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INTRODUCTION

. ) Project Results
Largely driven by smallholder farmers, the Tanzanian

dairy sector has historically struggled: Approximately * 24 Competitors participated
97% of Tanzania’s dairy cattle are low-yield breeds, poor e 830,103 input bundles sold
management practices are prevalent, and there is a o 84,833 smallholder dairy farmers
general undersupply of forage and feed relative to the received inputs and advisory
growing demand. Additionally, smallholder farmers do services

not have access to affordable extension or veterinary e $3.4 million in prizes awarded
services. The lack of high-quality inputs constrains e $1.48+million leveraged in

productivity and limits farmers’ ability to meet domestic
demand and capitalize on the full income potential of

competitor investments

milk production. Lessons Learned

Despite these challenges, there is a significant e The Pay-for-Results model
opportunity for smallholder farmers to expand their encouraged collaboration over
production, especially those located in the coastal region competition.

that includes Tanga, Pwani, Morogoro and Dar es e Reinvested prizes boosted

Salaam. Increasing gross domestic product (GDP) growth Competitor success and

and urbanization in the region signal a growing market sustainability.

demand for milk and dairy products that these e Advisory services were at the center
smallholder farmers are well-positioned to fill. of success.

The AgResults Tanzania Dairy Productivity Challenge e The Data Collection Tracking System
Project (the “Project”), which ran from 2020-2024, used (DCTS) supported sustainable

a Pay-for-Results (PfR) prize competition to incentivize decision making.

private sector input suppliers (“Competitors”) to deliver
inputs to smallholder farmers and drive dairy productivity. The competition awarded per-unit monetary
prizes to these competitors that successfully sold and delivered “bundles” of productivity-increasing
inputs (vaccines, parasite control, nutrition, artificial insemination) along with advisory services to small
dairy producers. Typically, development projects have supported an increased use of inputs through push
approaches (e.g., funding extension services, farmer training, financing input providers, etc.). The
AgResults Project adopted a different approach, leveraging pull effects by creating incentives to use inputs
— without specifying or funding how to ensure the increased uptake of those inputs.

In its third year, the Project introduced a prize incentive for fodder to boost supply in the region. Through
these incentives, the competition increased animal productivity, boosted smallholder farmers’ incomes,
and strengthened value chain relationships between dairy producers and the formal dairy sector.

This final report describes the Project’s goals, approach, results, and lessons learned.

The Project had three overarching goals to strengthen the ability of smallholder farmers to increase dairy
productivity to meet the growing demand for milk and dairy products in Tanzania:

1. Increase dairy productivity among smallholder farmers

2. Increase smallholder farmers’ incomes from dairy production

3. Strengthen value chain relationships between smallholder dairy producers and the formal
dairy sector
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PROJECT THEORY OF CHANGE

For all its Challenge Projects, AgResults' Theory of Change rests on the idea that, if appropriately
incentivized, the private sector will respond by creating, scaling, and/or delivering new technologies to
benefit smallholder farmers. In Tanzania, AgResults theorized that providing appropriate prizes to dairy
input suppliers for selling productivity-enhancing inputs and high-quality advisory services would boost
the profitability of these suppliers through increased sales to smallholder dairy farmers. By focusing on
increasing use of inputs, the Project aimed to boost farmers’ ability to not only maintain their animals’
nutrition but to increase productivity. This competition aimed to enhance the provision of quality inputs
and strengthen formal business relationships between input suppliers and their farmer customers.
Increased sales of these critical inputs would improve productivity in four ways:

1. Improved genetics: Providing quality artificial insemination (Al) services, along with other inputs, would
result in an improved mix of genes in cross-bred animals that would have the potential to respond to
higher-quality inputs and produce higher milk volumes than traditional breeds.

2. Better Health Management: Providing vaccines and parasite control would reduce dairy cow diseases
and deaths, safeguarding smallholder farmers' investments in their herds and increasing resilience to
external shocks.

3. Enhanced Nutrition: Providing animal nutrition inputs would improve Al conception rates, boost
productivity, and increase resilience to external shocks.

4. Higher Use of Advisory Services: Delivery of private sector-led advisory services would enhance
smallholder farmers’ knowledge of livestock management.

Together, these factors would increase and sustain incomes for smallholder dairy farmers and improve
nutrition.

Factors Contributing to Achievement of Long-Term Goals m

Increased

Capacity of St
Processors

_
Improved P—— Formal Markets by SHFs o

Profitability of 3 A -
Private it"m Relationships of Milk Sales Higher SHF Improved SHE
from In with Formal Improved Farmer Knowledge itk 1 e Incomes
put Markets of Livestock Management SEEHEOIE (sustained)

Sales to SHF

Higher
Improved Availability of Productivity
Productive Cows of Dairy Cows

Increased

Improved Nutrition of Cows Availability of

{especially during dry season) Milk in
Household

Improved SHF
Nutrition
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Increased Use of Vaccines and
Health Inputs

Increased Resilience to
External Shocks

Figure 1: AgResults Tanzania Project Theory of Change
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AgResults Stakeholders

As Figure 2 illustrates, AgResults has different stakeholders for each of its Challenge Projects and for the
entire initiative. At the top of the structure is the Steering Committee (SC), who is responsible for making
strategic decisions and comprises donor organization representatives and the Trustee.

The World Bank serves as the Financial Trustee (the “Trustee”) of the AgResults Initiative. The Trustee
manages donor contributions in a trust fund, makes payments to the Competitors, and contracts with the
AgResults Secretariat.

Deloitte Consulting Overseas Projects LLC, known as the AgResults Secretariat ( “Secretariat”), supports
project implementation, oversight and monitoring, project sourcing, peer review of new concepts,
outreach and communications, and provides services to contract the Project Manager. The Project
Manager (PM) is responsible for the daily management of the Project and oversees verification work.

Competitors are organizations that participate in an AgResults Challenge Project and receive
performance-based grants and prizes based on verified results. To confirm competitor activities and
results and determine prize eligibility, a Project specific Verifier (the “Verifier”) is appointed.

With the Steering Committee’s approval, the Project Manager selects and works with a Technical Advisory
Committee (TAC) of industry experts who provide technical guidance. It includes representatives from
public and private sectors that help guide the project and provide the project local perspectives
throughout implementation.

Additionally, the Steering Committee engages a third-party External Evaluator to assess Project impacts
and compare them with traditional development approaches.

Figure 2: AgResults Stakeholders
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COMPETITION DESIGN

Based on the Theory of Change outlined in the previous section, AgResults designed a PfR competition to
incentivize private sector actors, such as input businesses, dairy processors, milk collection centers, and
parastatals, to successfully sell or deliver “bundles” of productivity-increasing inputs to smallholder dairy
producers. Sales would be regularly verified during the competition to determine if Competitors met the
prescribed requirements to receive a prize payment. This section explains the overall competition design.

o Smallholder farmer: A farmer who owns up to 10 adult dairy cows

e Bundle: A set of 1-4 productivity-enhancing inputs packaged in a required quantity and delivered
to dairy cattle. See the “Prize Structure” section below for more information on how AgResults
defined the “bundles.”

e Competitors: Although AgResults did not target any specific value chain actor, the Project
anticipated a range of potential Competitors, including agrovets, input suppliers, dairy processors,
animal health solutions businesses, or animal breeders.

During the design phase, the Secretariat conducted a thorough analysis of the three primary milk-
producing regions in Tanzania to determine the competition’s geographic focus: The Southern Highlands,
the Coastal Region, and the Northern Milk Shed. The Secretariat used the following factors to evaluate
different regions’ suitability:

1. Size of the dairy industry: The Project considered the number of households in the region that
practiced dairy farming and relied on dairy for income as well as the number of improved dairy cattle.

2. Availability of private sector input providers: The Project gauged the level of development of the
dairy support service industry in the region, including input providers, processors, milk collection
centers, and cooperatives.

3. Market demand: Market demand, which was represented by the scale of milk offtake potential in the
region, was determined based on the presence of both formal and informal actors interested in
increasing smallholder farmers’ dairy productivity.

4. Climate suitability: The Project considered the region’s agro-ecological conditions and the potential
for impact.

Based on these factors, the Project chose to operate in Figure 3: Project Regions

the Coastal Region covering Dar es Salaam, Pwani,
Tanga, and Morogoro districts (excluding Kilombero and
Ulanga districts) due to the relatively high market demand
in the area given its proximity to the Dar es Salaam market.
Proximity to Dar es Salaam also meant fewer infrastructure
challenges, like cooling and transportation, for producers drorogora { Dar e Salaam
and provided access to a well-sized potential competitor e

base in the coastal region. Finally, although the Coastal

Region typically had a difficult climate, it represented a

greater potential for impact than in areas with more

favorable climate conditions.

Tanga
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Competition Stages

The competition was organized into four nine-month Sales Periods that ran annually from June to
February. The 9-month Sales Periods gave Competitors time to adjust their input packages and enabled
the Project time to review and approve new bundles annually ahead of each Sales Period.

The 90-day gap between Sales Periods was used to verify sales, calculate prize amounts per competitor,
award the prizes, and launch the next Sales Period. By awarding prizes annually, the Project provided
eligible Competitors with access to working capital, which in turn allowed them to reinvest and grow over
time.

Table 1: Competition Timeline

Sales Period Timing

Sales Period 1 June 1, 2020 — February 28, 2021
Sales Period 2 June 1,2021 — February 28, 2022
Sales Period 3 June 1,2022 — February 28, 2023
Sales Period 4 June 1, 2023 — February 28, 2024

Each year of the competition included three stages:

Stage 1: Bundle Submission. Before each Sales Period launched, each competitor would submit a list of
input bundles that they planned to sell to smallholder dairy farmers. They needed to list physical inputs
as well as the free advisory services they would offer and their area of operation within the coastal region.
The proposed list of inputs and advisory services were reviewed by the PM, the TAC, and the AgResults
Secretariat to determine their eligibility for the competition. In Tanzania, the TAC was composed equally
of male and female industry, regional and academic experts who provided technical advisory support
during competitor applications reviews, assessment of competitor input bundles, and resolution of prize
disputes. Once approved, Competitors would be notified and officially enter the competition.

Stage 2: Competition Period. After all Competitors were selected, the 9-month Sales Period would begin,
and Competitors would sell their menu of dairy input bundles to smallholder farmers. The Project would
encourage Competitors to deliver multiple bundles of more than one input to better meet farmers' needs.

Stage 3: Verification and Prizes. On a quarterly basis, the independent Verifier would review Competitor
sales and advisory services provided through a multi-layered verification scheme. At the end of each Sales
Period, the Verifier would calculate the total number of eligible input bundles sold by each Competitor to
determine their prize. The “Sales Verification Design” section provides more details.

Competitors were eligible to receive a per-unit prize payment based on the type and volume of inputs
they sold to smallholder farmers during each Sales Period. All Competitors had to reach a minimum of
200 smallholder farmers for each Sales Period that they participated in. This threshold was set to ensure
that only established or capable new businesses joined the competition.
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Figure 4: Implementation Stages of the Competition
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Prize Structure

To tackle four key barriers to smallholder dairy productivity, the competition promoted four types of input
bundles: parasite control, vaccine control, nutrition, and artificial insemination. Each input bundle type
had an associated per-unit award for its successful delivery to a smallholder farmer.

When calculating the prize amounts for each input type and bundle, AgResults considered a range of
factors, including the amount of the input required in a bundle, the expected cost of that input, and the
expected profit margin for delivery of that input. In Sales Periods 3 and 4, the prize amounts for each input
bundle type decreased gradually to prepare them to sustain their business operations without prize funds
after the competition ended. The gradual prize decreases can be seen in Table 2 below.

Table 2: Original Per-Unit Input Award Schedule

Base Award Per Sale Base Award Per Sale  Base Award Per Sale

Input Type

(Sales Periods 1 and 2) (Sales Period 3) (Sales Period 4)
Parasite Control $6 $4 $3
Nutrition $27 $20 $13
Vaccines $5 $3 $2
Artificial Insemination $15 $12 s7

To be eligible for a prize, Competitors could provide a bundle of one or more inputs to a smallholder
farmer. Competitors were encouraged to sell bundles that included more than one input — in other
words, more complex bundles. As such, the incentive structure included bonus prizes, known as a “bundle
bonus,” for Competitors that sold multiple-input bundles to the same farmer. Emphasizing bundles
through these higher prizes would expand farmers’ access to services and inputs as well as simultaneously
target livelihoods and nutritional outcomes. This approach of bundling interventions was considered a
good practice, and the Project aimed to increase adoption of most if not all the inputs. As Table 3 shows,
Competitors earned a bonus of 20-60% on top of the per-unit prizes for input bundle sales.
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Table 3: Bonus Prize Schedule

# of Input Base Award Bonus Total Prize per Competitor

Types Sold

1 Input Prize - = Base Award * # of Sales

2 Input #1 Prize + Input #2 Prize 20% = Base Award * Bonus * # of Sales

3 Input #1 Prize + Input #2 Prize + Input  40% = Base Award * Bonus * # of Sales
#3 Prize

4 Input #1 Prize + Input #2 Prize + Input  60% =Base Award * Bonus * # of Sales

#3 Prize + Input #4 Prize

To count as an eligible sale, input bundles were required to be accompanied by advisory services to
smallholder farmers on how best to use the inputs and other relevant topics. Samples, giveaways,
subsidized sales, and sales not directly sold to smallholder farmers or farmers outside of the project area
were not eligible for prize payments. Throughout the Sales Period, the Sales Verifier verified the number
of input bundles sold and confirmed that advisory services were provided.

Input Definitions
Below are the original definitions for each of the four eligible input types:

Artificial Insemination (Al): =
Competitors were required to sell
certified conventional or sexed semen
to a smallholder farmer and attain a
75% conception rate to be eligible for §
a prize'. The prize for Al was only
awarded if it was bundled with
nutrition inputs (see definition below).
This is because without proper
nutrition, Al is not as successful, which
limits a cow’s production capabilities.

Nutrition: Competitors were required
to provide approved nutrition
packages that included dry matter
(hay, fodder, silage) and nutrition

Farm manager Emmanuel Samuel feeds dairy cows with dry matter
supplements (minerals, urea molasses purchased from Mil Animal Nutrition Centre Ltd.
blocks, and standard dairy meal). To

! Sexed semen is processed bovine semen that increases the likelihood of producing female calves, which are more
valuable in dairy farming for their milk production. This technology is superior to conventional semen as it enhances
dairy productivity by expanding milk-producing herds, improving genetic quality, and offering economic advantages
through higher returns and better herd management.
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receive a prize for providing nutrition, Competitors had to address farmers’ dry season feeding challenges
by providing roughly 30% of dry season dry matter requirement for a 400kg cow (sale of 657kg of dry
matter) and either 12kg of urea molasses block, 100g of minerals, or 250kg of standard dairy meal per
cow to become eligible for a nutrition bundle.

Vaccines: To qualify for a vaccine prize, Competitors were required to sell two vaccines. Eligible vaccines
were: East Coast Fever (ECF), CBPP, Brucellosis, Rift Valley Fever (RVF), Black led/quarter, Anthrax, and
Lumpy Skin.

Parasite Control: Competitors were required to provide both acaricides (pesticides for ticks and mites)
and anthelminthics (antiparasitic) as a single input package. To be eligible for a prize, Competitors had to
provide the equivalent of a year’s supply of acaricide and anthelminthic for a single cow.

Growth and Prize Estimates and Key Assumptions

At its outset, the Project had several key assumptions about the number of participating Competitors,
number of farmers reached, number of bundles sold, and total prizes distributed. Tables 4 and 5 below
provide additional detail on these assumptions, which were used to construct the budget and total prize
purse, gauge the impact of the Pay-for-Results intervention, monitor progress, and support prize structure
adjustments as needed.

Table 4: Key Growth Assumptions

Key Project Growth Competition Competitor
Assumptions Year Growth Rate Input Input Input
# of Competitors — Y1 5 1 - 50% 30% 20% -
# of Farmers per 200* 2 100% 40% 25% 25% 10%
Implementer
# of Bundles Sold per 2 3 150% 40% 20% 20% 20%
Farmer
# of New 3 4 200% 35% 20% 20% 25%
Implementers—Y2-Y4

Table 5: Project Prize Assumptions

Year 1 Year 2 Year 3 Year 4 Totals
Total Farmers 1,000 2,600 6,800 20,400 30,800
Total Bundles 2,000 5,200 13,600 40,800 61,600

1-Input Bundles 1,000 2,200 5,560 14,940 23,700
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2-Input Bundles 600 1,360 2,960 8,400 13,320

3-Input Bundles 400 1,240 2,840 8,280 12,760

4 Input Bundles 400 2,240 9,180 11,820
Annual Prize $58,262 $184,851 $491,250 $1,512,968 $2,247,331

For each AgResults Challenge Project, the Secretariat designs a verification framework to ensure that
Competitors meet the requirements to qualify for a prize as well as to detect and prevent fraud and
manipulation. The Secretariat then hires a reputable third-party audit firm that can implement this
verification framework effectively. The Verifier is brought on to be an independent party that uses the
competitor rules to determine if a sale is eligible and worthy of a prize, their role is to ensure impartiality
in the verification process. In Tanzania, PricewaterhouseCoopers Limited was chosen as the Verifier
because of their understanding of the Project and their extensive knowledge of the local agribusiness
landscape.

From the onset, verification for the Tanzania Project sought a 95% confidence level for all reported sales
transactions reported by Competitors. To achieve this, the verification design included five connected
components:

Data Collection Tracking System

Through country-level research and interviews during
design, the Secretariat recognized that achieving a 100%
verification confidence level was unrealistic because many
input supply businesses lacked proper recordkeeping
practices. To mitigate this, the Project decided to incorporate
a digital sales tracking system that all Competitors would be
required to use. The system would also enable the Verifier to
track sales and assess consistent data from all Competitors.

Through a competitive process, the Secretariat selected

Cropln — a digital service provider focused on the
agricultural sector — to customize an existing application to A Kile Agrovet representative uses the DCTS to
track input sales to individual farmers, including critical track customer data.

information such as the farmer’s gender, contact information, and number of cows owned. The Verifier
used this system, referred to internally as the Data Collection Tracking System (DCTS), to run monthly
reports, conduct analyses, and determine where to further investigate any anomalies.

Sales Audits

In addition to the DCTS, the verification design required quarterly physical sales audits to validate sales
made to smallholder farmers. The Verifier would use the DCTS data to monitor input sales made by
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Competitors to confirm that reported sales figures were reasonably aligned with the input sales records
in each Competitor’s physical ledger books. Irregularities between sales information and sales ledger
books were further investigated by the Verifier to prevent against gaming or fraud.

Spot Checks

The verification design also included spot checks to bolster the quarterly sales audits. The Project used
statistical sampling to decide the frequency and number of checks needed to achieve the 95% confidence
level. Spot checks aimed to verify that farmers existed, advisory services were provided, and farmers
received the inputs claimed by Competitors. The Verifier would also conduct risk-based spot checks if
anomalies or potential red-flags presented themselves for further investigation.

SMS Messages

The design also included the use of SMS messaging to smallholder farmers to confirm receipt of inputs
purchased and advisory services received. Led by the Verifier, the design required a 60% response rate,
of which 90% of respondents needed to confirm the purchase of inputs. This approach would give the
Verifier an automated way to hear directly from farmers within a few days of purchase. However, as the
“Competition Sales Periods” section below shows, SMS messaging became riddled with complication, and
the requirement was eventually removed.

PM Routine Monitoring

Finally, as part of routine monitoring, the PM planned to meet with farmers who were reported in the
DCTS to have purchased an input. During these meetings, the PM would inquire about the service and
quality of the advisory services provided by a competitor and flag any issues with the Verifier.

PRE-LAUNCH PHASE

During the pre-launch phase, the Secretariat and PM recruited key project staff and engaged the Technical
Advisory Committee (TAC). AgResults also finalized the verification approach, introduced the Project to
key stakeholders, and reached out to private input businesses that were interested in participating as
Competitors.

Formed by the PM and approved by the Secretariat and Steering Committee, the TAC was a six-person
body made up of dairy value chain experts who provided technical input on project activities. They
weighed in on the final competition rules before the Project launched and reviewed and approved
Competitor applications and their proposed inputs for each Sales Period. Throughout Project
implementation, they met quarterly to review competition progress, advise on challenges, identify risks,
and provide guidance on risk mitigation. In other words, they were a localized governance mechanism,
helping to provide valuable contextual guidance and supporting wider awareness of the Project and the
PfR approach.

To ensure that gender was considered with all activities and that women participated and equitably
benefited from the competition, AgResults engaged a gender specialist to conduct a gender analysis of

10
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the dairy value chain in the Coastal Region. The analysis highlighted specific gender norms that could
prohibit women from participating as Competitors or from accessing the inputs as farmers. Following the
analysis, the expert provided specific and actionable recommendations to ensure that women benefit
equitably from the Project as well as how to approach gender in the PM’s outreach to potential
Competitors. Recommendations included approaches to integrate gender into the Project’s lifecycle tool,
trainings for the PM, and populations to target through outreach. Based upon the assessment’s findings
and associated recommendations, the Project required each Competitor to submit a gender engagement
plan as a part of their application that outlined how they would improve upon their engagement with and
reach more women farmers within the target geographies.

In collaboration with a local law firm, Kisali & Company, the PM reviewed key project documents, including
the business plan, terms of reference, and competition rules, to make sure they were within Tanzanian
law. The rules were designed to support the effective management of the competition, ensure effective
participant selection for the competition, prioritize equal and fair treatment of all participating entities,
and safeguard the rights of the PM, Verifier, and Secretariat on decisions made during the competition.

The competition rules helped to streamline the competition phases to align with the three competition
stages per the design (as detailed previously), entry to the competition, and the types of participants
required for the competition. The rules ensured that all participants met the eligibility requirements (i.e.,
formally registered and in good standing with the government) to apply for the competition. These rules
were then approved by the AgResults Secretariat and became a tool to guide effective implementation.

PROJECT LAUNCH AND IMPLEMENTATION

The AgResults Tanzania Dairy Productivity Challenge Project was launched on November 21, 2019, at the
Sea Cliff Hotel in Dar es Salaam. Participants included 52 key industry stakeholders (33 men, 19 women)
input distributors and/or wholesalers, dairy processors, feed manufacturers, parastatal organizations,
relevant government ministries and agencies including regulators, development partners, farmer
associations and cooperative union representatives, financial institutions, and donors. During the event,
the PM explained the program objectives and gave an overview of the competition to show how it would
incentivize the private sector to increase access to productivity-enhancing inputs and advisory services to
smallholder farmers. As part of its aim to indirectly facilitate access to finance, the PM emphasized to the
financial institutions in the audience that it hoped that prospective Competitors could establish
relationships and potentially access finance that could help them throughout the competition. The PM
team also explained the timeline, input categories, concept of input ‘bundles,” prize structure, quality
control, and verification protocol.

Government Engagement

To ensure the Project aligned with objectives of the Government of Tanzania and to gain its support, the
PM sent a letter to the Ministry of Livestock and Fisheries to introduce the Project. The Ministry then
introduced the Project to their Regional Administrative Secretaries and Livestock Advisors through the
President’s Office Regional Administration and Local Government (PO-RALG). Following the Project
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introduction, a Memorandum of Understanding (MoU) was developed to define the areas of collaboration
and responsibility of each party. The MoU was signed on November 6, 2020.

Throughout the life of the Project, support from the Government of Tanzania was incredibly positive.
Because the government believed in the Project’s goals and objectives, was consulted regularly, and was
informed of the Project’s many successes and challenges, it consistently helped the PM to overcome
obstacles and did not present any additional barriers to implementation. Government support was a key
reason that the Project reached as many farmers as it did through the support of their public extension
agents.

Recruitment of Competitors

To engage potential Competitors and communicate Project goals, the PM developed an outreach
program.

Request for Applications. In January of each year, the Project launched a Request for Applications (RFA)
to identify prospective Competitors. The RFA was posted on the AgResults website, and the link to the
application was disseminated through local and regional media outlets and social media. The RFA was also
shared via email to government Regional Livestock Advisers, TAC members, project launch participants,
and other key stakeholders.

In-Person Visits. Ahead of Sales Periods 1 and 2, the PM conducted in-person visits and made phone calls
to potential Competitors to verify information in their applications. These visits confirmed that interested
Competitors understood participation requirements, had the appropriate registration documentation,
and were in stable financial standing to participate in the Competition. For Sales Periods 3 and 4,
awareness of the Project was high enough that the PM did not need to market the RFA in person.

During each application period, Competitors were required to:

e Provide a list of productivity-increasing input bundles that were on the government-approved list
to mitigate threats of counterfeit inputs.

e Include strategies and plans for gender inclusion in their application.

e Share a detailed description of how they will sell inputs and deliver advisory services to
smallholder farmers.

e Beregistered to provide dairy inputs in Tanzania, especially in the coastal areas (Tanga, Morogoro,
Pwani, and Dar Es Salaam).

Competitor Engagement

Before each Sales Period began, the PM held a kickoff meeting to ensure that Competitors were prepared
for implementation. Competitors were also introduced to the Government Livestock Advisors for Tanga,
Pwani, Morogoro, and Dar es Salaam to strengthen public-private collaboration. Bi-weekly and monthly
calls further enhanced collaboration and communication with Competitors.

Competitor Induction Meeting

Recognizing that the PfR model was a new concept for Competitors, the PM and Secretariat conducted an
induction training for Sales Period 1 that explained the competition rules, set expectations about
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participation, and built relationships among Competitors. It also provided a range of information about
effective advisory services, the use of the Data Collection and Tracking System (DCTS) to record sales,
gender awareness, and project evaluation. Finally, the induction training gave an overview of the
verification process and the Verifier’s role. Given the importance of having a platform to convey critical
messages and trainings to Competitors, the PM and Secretariat decided to make the induction meetings
a requirement in subsequent years of the Project.

Gender Business Case Trainings

The gender and youth assessment conducted at the start of the Project had identified gaps related to
active participation of women and youth for equitable benefit of the Project activities along the dairy
value chain. Gaps in gender inclusion are not unique to AgResults but rather a reminder that low
participation of women and youth on the business side of agriculture and livestock value chains persist
globally.

Given this gap, the Project aimed for input suppliers to increase women’s access and use of high-quality
inputs and advisory services with consideration to women’s workloads at the household level, community
level, and with dairy farming activities. Competitors were trained on how they could holistically integrate
women and youth to make the dairy value chain more inclusive. Competitors also examined their
organizations in terms of gender equity and came up with strategies for a more inclusive approach. In
addition, each Competitor developed a gender inclusion plan to use during the Sales Period.

Competition Sales Periods

The Tanzania Project comprised four nine-month Sales Periods during which Competitors delivered
bundles of productivity-enhancing inputs coupled with advisory services to smallholder farmers.

Sales Period 1

Due to the COVID-19 pandemic, the Project
shifted the Sales Period 1 start date from June
1, 2020, to July 17, 2020, to give the team
extra time to set up virtual onboarding
trainings, finalize the development of the
DCTS, integrate proposed inputs and advisory
services into the digital platform as well as
register Competitors and extension workers.
To ensure that the Competitors still had a full
nine-month Sales Period, the end date was
moved from February 28, 2021, to April 16,
2021.

The six Competitors that participated in Sales

Period 1 used innovative strategies to deliver j, gubeho Village, cows emerge from the communal dip tank -
services, such as conducting mass vaccination g pool of insecticide-treated water. Damian Agrovet provides
campaigns in partnership with other Rubeha Village with parasite control products for dairy cows
Competitors and government agriculture and other livestock.

extension officers and using communal dip
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tanks to increase the sales of vaccines and parasite controls. They collaborated with dairy cooperatives,
farmers associations, and dairy hubs to provide customized services to farmers.” They hired extension
officers from the public and private sectors to support delivery of inputs and provide advisory services.

Despite this engagement, Competitors were limited by effects of the COVID-19 pandemic. The Tanzanian
government implemented travel restrictions, which constrained Competitors’ ability to conduct awareness
campaigns to build demand for inputs among smallholder farmers prior to the start of Sales Period 1. The
Competitors reported a 30-40% reduction in input sales due to these travel restrictions, which also limited
their purchasing power and created stock shortages of some inputs at their shops. A complete ban on
group trainings reduced the number of farmers who accessed advisory services, as Competitors could only
provide training for farmers one at a time.

The pandemic also negatively affected the input supply chain and distribution. The supply chain from
importation to distribution was affected due to lockdown in sourcing hubs like Kenya and Europe. Local
supply was also affected due to reduced bus services. However, the government worked closely with
importers to mitigate delays and to ensure proper stock of vaccines and other imported inputs.

Delays Operationalizing the DCTS. The DCTS was originally scheduled to be configured and online on June
1, 2020, before Sales Period 1 began. However, the Cropln team needed more time to fully translate the
technical requirements for each input into the application. Additionally, with COVID travel restrictions,
the Cropln team could not travel to Tanzania so was forced to rely on virtual meetings. As a result, Sales
Period 1 was delayed by 47 days. Delaying the start of the Sales Period mitigated some issues, but this
also meant delaying sales of parasite control, which caused Competitors to miss out on sales during the
most optimal time for treatment.

Low Nutrition and Al Performance Among Competitors. During Sales Period 1, sales of nutrition and Al
input bundles remained low. As explained on page 7, the original design required Competitors to achieve
a 75% conception rate for Al and sell a

complete nutrition bundle of 675kg of dry
matter with a complementary supplement.
Throughout Sales Period 1, Competitors and
farmers struggled to meet these minimum
requirements. Further investigation by the
Secretariat, PM, and TAC revealed that
these requirements were unrealistic due to
the health, genetic makeup, and size of
native breeds. Specifically, the actual
average conception rate for Al in Tanzania
was closer to 50%, and 675kg of dry matter
was too high based on the average size of
native breeds, which are smaller than larger
dairy cattle in Europe and North America,

William Nzaro, a veterinarian and extension officer for Damian
which was the benchmark for the 675kg AgroVet, examines a nutrition supplement for dairy cows.
nutrition bundle. These factors contributed

2 |n Tanzania, dairy hubs are centralized facilities that support local dairy farmers by providing services such as milk collection,
processing, veterinary care, and training to enhance productivity and market access.
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to very low performance of these two input bundles. The text box below describes how the Project course
corrected to address these issues.

Challenges with the SMS Response Requirement. Gathering SMS responses from farmers was an
important piece of verification. In Sales Period 1, SMS response rates among farmers were extremely low,
calling into question if Competitors were making sales to farmers as reported in the DCTS. After several
months of investigating this issue, the Secretariat, PM and Verifier determined that the low response rates
were a result of challenges with mobile service enroliment, network issues, and a series of cell service and
data shutdowns during Tanzania’s presidential elections. During this time, the PM focused on emphasizing
to Competitors the importance of their customers responding to SMS messages.

Sales Period 1 Award Ceremony. Despite these obstacles, at the Sales Period 1 award ceremony on June
30, 2021, four Competitors received $27,572 in prizes for selling 4,116 bundles. As shown in Table 6,
although many of the actual results surpassed expectations, the prizes awarded in Sales Period 1 were
half of what was originally predicted in the design phase. This shortfall was largely due to the
underperformance among Competitors of the nutrition and Al bundles, as outlined above. There were
also more single-input bundles sold and fewer multi-input bundles sold that initially predicted.

Table 6: Sales Period 1 Competition Performance against Estimates

Sales Period 1 Estimates Actual % Difference
Number of Competitors 5 6 20%
Number of Bundles 2,000 4,116 106%
Number of Farmers 1,000 2,590 159%

Prize Amount ($) 58,262 27,572 -47%

Difficulties in Understanding Requirements. Reflecting on
the performance of Sales Period 1 after it ended,
participating Competitors said they had difficulty
understanding the requirements for the Al bundle,
specifically the expected coupling with the nutrition bundle,
as well as overall input bundling, prize eligibility, and
eligibility criteria such as the meeting the minimum
threshold of 200 smallholder farmers — which had been set

Best Practices: Competitor and PM
Reflections

At the end of each sales period, the PM
facilitated  conversations with  the
Competitors to capture reflections on
their  activities and their overall
experience to inform the next year’s

to ensure that only established or capable new businesses
joined the competition. It was clear that the Project had to
do a better job of clarifying these concepts from Sales
Period 2 onward.

To address these challenges, the PM increased remedial
trainings to existing Competitors to address their questions

approach. Then, before the start of each
subsequent sales period, the PM would
review this feedback with participating
Competitors during the onboarding
meetings.

and provide clarifications. Second, in preparation for Sales Period 2, the Secretariat and PM reviewed all
existing RFA and communications material to make the requirements clearer. Finally, the PM developed
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a two-page document titled “A Guide to Unlocking Prizes”, which had visuals of bundling requirements
and a checklist to support Competitors in attaining complete bundles and subsequent prizes.

Design Modifications Made at the End of Sales Period 1

Restructuring of the Artificial Insemination (Al) Bundle. Based on the research and findings
conducted by the PM and Secretariat, the Project proposed restructuring the Al input bundle at the
end of Sales Period 1 to better align with the Tanzanian context and make this input bundle more
achievable while not sacrificing increased dairy productivity. The PM proposed a plan to reduce the
required conception rate from 75% to 50% and partially de-coupling the nutrition bundle by no longer
requiring a full dry matter ration, and only requiring mineral supplement.

Amendment of the Nutrition Bundle. Based on the research conducted in Sales Period 1, the PM also
proposed to the Steering Committee a slight amendment to the nutrition bundle to reduce the dry
matter requirement for the nutrition bundle from 657kg to 470kg to better align with amount of dry
matter required based on the average size of dairy cows in Tanzania.

Both proposed changes were approved by the Secretariat and Steering Committee and adopted for
Sales Period 2.

Sales Period 2

Sales Period 2 started on June 1, 2021, with 11 Competitors (5 existing, 6 new) participating to deliver
inputs and services to smallholder farmers. In Sales Period 2, existing Competitors had a better
understanding of the competition rules and requirements from both their experiences in the first cycle
and from strengthened communications of the input requirements. They also benefitted from the rule
changes for Al that reduced the required conception rate from 75% to 50%, the decoupling of the full
nutrition bundle from Al, and the lower dry matter requirements to obtain the full nutrition bundle.

Throughout the period, the PM observed higher purchases by smallholder farmers due to repeat
customers, who were supported by frequent farm visits and quality advisory services. Competitors
created more distribution channels in remote locations and invested in mobile outlets, boosting farmers’
access to inputs, especially among women. Higher demand for inputs and services improved Competitor
operations and their sales rose accordingly. With higher incomes and more working capital from the
prizes, Competitors became viable candidates for financing and were able to secure loans from financial
institutions. With higher incomes and more working capital from the prizes, Competitors became viable
candidates for financing and were able to secure loans from financial institutions. This built on initial work
that the PM had done during the launch to help Competitors establish relationships with these entities.

Continued SMS Verification Challenges. SMS farmer response rates remained low into Sales Period 2
despite increased messaging to all the Competitors about its importance for validating sales. This triggered
a deeper look into why this feature of verification was not functioning as expected. The PM and Secretariat
found out that in addition to typical power outages, occasional delays in relaying SMS messages, and
literacy constraints, there were even larger drivers for low adoption: First, it was common for individuals
within a large household or multiple households to share a single number, which often led to a response
stating that they had not received a sale or more commonly no response at all. Second, the Project noted
that there simply was little to no incentive for farmers to respond. Finally, after consulting Tanzanian
telecoms, the Project learned that many Tanzanians intentionally did not comply with a new law requiring
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citizens to register their SIM cards with the National Identification Authority due to concerns with privacy
and taxation, all of which prevented many smallholder farmers from receiving SMS messages. Given all
these issues, it was determined that SMS messaging would not work as expected and that the Project
needed to rethink how it would engage directly with smallholder farmers to validate sales. (See text box
below for design modifications addressing this issue.)

Increase in Input Sales. The Project observed a significant increase in single input sales during Sales Period
2. The PM attributes this to established Competitors applying learning from Sales Period 1 and new
Competitors learning from others. Initially, most Competitors focused on selling parasite control and
vaccines because these were the easiest prizes to achieve. However, with the rule changes for Al and
nutrition, more Competitors began attempting to sell the more complex bundles (for which there were
higher financial incentives). Additionally, successful Competitors from Sales Period 1 reinvested their prize
money into expanding their operations, such as hiring more extension staff, acquiring Al testing kits, or
expanding their geographical reach.

Competition Performance. Sales Period 2 concluded with nine Competitors receiving approximately
$348,248 for selling 37,391 input bundles. This represented an increase in bundles sold of more than 800%
as compared with Sales Period 1. Table 7 below illustrates the actual performance of Competitors against
what was predicted in the original design, showing significantly higher results than originally expected.
Thanks to direct outreach by the PM, there was a 38% increase in the number of participating
Competitors, although some proved much more dominant than others: Two Competitors received
approximately $120,000 each in prizes and the remaining seven received a range from $122-$34,000.
Sales were largely dominated by single input sales, specifically parasite control and vaccination inputs,
which were by far the most achievable. It is also worth noting that vaccine sales grew by approximately
750% from Sales Period 1 to Sales Period 2, and parasite control sales grew by 1,038%. Although Al and
nutrition sales also greatly improved, they both fell below Project performance expectations as outlined
in the original design.

Table 7: Sales Period 2 Competition Performance against Estimates

Sales Period 2 Estimates Actual % Difference

Number of 8 11 38%
Competitors

Number of Bundles 5,200 37,391 619%
Number of Farmers 2,600 10,114 289%

Prize Amount ($) 184,857 348,286 88.4%
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Design Modifications Made at the End of Sales Period 2

Removing SMS Verification Requirement in Lieu of Increased Phone Call Spot Checks. The PM,
Secretariat, and Verifier determined that using SMS messages to validate farmer input purchases was
not feasible due to the numerous challenges identified during Sales Periods 1 and 2. Consequently,
the Project proposed to the Steering Committee to shift from SMS messaging to increased phone call
spot checks from the Verifier to farmers reported in the DCTS as having purchased inputs from
Competitors. This proposal was approved and implemented into the rules ahead of Sales Period 3.

Sales Period 3

Sales Period 3 kicked off with 16 Competitors (11 existing, 5 new) participating to deliver inputs and
advisory services to smallholder farmers. As dairy farmers learned from advisory service agents about the
benefits of improved genetics and its impact on milk production, the demand for fodder and Al continued
to rise. Farmers also confirmed better access to vaccine and parasite control inputs in the villages, which
meant higher usage and fewer infestations and related illnesses among the target dairy herds.

During Sales Period 3, the PM observed significant "V

investment in Competitors’ procurement of inputs, Tred
human resources, and logistics to increase their reach to
more remote farmers. Competitors leveraged improved
delivery models to sell both single and multi-input
bundles. They also scheduled follow-up on-farm advisory
visits with farmers, encouraged repeat sales, and
provided training to smallholder farmers on the benefits
of using the productivity enhancing inputs on their dairy
cows. These efforts lead to increased trust among
smallholder farmers in private extension, which
previously had not been a core part of interactions
between these two groups

Dr. Baklina Mafwere, owner of supply shop
Baklina Ltd, poses for a photo in his supply shop.

Explosion of Parasite and Vaccine Input Bundle Sales. During Sales Period 3, sales of parasite control and
vaccines continued to increase and dominate competitor sales. This growth was partly due to
Competitors’ collaboration with the government on vaccination campaigns, farmers' increasing
awareness of the importance of these inputs for animal health, and the fact that these inputs were the
easiest for most Competitors to sell. Although this was seen as a positive outcome, it also raised internal
concerns. Questions emerged about whether the requirements were too lenient, whether the Project's
prize pool could sustain payouts if the trend continued, and whether the Project’s incentives had created
ademonstration effect reached a critical mass — coupled with market system changes that were sustaining
the growth in uptake of vaccines and anthelmintics. (See text box below for design modifications
addressing this issue.)

Spiking Demand for Fodder to Complete Nutrition Bundle. The nutrition bundle was arguably the most
critical input for dairy production but also the most challenging to achieve. Consequently, it offered the
highest single input prize of USD$20 during Sales Period 3. Despite adjustments to the requirements in
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Sales Period 2, sales of the nutrition bundle rose only marginally. To understand the continued low sales
and market constraints, the Secretariat requested an investigation by the PM, who identified that the top
issue was a shortage of fodder required to complete the nutrition bundle. The PM identified five
contributing factors:

Erratic rain patterns led to low yields of fodder.

Few farmers produced fodder because most practiced traditional grazing methods.
There was a shortage of available land for fodder production.

Potential fodder producers lacked access to quality climate-smart seeds.

The fodder market itself was underdeveloped.

vk wN e

As a result of these factors, Competitors struggled to source enough dry matter to meet the nutrition
bundle’s requirements. The Project discovered that some Competitors were going to great lengths to find
dry matter, even sourcing from the Tanzanian prison system. In sum, Competitors faced a significant
supply-side challenge to meet the growing demand for fodder to complete the nutrition bundle and
directly sell to farmers outside the competition. (See text box below for design modifications addressing
this issue.)

Competition Performance. Sales Period 3 concluded with 12 Competitors winning a total of $1,092,059 in
prizes for attaining 163,350 bundles. Table 8 below portrays the actual results against what was expected
in the initial design process.

As shown in the table below, Competitor performance in Sales Period 3 significantly surpassed targets and
the PM team’s expectations. This is further detailed by the exponential growth in sales from Sales Period
2 to Sales Period 3, which saw an increase of 437% among all input bundles sold and an increase of 314%
in total prizes awarded. Such notable growth stemmed from a better understanding of the competition
rules, scaling of actions and investments by certain Competitors (Twins, Damian, Kile, and MilL) to new
geographies, improved financial capacity of Competitors to invest in their business operations, and
improved serviced delivery infrastructure (mainly distribution systems). Prizes won by individual
Competitors ranged from $7500 - $324,000 with four Competitors receiving the bulk of prizes ($900,000).

Table 8: Sales Period 3 Competition Performance against Estimates

Sales Period 3 Estimate Actual % Difference

Number of 12 16 33%
Competitors

Number of Bundles 6,800 163,350 2,302%
Number of Farmers 2,600 26,785 930%

Prize Amount (S) 491,250 1,092,059 122%
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Design Modifications Made at the End of Sales Period 3

Reduction of Vaccine and Parasite Control Prize Amounts. Due to the high performance in Sales
Period 3, the Secretariat and PM saw that sales of these inputs were becoming self-sustaining and, if
trends continued, anticipated that Competitors might exceed the remaining prize pool of $846,000.
As a result, the Steering Committee approved the reduction of the Sales Period 4 prize amount for the
vaccine bundle from $2 to $1 and for the parasite control bundle from $3 to $2.

New Fodder Incentive Bundle Designed/Approved. Recognizing the rising demand for fodder and
supply challenges faced by Competitors, the Secretariat and PM proposed a new prize for fodder
production and sale to the Steering Committee. This incentive aimed to help complete nutrition
bundles and meet the growing demand among smallholder farmers. The Steering Committee
approved the incentive and allocated $223,404 to the prize pool.

Sales Period 4

Sales Period 4 of the input bundle competition began with 15 Competitors, 14 of whom were returning
participants. Two Competitors decided not to continue due to internal decisions. As the final year of the
Project, there were high expectations that Competitors would qualify for more multi-input bundle
bonuses than in previous years. This optimism was fueled by reports from Competitors that had
reinvested their previous prize awards into their businesses and expanded their service offerings to
farmers. The Project also anticipated a continued rise in Al sales and confirmed pregnancies, which had
been gradually increasing since the rule change in Sales Period 1 and buoyed by improved services and
healthier cows. Additionally, with the introduction of a new fodder supply incentive (see below), it was
expected that more complete nutrition bundles would be sold, along with higher volumes of fodder being
sold directly to farmers. Finally, the Project expected overall sales to continue exceeding expectations,
driven by stronger relationships between Competitors and smallholder farmers as well as confidence in
the inputs and advisory services through this trust that had been built.

Multi-Input Bundles. In Sales Period 4, multi-input bundle sales significantly increased, which not only
validated the Project’s expectations for the period but also signaled a maturation of Competitors’ business
practices, which was a central tenet of the original design. For example, Competitors sold 4,166 multi-
input bundles in Sales Period 1, 163,350 in Sales Period 3, and 233,221 in Sales Period 4. This said, it should
also be noted that the most common multi-input bundle was consistently parasite control and
vaccinations.

Al Sales and Confirmed Pregnancies. Al sales during Sales Period 4 surpassed the total performance of
this incentive from all previous periods combined. A total of 11,649 Al sales occurred during the period,
resulting in 7,829 confirmed pregnancies representing a 67% conception rate — a twelvefold increase
from Sales Period 2. According to anecdotal feedback from farmers, a key driver of this improvement was
the enhanced impact of advisory services, which led to good dairy management practices and better
feeding to improve cattle fertility. Additionally, overall animal health, a critical factor for successful
conception, was perceived to have improved due to the use of supplements and other inputs sold
throughout the competition.
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New Fodder Incentive Performance. Sales Period 3 revealed several reasons for the Project to develop a
new incentive to drive up fodder production and supply. An overarching goal of this new incentive was to
increase fodder output to 5,000 MT to meet the assessed demand within the Project’s implementation
area for Sales Period 4. The incentive was designed to give awards to producers who sold bundles of 470kg
of traceable fodder to either farmers or other |8 i %
Competitors. For each bundle sold the producer |
received $21 USD. Given time and resource
constraints, the prize pool was capped with prize
awards given up to 5,000 MT, the equivalent of
$223,404.

Since this incentive was introduced late in the
Project, there was a risk that prospective
Competitors might not be aware of the
opportunity or might not apply to the RFA for the
fodder prize. To mitigate this risk, the PM team

conducted a rapid awareness campaign that
included phone calls and in-person meetings Farmer Richard Gervas feeds his cows while playing Swahili

with current Competitors and their referrals to ~ music for them. “They love music,” he says, with a smile.

other input businesses or farmers already involved in fodder production. In preparation for the formal
RFA solicitation and building on best practices from earlier in the Project, the PM also developed a
"Unlocking the Fodder Prize" one-pager that clearly outlined the requirements. This document was widely
shared throughout the Project’s established networks. By the start of Sales Period 4, 13 fodder
Competitors had entered the competition.

Fodder production began in March 2023, but irregular rainfall patterns and a shortage of high-quality
climate-smart fodder seeds, such as Sugar Graze and Brachiaria Grass, caused delays in the initial planning
stages. To address this, the Project partnered with the Ministry of Livestock to secure permits for
importing these seeds and supported farmers in cultivating them in their respective regions. As a result,
fodder producers harvested approximately 11,000 MT of fodder, with 6,000 MT sold directly to
smallholder farmers and the remaining 5,000 MT sold to Competitors to complete nutrition bundles. The
most common varieties sold were Napier, Sugar Graze, Brachiaria, Maize Silage, and Buffel Grass. The
fodder incentive competition ended with 9 fodder producers meeting the minimum requirement of
fodder produced and sold, which resulted in a total prize payout of $223,404. As noted above, this prize
award was capped, yet many producers continued with production beyond the prize cap amounts to meet
general demand. Fodder production stimulated by the prize in fact supplied slightly more fodder outside
the prize structure than within it.

Improved Sales of Nutrition Bundle. The fodder incentive led to a dramatic increase in complete nutrition
bundles sold during Sales Period 4. A total of 41,421 eligible nutrition bundles were sold, compared to just
524 in Sales Period 2 and 757 in Sales Period 3. In other words, nutrition bundles experienced a 44%
increase from Sales Period 2 to 3 versus a 5,371% increase from Sales Period 3 to 4. Competitors attributed
this surge in sales to the rising demand driven by enhanced farmer awareness from expanded advisory
services and a consistent supply of high-quality fodder. These factors significantly contributed to the high
growth in nutrition bundle sales and validated the Project’s assumption at the onset of the Sales Period.
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Competition Performance. Sales Period 4 concluded with 14 Competitors (excluding fodder producers)
receiving a combined total of $1,893,659 for attaining 625,196 bundles. Table 9 below shows the expected
performance of Competitors as outlined in the initial Project design against the actual results in Sales
Period 4.

As seen in the figures below there was astounding growth during the period that far outpaced
expectations. More importantly, the figures represent different components of the original design coming
together (i.e., strong on-farm advisory services, doorstep delivery of quality inputs, formalization of
market actors, and increased productivity). Although the number of Competitors did not significantly
change, their ability to efficiently deliver input sales and credible advisory services was evident in the raw
data and the countless anecdotal comments received from farmers citing the Project’s impact on their
productivity and profitability. This is most evident in the number of bundles sold that surpassed
expectations by an incredible 1,432% to more than double the number of expected smallholder farmers.

Table 9: Sales Period 4 Competition Performance against Estimates

Sales Period 4 Estimate Actual % Difference

Number of 15 14 -7%
Competitors

Number of Bundles 40,800 625,196 1432%
Number of Farmers 20,400 45,344 122%
Prize Amount (S) 1,512,968 1,893,659 25%

Participating Competitors and Fodder Producers are described in further detail below. Although the
Project originally thought mostly dairy offtakers and processors would participate, Competitors included
agrovets, input suppliers, input suppliers, fodder producers, dairy processors, animal health solutions
businesses, and animal breeders.

1. Kile Agrovet Veterinary Centre is a medium-sized agrovet business that participated in Sales
Periods 1-4. They sold all four inputs to 11,546 smallholder farmers in Morogoro, Tanga and
Pwani. Kile also took part in the fodder competition and sold 1,541MT of Rhodes, Sugar Graze,
Napier, and Brachiaria Mlato Il grown within Morogoro.

2. VetFarm Tanzania is a medium-sized agrovet business that participated in Sales Periods 1-4. They
sold all four inputs to 4,704 smallholder farmers in Dar es Salaam and Pwani. Vetfarm also took
part in the fodder incentive and sold 336MT of Sugar Graze grown in Dar es Salaam.

3. A2ZUniversal Co. Ltd. is a large animal health solutions business that participated in Sales Periods
1-4. They sold all four inputs to 1,049 smallholder farmers in Tanga, Morogoro, Pwani, and Dar es
Salaam. A2Z took part in the fodder competition and hoped to sell Sugar Graze grown in Iringa
within the competition regions.

4. Agricare Enterprises is a medium-sized agrovet business that participated in Sales Periods 1-4.
They sold all four inputs to 7,513 smallholder farmers in the Tanga region. Agricare took part in

22



Ag

INNGVATION IN RESEARCH

AgResults Tanzania Dairy Productivity Challenge Project
Final Report

AND DELIVERY

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

the fodder competition as well, selling 972MT of Cenchrus and Sugar Graze grown within the
Tanga region.

Damian Agrovet is a medium-sized agrovet business located in Morogoro that participated in
Sales Periods 1-4. They sold all four inputs to 24,366 smallholder farmers. Damian also took part
in the fodder competition, selling 1,743MT of dry matter to farmers grown within the Morogoro
region.

Mkwakwani is a small agrovet business located in Tanga that participated in Sales Periods 1, 3,
and 4. They sold all four inputs to 1,680 smallholder farmers.

ABEA is a large animal breeding solutions business. ABEA only participated in a portion of Sales
Period 2, reaching 42 farmers before dropping out of the competition.

Twins & General Supply is a medium-sized agrovet and general supply business that participated
in Sales Periods 2-4. Over the life of the competition, they sold all four inputs to 6,844 smallholder
farmers in Morogoro and Pwani.

Iddi Agrovet is a medium-sized agrovet business that participated in Sales Periods 2-4. They sold
all four inputs to 4,303 smallholder farmers in the Tanga region.

Oiso Agrovet is a small agrovet business who participated in Sales Periods 2-4. They sold all four
inputs to 3,900 smallholder farmers in the Tanga region.

Mil Animal Nutrition is a medium-sized animal feed solutions business that participated in Sales
Periods 2-4. They sold nutrition inputs to 561 smallholder farmers in Pwani, Dar es Salaam,
Morogoro, and Tanga. MiL also took part in the fodder competition, selling maize, sugar graze,
napier and Brachiaria grown in the Morogoro region.

Kilosa Veterinary Centre is a small agrovet business that participated in Sales Periods 2-4. They
sold all four inputs to 2,673 smallholder farmers in the Morogoro region.

Baklina Limited is a medium-sized agrovet business that participated in Sales Periods 3-4. They
sold all four inputs to 3,607 smallholder farmers in the Morogoro region.

Makanyaga Veterinary Centre is a medium-sized agrovet located in Morogoro that participated
in Sales Period 3. However, the business only reached 82 smallholder farmers and was not eligible
for a prize. They did not enter Sales Period 4.

Amazon Agrovet is a small agrovet located in Pwani that participated in Sales Period 3. However,
the business only reached 36 smallholder farmers and was not eligible for a prize. They did not
enter Sales Period 4.

Korogwe Farmers Caretaker is a medium-sized agrovet that participated in Sales Periods 3-4. They
sold all four inputs to 313 smallholder farmers in the Tanga region.

Muheza Agrovet Supplier is a medium-sized agrovet input business that participated in Sales
Period 4. They sold all four inputs to 587 smallholder farmers in the Tanga region.

Lushu Ranching Company Limited is a medium sized fodder producer who throughout the fodder
competition in Sales Period 4, sold 787MT of napier, Sugar graze, and Cenchrus celiaris grown
within Pwani.

Remix Veterinary Center is an input supplier who only took part in the fodder competition | in
Sales Period 4, selling 458MT of dry matter grown within the Pwani region.

Kigobe Farmers Centres Company Limited entered the fodder competition in Sales Period 4 but
did not sell any dry matter to farmers or competitors within the project regions.
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21. Mongella Pasture Farm is a small-scale fodder producer who throughout the fodder competition
in Sales Period 4, sold 11 metric tons of Brachiaria Mulato Il, Brachiaria, and Napier grown within
the Pwani region.

22. Profate Investment Limited is a dairy processor that entered the fodder competition in Sales
Period 4 and sold 115MT of Sugar Graze grown within the Pwani region.

23. GwlL Investment is a fodder producer that entered the fodder competition in Sales Period 4,
selling 129MT of Sugar Graze and Napier grown within Dar es Salaam.

24. Winfred Tesha Farm is a fodder producer that entered the fodder competition in Sales Period 4.
During the competition, they sold 478MT of Sugar Graze and Napier grown within the Tanga
region.

TRENDS IN COMPETITOR ACTIVITIES

Throughout Sales Periods 1-4, Competitors introduced several new practices that allowed them to better
meet the needs of their customers — in turn increasing animal productivity, improving smallholder farmer
incomes, and strengthening value chain relationships with smallholder farmers and wholesalers. Practices
included adjustments to their business models and partnerships with other input suppliers, activities to
increase awareness of smallholder farmers on the use of productivity-enhancing inputs, and the delivery
of high-quality extension services.

To qualify for a prize, all Competitors had to devise strategies and change their business operation models
to sell inputs more efficiently and successfully to smallholder farmers. However, many Competitors had
to change their mindset and business models to meet these requirements. Previously, businesses relied
on over-the-counter sales, where farmers would travel long distances to the Competitors shop to access
the inputs required. This approach limited their ability to understand farmers' needs and provide required
services.

During their participation in the Project, Competitors developed new strategies to meet smallholder
farmers where they were and bring the needed services to their doorstep. They created strategic business
plans, identified reputable wholesale suppliers for
procurement of their inputs to ensure quality,
hired extension officers who could better support
the delivery of inputs and advisory services, and
accessed finance or credit to strategically invest
and increase profit and scalability. Although
Competitors were also required to develop
strategic gender plans at the start of each sales
period, the Project did not see much change
directly from these plans: Several Competitors
hired female extension agents, but percentages of
female farmers in the competition remained

Rubeha Village's Livestock Committee chairperson consistent throughout the four sales periods.
Stanley Ndugai prepares to herd his cows through
a dip tank. The Competitors also implemented various

innovative approaches: They collaborated with
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village committee members to raise awareness and distribute products to smallholder farmers. They also
used existing smallholder farmer databases to reach out to smallholder farmers and encourage them to
invite their friends and neighbors to training sessions. The Competitors conducted regular farm visits to
individual farmers and used mobile calls to monitor the progress of the animals after delivering inputs.
Additionally, a few Competitors collaborated with the government during district agricultural fair days to
raise awareness about the use of productivity-enhancing inputs among smallholder farmers in their
localities.

Competitors found that as they strengthened their
relationships with smallholder farmers, farmers
became more confident in the productivity-enhancing
inputs and extension services they received. For
example, the Competitors quickly and adequately
responded to farmers' needs by delivering various
parasite control options, as some farmers reported
resistance to certain acaricides. They also diversified
their services to include forage and Al and expanded

their vaccination programs. The frequent support
solidified relationships between Competitors and

Damian Agrovet extension officers share a light
moment with their client, Cornel Mvungi. Cornel

farmers, assuring the latter of reliable and timely

§erV|ces. In. add|t|.on, the dlyersmcatlon of .|nputs became a formal client of Damian Agrovet in 2020,
improved immunity for dairy cows, leading to  cornelis pleased with the services he's receiving: I
increased milk production and conception rates as see a huge improvement in the dairy business”

well as proving to farmers that these services were
worth the cost.

To encourage farmers, particularly those in remote areas, to use productivity-enhancing inputs,
Competitors collaborated with competing businesses and government extension officers for service
delivery. For example, collaborating with public extension officers was beneficial for the Competitors, as
the extension officers already had strong, long-term partnerships with the farmers in place. In this way,
the public extension officers raised awareness about the use of inputs, while the Competitors efficiently
delivered high-quality inputs to the farmers. Some Competitors also formed partnerships with local
government authorities (LGAs) to provide inputs through mass vaccination campaigns and village trade
fairs to reach more smallholder farmers at a time.

Financing

To reach more farmers and provide them with the necessary inputs, Competitors needed the financial
capacity to purchase an adequate quantity of inputs and hire extension officers to assist with their
delivery. To help increase the likelihood of financial institutions lending to Competitors, during the pre-
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launch phase, the PM reached out to these
institutions and invited them to the launch event. This
| formally raised financial institutions’ awareness that
successful businesses participating in the Project
would see increased cash flow through the prizes, and
thus increase their potential bankability.

Indeed, several Competitors secured financing
totaling approximately $584,000 from local financial
institutions throughout the competition, which
allowed them to meet the needs of smallholder
farmers and invest in delivering inputs and services.
The increased financial capacity also gave them the
confidence to expand to different areas within and
outside of the Project’s target regions. Some
Competitors formed partnerships to expand to regions where there is a high number of improved
livestock breeds, a large population of dairy farmers, and where farmers are knowledgeable about the
use of Al and improved animal feed. These regions included the Northern Milk Shed (Arusha, Kilimanjaro,
Manyara), Southern Highlands (Mbeya, Njombe, Rukwa, Ruvuma, and Songwe), Lake Zone (Mwanza,
Geita, Kagera, Shinyanga, Simiyu, and Mara), Central Zone (Dodoma, Singida, and Iringa) and Western
Zone (Tabora, Katavi, Kigoma, and Shinyanga).

Dr. Cliffson Zakaria Maro (left) and Dr. Emmanuel
Swai (right) pose for a photo at their newest
supply shop.

Improved Expertise

In Sales Period 2, the government introduced a new regulation that required that any firm selling
specialized inputs and services — such as Al, East Coast Fever vaccinations, and forage — had to employ
qualified and certified staff. Although this law was enacted well after the Project had already launched,
the PM team fully supported it and ensured that all Competitors selling these inputs meeting the staff
certifications requirement for subsequent Sales Periods.

What followed was notable: Not only did Competitors comply with the new law and the Project’s
requirements, but many also took proactive steps to elevate their teams. Those with staff who didn’t meet
the minimum qualifications invested in training to bring their skills up to standard. Others went even
further, engaging certified experts like rangeland specialists to advise on fodder production, processing,
and storage. This not only ensured compliance but also significantly enhanced the quality of services
delivered to smallholder farmers, since Competitors saw the benefits of teaching farmers the proper use
of inputs. In turn, the smallholder farmers continued to seek out this expertise because they saw a strong
return on investment.

The Project helped participants enhance their business operations, increase their investment, and
ultimately boost their revenue by gaining a larger market share. The assets acquired, the systems
developed, and the various business models implemented have led to significant transformations.
Although the Project did not have a specific Monitoring and Evaluation function, the PM observed that
nearly all successful Competitors who won a prize in one Sales Period would reinvest at least 50%, if not
all their incentive, into their business to achieve greater success in future Sales Periods.
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This approach helped them scale to more farmers and expand market access. Regarding investments in
equipment, Competitors reinvested their prizes to restock inputs, procure vehicles, motorbikes, fridges,
syringes, and developed marketing materials to promote use of the productivity-enhancing inputs. Some
went on to open new satellite shops in villages and other districts/regions to enhance accessibility of
inputs to farmers. Others used their incentive to import liquid nitrogen and sexed semen to enhance
delivery of Al to farmers and differentiate themselves from other providers, train and certify Al
technicians, or to construct houses for extension officers in remote regions to enhance the delivery of all
inputs in more remote areas. Competitors adopted an accounting program to track and facilitate
accounting procedures and procure laptops and mobile phones.

Competitors also invested in improving and enhancing the advisory services that they delivered to
farmers. These investments helped improve farmer livelihoods by increasing the impact of the inputs that
farmers could now more easily and consistently access, thanks to the activities encouraged by the
competition. These investments gave Competitors a competitive advantage and increased farm
productivity and ROI for the farmers engaged.

In total, Competitors leveraged $1.48M in both cash and in-kind investments during the project. Further
examples of investments by specific Competitors are noted in the table below.

Table 10: Examples of Competitor Investments

Kile Agrovet Veterinary Procured vehicles and laptops, trained Al technicians, opened new branches,
Centre purchased 100Ha land for fodder production.

VetFarm Tanzania Imported sexed semen and liquid nitrogen, opened new branches, purchased new
land for fodder production, purchased 4 new motorcycles, enrolled 16 veterinary
graduate students.

A2Z Universal Co Ltd Expanded into hay production, hired extensions officers.

Agricare Enterprises Procured machines to support fodder production and processing, hired 2
additional staff and expanded into 2 new districts (Bagamoyo and Handeni).

Damian Agrovet Opened 3 new branches with 20 satellite outlets, purchased land and machines to
support fodder production, hired 31 additional extension officers, scaled to new

locations, procured laptops and mobile phones.

Mkwakwani Renovated office, purchased laptops, restocked inputs, hired extensionists,
adopted new accounting program.

Twins & General Supply  Procured vehicles, restocked products, scaled to new geographical regions.

Iddi Agrovet Restocked inputs, hired extensionists, procured laptops and mobile phones to the
extensionists.

Oiso Agrovet Restocked products and hired extensionists.
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MiL Animal Nutrition Expanded to new geographical locations, procured fodder machines.

Kilosa Veterinary Centre  Restocked inputs, hired 2 additional extension officers.
- KVC

Baklina Limited Restocked inputs, hired 4 additional extension officers.

RESULTS AND PRIZE PAYMENTS

Each year of the competition, once the verification was complete, the Sales Verifier determined which
Competitors were eligible and their prize amounts. Eligibility requirements for bundle sales included the
sale of input bundles to a minimum of 200 smallholder dairy farmers, and the sale of complete input
bundles (as outlined in the input definitions on p. 6) with embedded advisory services to smallholder
farmers within the Coastal region. In the case of disputed sales, the Project would work with the Verifier
and take the appropriate measures to determine the correctness of the sales transactions before
awarding prizes. Table 11 below shows the number of farmers, input bundles and the subsequent prizes
attained throughout the four competition periods. Except for the Sales Period 1 prize amounts, actual
results far surpassed expected results across all Sales Periods and categories. Figures 5 and 6 below
illustrate the bundle sales and prizes awarded across all Sales Periods.

Table 11: Expected Results versus Actual Sales Periods 1-4 Results

Number of Farmers Number of Bundles Total Prizes Awarded

Sales Period Estimated Actual Estimated ($) Actual ($)
1 1,000 2,590 2,000 4,166 $58,262 $27,572
2 2,600 10,114 5,200 37,391 $184,851 $348,286
3 6,800 26,785 13,600 163,350 $491,250 $1,092,059
4 20,400 45,344 40,800 625,196 $1,512,968 $1,893,659
Total 30,800 84,833 $2,247,331 | $3,361,576



AgResults

INNGVATION IN RESEARCH
AND DELIVERY

250,000
200,000
150,000
100,000

50,000

$1,000,000
$900,000
$800,000
$700,000
$600,000
$500,000
$400,000
$300,000
$200,000
$100,000

5

AgResults Tanzania Dairy Productivity Challenge Project
Final Report

Figure 5: Bundles Sold by Bundle Type across Sales Periods 1-4
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Figure 6: Prizes Awarded by Bundle Type across Sales Periods 1-4
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For the fodder incentive in Sales Period 4, individual fodder producers were incentivized to produce and
sell at least 100 MT of fodder in 470kg bundles, either directly to smallholder farmers or to Competitors
selling the nutrition bundle. For each 470kg bundle sold, producers earned a prize of $21 USD. A prize cap
was set at 5,000 MT, which meant that production beyond this quantity did not receive a prize. Given the
late introduction of the fodder incentive, there are no other periods to compare performance. However,
it is important to note that the prize cap was met in December 2023, and the PM heard from many
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producers that continued to sell fodder outside of the competition to meet demand. Figure 6 illustrates
fodder quantities produced by Competitors involved in this prize.

Figure 7: Fodder Produced and Sold in Sales Period 4
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EVALUATION FRAMEWORK AND ASSESSMENT

Consistent with all AgResults projects, an External Evaluator (Evaluator) is hired to conduct rigorous
evaluation. In the case of Tanzania, Abt Global was hired as the Evaluator to conduct the initial baseline
and final evaluation. The Evaluator is expected to issue its final report in April 2025.

In 2021, the Evaluator conducted a baseline study of smallholder farmers’ dairy technologies. Surveying
close to 5,000 farmers, the baseline study found that there was substantial variation in the use of
productivity-enhancing inputs and technologies among smallholder farmers. Rates of parasite control use
were highest, followed by vaccines, followed by nutrition and Al. The baseline found that while some
farmers did use dairy technologies promoted by the Project, very few, if any, utilized them at the levels
required by the program to result in prize awards. Further yet, no farmers purchased multi-inputs from
the private sector. On average, annual net dairy income was $217 with lactating cows producing 3-4 liters
of milk per day.

Also in 2021, the Evaluator interviewed nearly 100 national and regional stakeholders and found that
demand for dairy technologies was perceived as growing but actual use of technologies to increase
production was seen as much lower than optimal. With limited private sector involvement in the market
for dairy technologies, Competitors described the AgResults incentive as motivating changes in the nature
and intensity of the private sector’s efforts to expand sales of these technologies. These changes included
a shift from passive to proactive sales strategies, coordination with dairy-relevant farmer organizations,
and the provision of advisory services to farmers.

For the endline evaluation, which will be conducted in the second half of 2024, the Evaluator will assess
the Project’s impact on private sector engagement in the market for dairy technologies, smallholder
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farmers’ adoption of dairy technologies, and the impacts of technology adoption on smallholder farmers’
dairy income and consumption. A local data collection firm will conduct the endline survey of 4,700
farmers, and Tanzania’s National Research Clearance Committee will approve the data collection protocol.
The evaluation team will revisit the farmers who participated in the farmer household survey at baseline
to assess changes in technology adoption, diary productivity, income, and consumption. Key informant
interviews with national and regional stakeholders will focus on whether AgResults successfully
incentivized increased involvement of the private sector to deliver inputs and extension services to dairy
farmers and assess the sustainability of prize challenge impacts. The Evaluator is expected to issue its final
report in April 2025.

LESSONS LEARNED

The Pay-for-Results model, central to the AgResults initiative, was a new concept for many of the
stakeholders involved in the Tanzania Project. As such, it took time for everyone to internalize that this
Project was a way to test the hypothesis that the private sector would respond to market opportunities if
the incentives were adequate for the market conditions. This meant that the Project did not deploy any
technical assistance, offer grants, or coordinate market access. If the entire Project failed, it would be
because the market did not respond as anticipated. The Project could cancel future Sales Periods due to
low business performance, as has happened in other Challenge Projects. In other words, the PM team
facilitated a well-planned design that catalyzed the latent capacity of the private sector to rapidly increase
the supply and adoption of inputs through market channels. Although the Project required action from
the private sector Competitors to function, the Project’s prize structure helped to ‘unlock’” Competitor
actions in a way that the market could not do on its own.

Through the four Sales Periods, numerous lessons emerged, and the PM Team adjusted the design based
on the response of the market per good practices in prize competition adaptive design. These adjustments
are a part of PfR prize competitions and reflect both learning by doing and real-time reactions to dynamic
markets. The section below highlights key insights, organized into cross-cutting observations and input-
specific lessons learned.

The Pay-for-Results Model Encouraged Collaboration over Competition

The Project closely monitored the development of relationships within three segments of the
competition. First, the PM was interested if Competitors in the Coastal Region would become adversaries
or collaborators, given that all four inputs targeted smallholder dairy farmers. Second, the PM wanted to
understand how existing public extension officers and officials would view the delivery of advisory services
from the private sector directly to farmers. Lastly, the Project monitored relationships between individual
Competitors and larger wholesalers supplying bulk inputs to see how and if these relationships would
change.

Early on, the Project observed significant collaboration among Competitors and between Competitors and
the public sector. This suggested that there was an untapped market opportunity in the dairy sector,
market margins were large enough to limit direct competition, and public extension officers saw
Competitors as allies in supporting farmers. For example, in Sales Period 1, nearly half of the entrants
applied as a consortium, with one business leading and partnering with others to offer a wider range of
input bundles. In Sales Period 4, when the Project introduced the fodder incentive, Competitors supported
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each other in fodder production. For example, MiL Animal Nutrition developed and shared a fodder
production manual with all participating fodder-producers. Additionally, some Competitors either rented
or lent tractors and balers to each other for land preparation and harvest.

Furthermore, informal but impactful public-private partnerships emerged between businesses and local
government officials. These partnerships enabled Competitors to leverage government vaccination
campaigns and expand their farmer reach through introductions by trusted extension officers across the
Coastal Region.

Relationships between Competitors and their wholesale suppliers took longer to evolve. Initially,
wholesalers were cautious during Sales Periods 1 and 2 and did not alter their partnership arrangements
with any Competitors. However, by Sales Periods 3 and 4, the PM received several reports of wholesalers
offering increased lines of credit and reduced bulk pricing to those successfully selling their products to
smallholder farmers.

Overall, the PM did not observe any instances of Competitors trying to push others out of the market or
spreading misleading information. Instead, there were countless examples of businesses collaborating to
maximize the opportunities created by the prize incentives.

Reinvested Prizes Boosted Competitor Success and Sustainability

The most successful Competitors were those that reinvested their prize awards into their businesses. As
detailed on page 27, these investments included upgrading or expanding their advisory staff, enhancing
distribution channels and geographical reach, and purchasing bulk input supplies for future Sales Periods.
Several competitors, such as Vetfarm, Kilosa, Oiso, and Twins, even developed internal performance-
based incentive models to motivate their staff to increase on-farm engagements and sales. The PM
regularly consulted with each Competitor to assess the sustainability of these investments and the
changes to each Competitor’s business model. The goal was to determine which Competitors would
maintain these farmer-facing advisory practices and services as input prize amounts gradually decreased
and the Project approached its conclusion. The PM found that all the Competitors that reinvested prize
money back into their businesses intended to sustain these practices after the Project closed.

Advisory Services Were at the Center of Success

The impact and benefit of quality advisory services to both competitors and farmers surpassed all other
aspects of the Project, except perhaps the prize incentive structure itself. What began as a mandatory
requirement in Sales Period 1 — with most Competitors having just one or two staff members to train
farmers — quickly became a key determinant of success for Competitors throughout the rest of the
Project. According to interviews with Competitors, one of the first investments made ahead of Sales
Period 2 was to increase the quantity and quality of the advisory staff within the business. This trend
continued all the way through Sales Period 4.
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The Project significantly reduced smallholder farmers' reliance
on knowledgeable but often resource-constrained public
Robert Gervas, a farm manager for a dairy | extension officers. Instead, they began receiving animal
farmer in the town of Kerege, Pwani Region, | 1\ 50ement advice directly from Competitors, along with swift
has been working for the farm for several ltiole i tractivel X | di
years, and recalls that it was first a pig farm, | 2€Cess to multiple inputs, effectively overcoming long-standing
but became a dairy farm in 2018. He said that | Challenges with last-mile distribution of quality inputs. As the
inthe early years of the dairy farm, his biggest | Project advanced, reports of repeat customer sales increased,
challenge was accessing health services for | gjonaling growing trust between input and advisory service
his animals. He would call veterinarians, but . . .

: providers and farmers. Over time, many Competitors began
they were always unresponsive. ) ) - )

offering input sales on credit to farmers with whom they had

built strong relationships through their advisory services.

Importance of Advisory Services

“They would come two days later,” he said —
laughing at the absurdity of it — “but by then,
the cows were in very bad shape.” Moreover, as competitors embraced the advisory model, driven
He explains that VetFarm’s services came as | by the prize incentives, their service delivery evolved. Some set
a relief — they were much more reliable than | up operations closer to the communities they served, while
other vets he'd worked within the past. Since | othars expanded into entirely new districts to offer their
2018, he’s witnessed remarkable change on . . . .

i services. On several occasions, the PM interviewed smallholder
the farm. He attributes these changes to the ) o )
treatments provided by VetFarm, and the | farmers who had never received visits from any extension or
availability of feed for his cows. advisory service agent, demonstrating how the model could

increase access to much-needed inputs and services.

The Data Collection and Tracking System Support Sustainable Decision-Making

Many development projects have implemented ICT systems to provide farmers with key information,
track valuable insights, and support formalized market relationships between value chain actors.
However, very rarely do these systems continue in any meaningful way after the close of the program due
to restrictive costs and a lack of ownership. As noted in previous sections, the Project used the DCTS tool
developed by Cropln to support the external Verifiers with tracking sales data for prize validation as well
as to provide a robust recordkeeping platform for Competitors. When the system was being tailored to
the Project, the Secretariat worked with Cropln to configure it so that if a competitor wanted to continue
using the DCTS after the Project ended, they had the option to do so.

Over the four Sales Periods, the PM noted that the Competitors increasingly saw the value of the DCTS.
Specifically, they cited improved recordkeeping, better understanding of the geographic distribution of
their customers, proactive anticipation of future inventory needs, strategic business decisions, such as
where to open an additional sales outlet and, ultimately, the creation of more meaningful relationships
with their customers. Based on this added value, Competitors have since adopted and integrated the tool
into their operating models, and many have requested the continued use of the DCTS system. The PM has
put them in contact with Cropln, who has worked out a fee schedule so that all interested input businesses
could continue to use the system long after the end of the project. Not only will this help actors across
the value chain to capture and share data, but it will also support the incorporation of new practices and
behaviors across the dairy value chain while promoting transparency and accountability.
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Observations by Input Bundle

Parasite Control and Vaccines

From the start of Sales Period 1, the PM observed that Competitors did not need to do much to spark
farmer demand for vaccines and parasite control. This was because smallholder farmers quickly saw
significant improvements in animal health, reduced mortality rates, and increased productivity —
especially with the use of parasite control products — after just the first application. The growing demand
allowed Competitors to sell both inputs, attaining both prizes as well as the two-input bundle bonus of
20%. Many Competitors swiftly reinvested directly into their businesses, enabling them to rapidly scale
up their operations and invest in more difficult bundles such as Al and nutrition. Page 18 provides more
information about the exponential growth of vaccine and parasite control sales between Sales Periods 1
and 3.

Despite this growth, the PM witnessed
Competitors facing minor challenges in
driving demand and adoption for certain
vaccines. For example, East Coast Fever (ECF)
vaccine is expensive and difficult to
administer, limiting adoption of this tick-
borne viral disease. To overcome this, in
many cases, smallholder farmers used
parasite control in lieu of the ECF vaccine due
to its accessibility and effectiveness in
managing tick-borne diseases.

Looking at other stakeholders, the
Government of Tanzania played a significant

role in the success of the Project and in the
sale of both inputs (see page 25). For Aneth Baitani, an extension worker, displays animal health
products in the Kile Agrovet supply shop.
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example, Competitors were able to align their
mass vaccination campaigns with the Government vaccine calendar to gain support from public
extensionists in creating demand for and increasing adoption of vaccines by smallholder farmers. In other
instances, the Government co-invested with smallholder farmers to renovate and build additional
communal dip tanks to expand the provision of parasite control services by Competitors. By engaging with
various government agencies early and often, both the PM and the Competitors were able to effectively
overcome challenges and efficiently expand their services in a collaborative and sustainable way.

Artificial Insemination

Although the Al bundle was one of the most difficult to sell, the PM noted that the PfR model incentivized
the private sector to strongly promote improved Al services to smallholder farmers. This trend stood in
stark contrast to previous efforts made by push programs where it was very challenging to scale up Al
services and adoption. As farmers became more confident in the Competitor’s ability to provide high-
quality services and more improved breeds of calves were born, they were more willing to invest. Thus,
subsequent demand for Al increased.
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To meet the growing demand for high-quality Al
services, Competitors invested in the development of
technical skills for their extension agents. Some
Competitors sought out formal Al technical certification
from the National Artificial Insemination Center in
Arusha for their extensionists. This ultimately improved
their ability to not only deliver Al services, but also to
diagnose pregnancies.

In later Sales Periods, smallholder farmers who
understood the benefit of Al began to seek out more

Petro Lema, owner of Kile Agrovet, displays niche services, such as the use of sexed semen.

artificial insemination (Al) products, which hesells However, the PM recognized that the tariffs on the

in bundles as part of the AgResults prize importation of sexed semen made it cost-prohibitive
competition. and limited its application, despite farmer interest.

Through advisory services, Competitors strongly advised smallholder farmers to use improved nutrition
products prior to Al services to increase insemination rates and subsequently, the chances of a successful
pregnancy. By selling the nutrition inputs to smallholder farmers, the Competitor not only became eligible
for the Al prize but also helped smallholder farmers protect their significant investment. In fact, in some
cases, Competitors required farmers to purchase improved nutrition products such as minerals before
they would provide Al services to increase the likelihood of success.

Nutrition

Beginning in Sales Period 1, it quickly became apparent to the PM that the limited availability of dry matter
within the Tanzanian market would hinder the success of the nutrition bundle. Competitors became
creative, sourcing dry matter from government parastatals, private fodder farms, and even from the
prisons. However, the overall supply was nowhere near enough to meet farmer demand. This was
especially true among smallholder farmers who, through the provision of advisory services and
introduction to improved nutrition products, were starting to see the profound effect that proper
nutrition had on the milk production.

Over time, farmers could more easily access nutrition products. This was especially apparent in Sales
Period 4, when the introduction of the fodder incentive supported an increase in supply of dry matter
such as hay and silage. The demand for and access to nutrition products significantly contributed to
increased initial and repeat sales of nutrition products among Competitors.

To further increase smallholder farmers’ access to improved nutrition products, Competitors invested in
distribution points in rural areas, delivering the products directly to farms and boosting sales. This was
especially true in Sales Period 4, which saw 41,427 single input nutrition bundles sold as compared to
1,281 sold in all of the previous three Sales Periods combined.

Fodder

As noted above, the supply of fodder in Tanzania was nowhere near enough to meet the growing demand
from smallholder farmers. The introduction of the fodder incentive in Sales Period 4 encouraged input
businesses to view fodder production as a potential source of revenue, creating new small- and medium-
sized business opportunities that could continue well beyond the life of the project. Producers were
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especially pleased that heavier than
normal rains allowed for even greater
yields and subsequent income. However,
the investments from fodder producers
are not yet enough and there remains a
significant supply gap.

Fodder producers sought improved seed
varieties within Tanzania and the greater
sub-region as a means to mitigate against
the effects of climate change. Although
these seeds often came at a premium due
to importation expenses, the PM noticed
that producers were willing to pay the

price for seeds that promised the greatest Julius Shoo poses for a photo at his feed processing plant. Julius is

yields and better resistance to floods, the owner of Agricare Enterprises. He was incentivized to start

droughts and diseases. producing and selling feed after the prize competition introduced
a fodder award.

Although some farmers preferred to use

wild grasses or strictly graze their cattle, many were willing to purchase the fodder from producers and
Competitors. By purchasing fodder as opposed to cutting and carrying it to their farms, these farmers
saved time and effort feeding their animals, allowing them to focus on other aspects of farming
operations.

Finally, the fodder incentive created a formalized market for dry matter by pulling in cooperatives and
milk collection centers as potential sources of distribution. As a result, farmers went to the collection
centers and cooperatives for nutrition products and were encouraged to establish formal relationships
with these entities, which also facilitated the sale of their milk through formal channels.

Multiple Input Bundles

As the Sales Periods progressed, Competitors began to take greater advantage of the incentives for the
sale of multiple input bundles to smallholder farmers. For example, between Sales Periods 2 and 3, the
sale of two- and three-input bundles grew by 1,051% (735 to 7,727 bundles) and 30,875% (4 to 1,235),
respectively. This is in part because the Competitors understood and internalized the competition rules,
but also due to the significant investments they had made within their business models (see page 26) to
move their operations to the farm and build significant relationships with their smallholder farmer
customer base. In addition, the advisory services that they provided to farmers and the subsequent
improvements that smallholder farmers witnessed in animal health and productivity established trust,
which led to repeat customers who were willing to try new inputs and technologies on their farms.

CONCLUSION

Although challenging and complex, the AgResults Tanzania Dairy Productivity Challenge Project
successfully incentivized private input businesses across the Coastal Region to deliver bundles of
productivity-enhancing inputs, including fodder, to smallholder dairy farmers who had previously
struggled with access to high-quality inputs, employed poor farm management practices, and faced
seasonal dips in feed availability. Each of these factors had historically constrained the productivity of
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their animals and limited their ability to meet domestic milk demand and to capitalize upon the significant
income and nutrition potential of improved milk production.

Through the competition, the annual provision of productivity-enhancing inputs such as vaccines, parasite
control products, nutrition and artificial insemination not only increased the ability of farmers to manage
and respond to external shocks, but provided Competitors with profit through traditional sales, a per unit
prize for each input, and bonuses for bundling inputs together. These multiple profit opportunities
supported Competitors with the ability to rapidly invest in their businesses, implementing sustained
changes that helped them to expand their businesses and of course improved farmer uptake of key inputs.

Throughout the competition, the Project maintained an engaged eye on the enabling environment and a
pulse on stakeholder experiences, allowing for thoughtful and deliberate modifications to the overall prize
structure and scope. This ensured that the Pay-for-Results prize competition adequately addressed the
many market barriers faced by businesses and smallholder farmers.

By emphasizing the development of more expansive distribution networks, proactive outreach,
continued investment in advisory services, the Project encouraged input businesses to transform their
operating models and create the foundation for much stronger and more sustainable value chain
relationships with their farmer customers as well as other key stakeholders along the dairy value chain
such as wholesalers and local government authorities. As a result, dairy farmers in the Coastal Regions
are now better positioned to keep their dairy cows healthy, maximize milk productivity, and access
formal markets — ultimately increasing household income and improving food security for many
communities across the country.

Reflections from Farmers and Competitors

“The program provided good lessons and insights for scaling up and sustaining the supply of inputs for
smallholder farmers. The project has shown us that there is power in numbers: When we joined forces
with other input service suppliers, we managed to cover large areas compared to when we were
operating independently.” — Dr. Petro Lema, Owner, Kile Agrovet

“Now, there is great improvement on input supplies and extension services compared to when |
started keeping dairy cows... Through these quality services, | am generating enough income to take
care of my family, especially the kids... This helps our family enjoy and appreciate the dairy business.”
— Aaron Mshahara, Smallholder Farmer

“We managed to solve some of these challenges like feed availability and nutrition, which are very
important for the animals ... When we received silage from MilL [animal nutrition], we started seeing
improvements. The milk increased. The animals also became healthier.” — Emmanuel Samuel, Farm
Manager, Abdallah Mwandu’s Dairy Farm

“We’re thankful to be so close with farmers. This has helped us to better provide advisory services,
treatments, and vaccinations in the village. Our services help farmers get the services they need at the
right time and the right place, and this helps prevent eruption of diseases in the animals” - Emmanual
Pangapanga, Owner, Damian Agrovet

“I see a huge improvement in the dairy business... The Damian Agrovet team provides good assistance
in dairy farm management and has helped me ensure a consistent income from my farm. This has
helped me gain financial security and plan for expanding my dairy business.” — Cornel Mvungi,
Smallholder Farmer
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About AgResults

AgResults is a $152 million multi-donor initiative between the governments of Australia, Canada, the
United Kingdom, the United States, the Bill & Melinda Gates Foundation, and the World Bank to
incentivize the private sector to overcome market barriers and develop solutions to food security and
agricultural challenges that disproportionately affect people living in poverty. AgResults designs and
implements agricultural development prize competitions, which are innovative development finance
programs that incentivize the private sector to work towards a defined goal to receive a monetary
award.
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Secretariat and Evaluator Learning Materials

Impactful Design: AgResults’ Pay-
for-Results Prize Competition
Toolkit (February 2021)

This toolkit is a practical guide for agricultural development
practitioners who are interested in using Pay-for-Results prize
competitions to stimulate new markets for agricultural
technologies and engage the private sector for scale-up. It draws
upon the experience of AgResults, which has designed and
implemented prize competitions around the world since 2013.

Design Brief #1: Concept Sourcing
(May 2021)

The first in a series of five, this brief provides an overview of
concept sourcing, the first phase of AgResults’ Pay-for-Results
prize competition design process. It shows how program designers
begin the process by brainstorming and assessing potential
development challenges to see if a prize competition is best suited
to address the identified problem.

Design  Brief #2:
Feasibility (June 2021)

Analyzing

This brief, the second in a series of five, provides an overview of
the second phase of AgResults’ approach to Pay-for-Results prize
competition design. It explains how program designers conduct
deeper research on relevant market systems to articulate a Theory
of Change for the competition and to reasonably estimate the
project’s impacts.

Design Brief #3: Structuring Prizes
(June 2021)

This brief, the third in a series of five, provides an overview of the
third phase of AgResults’ approach to Pay-for-Results prize
competition design. It explains how program designers can create
the set of parameters and rules that determines who competes,
how to win the prize(s), and the implementation timeline.

Design Brief #4: Right-Sizing Prizes
(July 2021)

This brief, the fourth in a series of five, provides an overview of the
fourth phase of AgResults’ approach to Pay-for-Results prize
competition design. It explains how program designers can
determine the size of the prize purse to effectively drive
participation and innovation without overpaying for results.

Design Brief #5: Verification and
Project Management (July 2021)

This brief, the fifth and final in the series, provides an overview of
the fifth phase of AgResults’ approach to Pay-for-Results prize
competition design. It explains how program designers can
develop a thorough verification plan to evaluate competitors’
results and determine prize payments. It also summarizes the
activities involved in project management of a prize competition.
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Lessons Learned Article: Pay-for-
Results’ Role in Transforming
Tanzania’s Dairy Input Supplier
Model (February 2023)

Evaluation Design: Tanzania Dairy
Productivity Challenge Project
(May 2021)

The Tanzania Dairy Productivity Challenge Project was established
to incentivize private sector input suppliers to raise awareness and
educate smallholder farmers about the value of adopting
productivity-increasing input bundles, which would in turn
enhance production and strengthen livelihoods. This Lessons
Learned article explores how the project has already made an
impactful shift in the dairy input supplier model and market,
strengthening smallholder farmers’ demand for improved inputs.

The evaluation design for the Tanzania Dairy Productivity
Challenge Project by Abt Associates lays out a mixed-methods
approach. To assess impact on dairy producers, the Evaluator will
use a quasi-experimental design to gauge technology adoption and
subsequent impacts on income and consumption. The approach
will use a structure, conduct, performance framework to assess
market impact.

Evaluator Gender Assessment:
Tanzania Dairy  Productivity
Challenge Project (March 2023)

This assessment by External Evaluator Abt Associates found
significant diversity in the roles that men and women play in
household dairy activities, with female farmers often less well-
positioned than males to achieve and benefit from dairy
intensification. Although the project’s design offsets some risk of
negative outcomes to women, Pay-for-Results projects have
limited leeway to promote gender equity.

News and Blog Coverage: Tanzania Dairy Productivity Challenge Project

(September 12, 2023)

VIDEO: The Transformative Power of Prizes in Tanzania (July 31, 2024)

How Pay-for-Results Paved the Way for Sustainable Dairy Production in Tanzania (July 15, 2024)
Success Story: Best in Show in Tanzania (July 8, 2024)

Many Steps Forward, One Look Back: What’s Next for AgResults (May 20, 2024)

Overcoming Market Failures in Agrifood Systems (May 8, 2024)

AgResults and Land O’Lakes Venture37 Reflect on Gender Inclusion in Tanzania at #AGRF2023

Exploring Gender Inclusion in Tanzania’s Dairy Sector at #AGRF2023 (August 28, 2023)

e Pay-for-Results’ Role in Transforming Tanzania’s Dairy Input Supplier Model (February 13, 2023)
e AgResults Tanzania Dairy Productivity Challenge Project Launches into Sales Period 4 (January

30, 2023)

e Bolstering Fodder Supply in Tanzania’s Costal Region (January 13, 2023)

e Request for Applications for Sales Period 4 Competitors and Producers for the AgResults
Tanzania Challenge Project (January 1, 2023)

e Thelmpact of Blending Pay-for-Results Incentivized Inputs and Dairy Advisory Services in
Tanzania (September 19, 2022)

e Using Pay-for-Results Incentives to Support a Reduction in Emissions Intensity in Tanzania (June

1,2022)

e Tanzania Award Ceremony Recognizes Competitor Achievements in Sales Period 2 (May 20,

2022)
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How Can We #BreaktheBias by Promoting Gender Inclusion in Food Security? (March 8, 2022)
Using Pay-for-Results Prizes to Spark Business-to-Business Collaboration in the Tanzanian Dairy
Sector (January 17, 2022)

Request for Applications for Sales Period 3 Competitors for the AgResults Tanzania Challenge
Project (January 4, 2022)

Impactful Design at a Glance: “Verification and Project Management” (July 22, 2021)

How Pay-for-Results is Driving Access to Finance for Tanzania’s Dairy Sector (July 19, 2021)
Impactful Design at a Glance: “Right-Sizing Prizes” (July 15, 2021)

Tanzania Prize Ceremony Recognizes Competitor Achievements from Sales Period 1 (June 30,
2021)

Impactful Design at a Glance: “Structuring Prizes” (June 28, 2021)

Impactful Design at a Glance: “Analyzing Feasibility” (June 16, 2021)

Impactful Design at a Glance: “Concept Sourcing” (May 25, 2021)

AgResults Shares Achievements and Findings During World Bank Webinar Series (May 3, 2021)
World Bank Open Learning Campus Series Features AgResults’” Achievements and Findings (April
7,2021)

Embedding Sustainability from the Start of a Prize Competition (March 3, 2021)

Reflections on Impactful Design: Introducing the AgResults Pay-for-Results Prize Competition
Toolkit (February 22, 2021)

Agrilinks Webinar Shines Spotlight on How AgResults is Using Prizes and #ICTforAg in Tanzania
(February 4, 2021)

AgResults Joins Agrilinks Webinar to Discuss How Prizes Use #ICTforAg to Drive Sustainability
(January 27, 2021)

At the Crossroads of Inclusion and Growth: Blending Prizes with #ICTforAg in Tanzania (January
21,2021)

Partnerships and Prizes: Improving Nutrition for Dairy Cows in Tanzania (January 20, 2021)
Request for Application for Competitors for the AgResults Tanzania Dairy Productivity Challenge
Project (January 4, 2021)

AgResults Showcases Potential of Data Platform in Tanzania to Drive Inclusion at #ICTforAg2020
(November 19, 2020)

AgResults to Highlight Role of Private Sector to Drive Digital Inclusion at Virtual #/CTforAg2020
Conference (November 12, 2020)

Why Pay-for-Results Development Approaches Matter Now —More than Ever (September 15,
2020)

Monitoring and Responding to the Ongoing Impact of COVID-19 (April 2, 2020)

#Each for Equal: Promoting Gender Inclusivity for Dairy Farmers in Tanzania (March 8, 2020)
Can Prizes Make Food Systems More Equitable? (March 8, 2020)

Request for Proposals for Data Collection and Tracking Services for the AgResults Tanzania Dairy
Productivity Challenge Project (February 21, 2020)

AgResults Prize Competition to Spur Dairy Productivity Launches in Tanzania (November 22,
2019)

Request for Proposals for Sales Verification Services for the AgResults Tanzania Dairy
Productivity Project (October 11, 2019)

A New Way to Boost Smallholder Dairy Productivity in Tanzania (August 7, 2019)

Request for Proposals for Project Management Services for the AgResults Tanzania Dairy
Productivity Project (April 30, 2019)
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https://agresults.org/news-and-blog/10-blog/162-rfp-tanzania-dcts/
https://agresults.org/news-and-blog/10-blog/162-rfp-tanzania-dcts/
https://agresults.org/news-and-blog/10-blog/149-agresults-prize-competition-to-spur-dairy-productivity-launches-in-tanzania/
https://agresults.org/news-and-blog/10-blog/143-rfp-dairy-productivity-verification/
https://agresults.org/news-and-blog/10-blog/143-rfp-dairy-productivity-verification/
https://blogs.worldbank.org/en/voices/new-way-boost-smallholder-dairy-productivity-tanzania
https://agresults.org/news-and-blog/10-blog/134-rfp-dairy-productivity-pm/
https://agresults.org/news-and-blog/10-blog/134-rfp-dairy-productivity-pm/
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