15+ years of experience in impact
investing (Palladium Investments),
international development and corporate
finance (PwC, Duff & Phelps)

\

>

Polly Mwongera
Manager, N3F TA and Innovative
Finance for Nutrition, GAIN Kenya

pmwongera@gainhealth.org

8+ years of experience in capacity
building for SMEs, enterprise support and
access to finance in Kenya and across
Sub-Saharan Africa

\

/



' Nutritious Foods
Financing Facility

With thanks to our key funders

Schweizerische Eidgenossenschaft
0 Confédération suisse

Confederazione Svizzera

Confederaziun svizra

@USAID

“ W Government of the Netherlands
' .,1, FROM THE AMERICAMN PEOPLE

Swiss Agency for Development
and Cooperation SDC
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AT N ITh€my of Change 2023 -2027

Par]l «p~2{s| g {*"2yk®« «~ ®r"*"® "® zk"«® r”*zp ~p g~{8"| sk«i p~~i
contribute to healthy, sustalnable diets for all.

SPHERE OF CONTROL (ACTIVITIES AND OUTPUTS) SPHERE OF INFLUENCE (INTERMEDIARY-PRIMARY QUTCOMES) VISION (IMPACT)

Global & Country
F&B Indexes

Thematic Indexes
(BMS, Lobbying,FF, CF)

SME Tools

Pledges

Data as public good
Action Research

Investors Platform

Alliances with national
organizations

Partnerships with
consumer associations

Policy recommendations
Convening

Economic and health
modelling

1 Research & Indexes

to measure and transform

markets

> Alliances & Financial
Partnerships

to sustain impact

3 Policy Support &

Thought Leadership
to influence markets

ATNi influences decisions with and within
companies, holding them to account to
deliver affordable, nutritious food

ATNi translates results for policymakers,
investors and civil society to catalyze
market changes for nutrition

Investors use ATNi's outputs to engage

companies, influence decisions

CSOs use ATNi's outputs to improve
markets, holding industry to account

Mutrition is positioned on the agenda of

consumer groups using ATNi data

ATNi data and analyses used to inform
better fiscal or regulatory policies

ATNi drives sector alignment on what is

healthy and affordable

Companies are held
accountable
Improved practices
Responsible marketing
Healthier products

Investors aligned on nutrition
& ESG/sustainability reporting
Active investments in MNCs

& national businesses

Improved awareness
among civic leaders

Better understanding leading to
healthier choices

Better food policies
Regulation and incentivization
of nutritious food manufacture
and retail

Systems-level

Markets contribute to providing
access to nutritious, affordable
and sustainable diets for all

Product-level

Companies’ food & beverage sales
are increasingly derived from
healthy products and contribute

to healthy diets for all

Population-level

Reduced prevalence of diet-
related diseases and improved
health outcomes for all



Nutrition. Markets. Impact.

ATNi

Consumer trends

Regulation

Higher demand for Legal (or normative)
healthy products. standards on
Shrinking demand for | composition, labelling,
unhealthy products claims, marketing

Poor Management

Business risks

| PoorManagement |
v
| Bushesa |

Fiscal measures Innovation

Sugar content tax Demand for new

State clawbacks of products & emerging

healthcare costs? technological
solutions

Good Management

Business opportunities

Lower consumer demand for unhealthy products
Higher regulatory compliance costs

Litigation risk higher

Taxes higher on unhealthy products

Tightening marketing restrictions

Higher consumer demand for healthy products
Lower regulatory compliance costs

Litigation risk lower

Taxes lower on / not applied to healthy products
Greater innovation in healthy products

Capture new trends / markets early

Poor business outcomes

Good business outcomes

Lower revenues & loss of market share
Damage to brand reputation & values
Decline in customer trust & loyalty
Higher compliance costs

Lower margin due to tax payments
Possible litigation costs

Higher revenues & growing market share
Enhanced brand reputation & values
Retain / improve customer trust & loyalty
Greater pricing power & margin protection
Capture emerging niches/trends

Lower / zero litigation costs

Negative investment impacts

Positive investment impacts

Lower growth

Lower profitability

Lower multiple

Lower valuation

Exposed to activist investors — low share price

Higher growth

Higher profitability

Higher multiple

Higher valuation

Attractive acquisition prospect — share price

premium

Lower Shareholder Value

I<
I¢

Higher Shareholder Value

Business Case for Investing in
Nutrition

Malnutrition representsa 2  -3% drag on global GDP each year
ABG6k"z®rska |isk®«
absenteeism and saving costs.

A Improved nutrition enhances motivation, productivity, and work quality,

which may increase sales and revenue.
A Healthier diets reduce burden on health systems to treat malnutrition
and diet -related disease.

s{8a8~"k p~2yk?2«i



Unlocking finance for nutrition



