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What is SASA?

SASA = Sustainable Agricultural Support for Albania.

Project funded by the Swiss Agency for Development and Cooperation
(SDC) together with State Secretariat of Economic Affairs (SECO).

Started in 2001 , with aim to establish organic agriculture as an opportunity
for generating income in rural areas of Albania.
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Initial project phases

Project achievements and problems faced

Project Success
Introduction organic technologies in Albania in different crops.
BioAdria — a national association for organic farming.

Albinspekt — national certifying body. @

Political awareness for organic agriculture in Albania.

Problem Successful / sustainable market creation .

Farmers S — Bioadria
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Current project phase

Methodological Change

Stronger market-oriented & participatory approach

Market opportunities  Production response.

Participation of market chain actors Interest, trust, collabo\ .

“Push -Strategy”

Before Market

“Pull-Strategy”

Now Farmers Market
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Current project phase

Participatory Market Chain Approach (PMCA)

Time Objective per phase Market chain actors Leading R&D institution
Phase I ~ Identification A
2 To get to know the different market \ /
E chain actors, with their activities, Interest Leadership
E interests, ideas and problems, etc.
- — Market chain survey

P Fvent |

Phase 2 ~ Analysis

= To analyze in a participatory manner "
- ) 17,
E potential joint business opportunities Trust Facilitation 2
[}
i ~+ Work in thematic groups g
o P Event 2 May 28, 2010 zZ
=
............................................................... =
>
Phase 3 ~ Implementation g
P To implement joint market innovations E:
g g » new products =
= . D_
= E « new technologies Collaboration Backstopping
E i * new institutions
s — Work in thematic groups
=

P Final Event
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Current project phase

PMCA Thematic Group “Organic Export”
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urrent project phase

PMCA Thematic Group “Traditional North Products”

ALPE ALBANIA
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urrent project phase

PMCA Thematic Group “Traditional South Products”

PRODHIME

JuGU
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Current project phase

Complementary PMCA Activities
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Qutcome

|dentification and implementation of new market opportunities.
Strengthening of market orientation and collaboration of value chain actors.
Enhanced agricultural and processing expertise for quality production.
Raised political awareness and interest for organic production.

Expected impact

Enhanced income and competitiveness of rural areas driven by better:

Knowledge
Skills
Insight
Contacts

Increased women involvement in business decision making.

Consumer preference for typical Albanian and organic products.
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Lessons Learnt -~ market Development

Market development is not an activity — it is a multidimensional
process that uses and produces specialized capacities in different
domains.

Successful market development requires a creative process with
key actors that reflect demand and supply opportunities aiming to
create optimal consumer value.

Strong and highly visible marketing concepts produce the best
leverage to stimulate public and political awareness.

Technical advice related to production and postharvest is crucial —
but they must respond to market needs.
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Way forward

Keep building trust among involved actors with facilitation that
produces tangible / visible results.
1. Introduce Albanian typical labels according to agreed standards.
2. Launch the new product innovations with optimal media involvement, to
stimulate public awareness for organic.
Increase market know-how of farmers and facilitate their organization
to respond to product demands from new organic outlets.

Capitalize on the main success factors:

1. SUCCESS
Kash Fair, established contacts to supermarket chains, politicians, etc.
2. Marketing know-how of the PMCA Unit

Product and label development for quality products with poor labeling and
packaging, development of new products (i.e. shampoo), new marketing concept
for organic olive oil etc.
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