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FOREWORD

 The Fisheries, Coastal Resources and Livelihood (FishCORAL) Project, through its Livelihood Component, strongly                                        
encourages fisherfolk to engage in diversified sources of income.  This component promotes a more inclusive perspective on the 
state of resources that are vital to the coastal communities, comprising of physical and natural resources as well as of social and 
human assets, to utilize these resources sustainably and to provide viable enterprises as sources of income. 

 In partnership with Internal Potato Center (CIP) – Food Resilience Through Root and Tuber Crops in Upland and Coastal 
Communities of the Asia-Pacific (FoodSTART+), the FishCORAL is implementing the Aqua-based Business School (ABS). 
ABS is a simple yet comprehensive learning approach that empowers youth, women, and men to be self-sufficient by capacitating 
and assisting them in developing their enterprises without compromising the fisheries and coastal resources. It aims to 
strengthen the participation of people’s organizations in enhancing their livelihood.

 This publication, the Aqua-based Business School with Gender and Climate Change Perspective: A gender-responsive and 
climate-smart manual for strengthening fisherfolk entrepreneurship, is an aide that provides guidance to the ABS facilitators in 
conducting training modular sessions. It also contains comprehensive yet easy-to-operate field level concepts, and innovative 
methodologies and tools designed in capacitating the fishing communities, especially those actors in the value chain.

 The initial results of the ABS are promising. Participant fisherfolk were able to diversify their income and innovate their 
products through collective action, enterprise development, and strong market linkages. The initial impact made by the ABS can 
be replicated in fishing communities where people’s organizations need enhanced development of their livelihood. 

 The FishCORAL Project hopes that through this publication, ABS facilitators will be equipped with the necessary 
knowledge and skills in promoting this approach to our mangingisda so that they develop entrepreneurial skills and generate 
sustainable climate-resilient livelihoods. 

                           Jessica C. Muñoz
Project Coordinator, FishCORAL Project
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GETTING STARTED

 The Aqua-based Business School (ABS) Manual is intended to equip and aid the field facilitators of institutions/projects in 
conducting participatory and market-based learnings to fisherfolk in developing their enterprises. 

 After the mandatory four-to five-day training of facilitators (TOF), ABS facilitators must read and understand this guide                  
before officially starting the implementation in the community. It is important for the facilitators to understand the whole process 
of the ABS and to ensure that the objectives are met after every session of the modules. The manual provides an introduction to 
ABS, the step-by-step guide process, and the tools to carry out every module’s activities.

 While this manual lends itself well to a range of contexts, it is critical to note that this is only a guide and that the processes 
referred to in the modules have to be customized to the local conditions of the community.

 In 2016, the ABS approach, previously known as the Farmer Business School (FBS) approach, was introduced to the                          
Fisheries, Coastal Resources and Livelihood (FishCORAL) Project. ABS is a participatory and experiential-based learning approach 
through which smallholder fisherfolk are empowered to develop their own supply and market chains.

 Since its introduction, the FishCORAL Project Team constantly collaborated with CIP-FoodSTART+ and BFAR to 
improve its support to fisherfolk groups. In 2017, the then FBS approach, which was devoted to the business operation 
of productive on-farm activities, was tailored to the FishCORAL Project to focus on the fisheries sector and to meet 
the need for capacity-building among BFAR field practitioners and fisherfolk in facilitating equitable and effective marketing 
or value chain development.

 This paradigm shift from FBS towards market chain curricular framework, which is the ABS, brought key project
staff, BFAR personnel, and partners together in 2017 to revise and enrich the ABS Manual to fit the FishCORAL Project. This guide                      
reflects those changes, as well as refinements to the FBS approach based on ongoing field learning since 2016.

Purpose

The two primary purposes of this manual are:

          i. To provide facilitators with an overall framework in the conduct of market-oriented production and market/value 
chain development. Woven into the modules are constructive steps to mainstream women’s market participation while 
devising sustainable ways to adapt and mitigate the profound impacts of climate change.  The guide is designed with                         
step-by-step modules needed in developing the desired enterprise and “how-to” learning that will help the field practitioner 
in facilitating the process; and

          ii. To equip facilitators with tools to drive fisherfolk groups through the process of learning market preparation and
engagement, and the organization of their marketing enterprise. The guide links every step with the practical tools to carry 
out each activity with the ABS groups and project stakeholders. 
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GETTING STARTED

Using the ABS Manual

 This manual is of practical use to field facilitators of institutions/projects that provide participatory and market-based                   
learning to fisherfolk. It discusses salient concepts, clarifies objectives, poses reflective questions, provides detailed guidelines, and 
proposes mechanisms for the capacity development of facilitators in directing livelihood strategies of ABS participants where gender 
and climate change considerations are accounted for. 

 Each of the modules in this manual is structured into six parts:

 
 
 Facilitators are encouraged to read the ABS Manual to understand the principles of the ABS Approach and                                                       
continually refer to the tools provided to better understand their corresponding practical applications.  The facilitators must
conduct a test run of the tools before applying them to the community.

 Additional information that the ABS facilitators may use when conducting the sessions is found in the Annexes.

Objective This section maps out the learning targets and desired goals as well as the outputs required of 
each session.

Duration

Derived from the groundwork experiences of ABS facilitators, this part estimates the time to 
be allotted for each session, which may be adjusted based on the specific characteristics and 
training needs of the participants. Above this section is an item on “suggested materials” to aid the 
communication strategies of the facilitators in the discussion and participatory exercises.

Activity and Steps This section describes the activities for each session and the steps to be undertaken by the                    
facilitators and participants  to meet the goals of each session.

Discussion Questions
This contains a list of questions that serve as analytical guides to stir discussion and generate 
valuable responses from the participants aimed at achieving the learning outcomes of each 
session.

Key Learning Points This part pulls together the essential concepts and insights drawn by the participants in each 
session.

Recommended
Exercises

These are specific exercises that provide an excellent opportunity for the participants to apply 
their learning in the session.
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ACRONYMS

 ATF  Agricultural Technologist for Fisheries  
 ABS  Aqua-based Business School
 ACIAR  Australian Centre for International Agricultural Research
 BARMM  Bangsamoro Autonomous Region in Muslim Mindanao
 BDS  Business Development Support
 BFAR  Bureau of Fisheries and Aquatic Resources
 BIR  Bureau of Internal Revenue
 CCAFS  CGIAR Research Program on Climate Change, Agriculture and Food Security
 CDA  Cooperative Development Authority
 CF  Community Facilitator
 CHARMP  Cordillera Highland Agricultural Resource Management Project
 CHARMP2 Second Cordillera Highland Agricultural Resource Management Project
 CIP  Centro Internacional de la Papa (International Potato Center) 
 CRM  Coastal Resource Management
 DA  Department of Agriculture 
 DBP  Development Bank of the Philippines
 DENR  Department of Environment and Natural Resources
 DOLE  Department of Labor and Employment
 DOST  Department of Science and Technology
 DSWD  Department of Social Welfare and Development
 DTI  Department of Trade and Industry 
 FAO  Food and Agriculture Organization
 FBS  Farmer Business School 
 FFS  Farmer Field School
 FGD  Focus Group Discussion
 FI  Financial Institution
 FishCORAL Fisheries, Coastal Resources and Livelihood Project
 FISH  Fisheries for Improved Sustainable Harvest Project
 FLDT  Fisheries Livelihood Development Technician
 FoodSTART Food Security Through Asian Roots and Tubers 
 FoodSTART+ Food Resilience Through Roots and Tuber Crops in Upland and Coastal Communities of the Asia-Pacific 
 GAD  Gender and Development
 GAqP  Good Aquaculture Practices
 GHG  Greenhouse Gas
 GMP  Good Manufacturing Practices
 HACCP  Hazard Analysis and Critical Control Point
 ICT  Information Communication Technology
 IFAD  International Fund for Agricultural Development 
 IFPRI  International Food Policy Research Institute
 IGO  Institutions and Gender Officer
 IIRR  International Institute of Rural Reconstruction 
 IP  Indigenous People
 IPCC  Intergovernmental Panel on Climate Change
 KII  Key Informant Interview
 KM  Knowledge Management
 LGU  Local Government Unit
 LEDO  Livelihood Enterprise Development Officer
 LO  Livelihood Officer
 LTO  License to Operate
 MCS  Market Chain Study 
 MFI  Micro Finance Institution
 MOA  Memorandum of Agreement
 MOU  Memorandum of Understanding
 MSMEs               Micro, Small and Medium-sized Enterprises
 MMT  Mentoring-Monitoring Team



    14  |  AQUA-BASED BUSINESS SCHOOL AQUA-BASED BUSINESS SCHOOL  |  15  
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INTRODUCTION

 The Farmer Business School (FBS) approach was developed by the International Potato Center (CIP) in 2008 through a
project supported by the Australian Centre for International Agricultural Research (ACIAR) that aimed to link vegetable farmers 
with markets in West and Central Java, Indonesia. A CIP project in the Asia region, funded by the International Fund 
for Agricultural Development (IFAD) and known as Food Security Through Asian Roots and Tubers (FoodSTART), introduced
the FBS approach to a loan funded project of IFAD in the Philippines – the Cordillera Highland Agricultural Resource
Management Project (CHARMP) in 2012 and the Fisheries, Coastal Resources and Livelihood (FishCORAL) Project in 2016. 

 The FishCORAL Project adapted, piloted, and tailored fit the FBS into Aqua-based Business School (ABS) for fisherfolk groups 
in Regions V, VIII, XIII, and Bangsamoro Autonomous Region in Muslim Mindanao (BARMM) that started to be implemented in 2018 
among 28 fisherfolk groups.  

 As of May 2019, there are 200 graduates or 12 ABS groups who graduated from Region VIII. A total of 579 fisherfolk 
was enrolled in ABS from the three regions, 64 percent of whom are women, 23 percent are youth, and 47 percent are Indigenous 
People (IP). Gender balance and inclusivity during enrollee selection was given emphasis reflecting the FishCORAL Project’s 
focus on increasing women, youth, and IP participation in income-generating activities and other project activities. 

 The second cycle of ABS in the FishCORAL Project is set to be conducted within 2020. 

Overall Goal

 ABS is a participatory action learning process that emphasizes the participation of fisherfolk groups in agricultural 
and aqua-based value chains. It differs from other farm business school approaches by focusing on the equitable and 
effective inclusion of smallholders in marketing/value chain development, rather than on the operation of the productive 
on-farm activities as a business. To enhance existing capacities, ABS comprises a series of group-based experiential learning 
activities over a production-marketing cycle while interacting with other value chain actors and stakeholders. ABS aspires 
to a more profitable, equitable and pro-poor farm business environment through market-oriented, gender-responsive, 
climate-smart innovations that enhance trust, coordination, and collaboration between fisherfolk groups and other chain 
actors. ABS leads to greater empowerment and a more sustainable enterprise of targeted fishing households.

Learning Objectives

• To  guide fisherfolk groups toward market-oriented learning and actions
• To increase fisherfolk groups’ understanding of gender-linked opportunities and constraints in engaging with the market
• To identify and describe key actors and their roles in agricultural and aqua-based market chains
• To analyze and prioritize market opportunities using appropriate tools to increase business profitability for all types of fisherfolk 

groups and individuals 
• To consider climate-related changes to production systems that may influence the prioritization of market opportunities
• To introduce technological, commercial, and institutional innovations in collaboration with other chain actors and stakeholders 

to respond to market opportunities
• To develop a business plan by building on innovations to maximize new market opportunities
• To develop strategies for enhancing fisherfolk groups' access to and use of business development support services
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What is Aqua-based Business School?

 ABS is a participatory action learning approach that provides a market-chain curricular framework to support fisherfolk 
groups' participation in agricultural and aqua-based market chains. This is achieved through a series of learning activities over a
production-marketing cycle and interaction with other chain actors and stakeholders. 

Key Features

• Participants – Individual fisherfolk who are treated as a learning group, interacting with market chain actors and stakeholders
• Approach – ABS facilitates experiential, field-based, and joint learning
• Scope – ABS covers crop production-marketing cycle
• Content – ABS is guided by the market chain framework, gender analysis, and climate change considerations
• Structure – ABS curriculum is flexible and driven by market needs and opportunities
• Outcome – At the end of the learning cycle, it is expected that there will be businesses initiated or strengthened

Methodological Features

• The “field” is not the farm, but the market chain.
• The main learning content is determined by results of the assessment exercise.  
• Series of “field days” for interactive events with chain actors/stakeholders.

FBS compared to other approaches

Other Approaches Key Feature FBS Difference Possible FBS Complementarity

Farmer Field School
(FFS)

Principles of adult learning 
about a healthy crop applied 
with farmers on the farm

Market chain as the “field” Follow up learning to production-
oriented FFS

Farm Business School
(FBS) of Food and
Agriculture                              
Organization (FAO)

Capacity building on-farm 
about entrepreneurship and 
financial management

Capacity building, but also 
“learning-by-doing” by women 
and men through involvement 
with real-world assessments of 
targeted market chains

Strengthening basic financial skills 
related to primary production

Chain-wide Learning

e.g. Participatory 
Market Chain 
Approach (PMCA)

Generalized interactions among 
actors in market chains

Focus on business learning 
through interactions with chain 
actors

Prior business learning for farmers 
who participate in chain-wide 
learning approaches. 

Scaling up of options from piloted 
market chain approaches

Marketing innovations which 
are introduced on-farm, near the 
production side of the chain or 
involve simpler value addition

Business
Development 
Support (BDS)

Linkage with institutional and/
or individual service providers

Business development for 
farmers through social learning 
and interactions with 
stakeholders, the business 
service providers

Access/facilitation/provision of 
enterprise support services (e.g. 
technology, markets, finance), 
and opportunities for business 
development
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Modules Sessions/Activities Participants ABS Team Suggested 
Duration 

Preparatory Phase
Entry Points and Selection of Sites

Fisherfolk CF, IGO, LO, LEDO, 
ATF/FLDT

Selection of ABS Groups

Formation of Facilitation Team 4-5 days

1. Planning and 
Targeting

1.1 Preparatory Meetings with Prospective ABS 
Participants

Fisherfolk CF, IGO, LO, LEDO, 
ATF/FLDT

3.5 hours

1.2 Targeting and Selecting Commodity for 
Value Chain Development with Climate 
Change and Gender Dimensions

3.5 hours

2: Group Formation 
and Capacity Building

2.1 Livelihood and Business Goals and 
Objectives Setting

Fisherfolk CF, IGO, LO, LEDO, 
ATF/FLDT

3 hours

2.2 Individual and Group Capacity Assessment 3 hours

2.3 Learning and Working Together 2 hours

2.4 Mini Proposal Formulation 4 hours

3.  Introducing 
Concepts of Business, 
Marketing, Climate 
Change, and Gender

3.1 Market, Supply, and Value Chain 
Perspective

Fisherfolk CF, IGO, LO, LEDO, 
ATF/FLDT

2-4 weeks
(at least
2 hours for
market visit)

3.2 Entrepreneur Mindsetting for Small-Scale 
Producers 1 hour

3.3 Types of Business Organizations 1 hour

3.4 Climate Change Basics 1 hour

3.5 Importance of Gender in Fisheries 1 hour

4.  Identifying and 
Prioritizing Market 
Opportunities

4.1 Planning and Value Chain Assessment Fisherfolk
CF, IGO, LO, LEDO, 
ATF/FLDT

4 hours

4.2 Conducting Value Chain Assessment Fisherfolk, chain 
actors

half to 1 day 
including 
travel time

4.3 Discussion and Analysis of Fieldwork 
Assessment Results Fisherfolk

CF, IGO, LO, LEDO, 
ATF/FLDT,  TWG

4 hours

4.4 Sharing and Validating Results with Value 
Chain Actors and Stakeholders

Fisherfolk, chain 
actors 4 hours

5.  Targeting and 
Testing Potential
Innovations

5.1 Identifying and Prioritizing 
Innovations

Fisherfolk, chain 
representatives

CF, IGO, LO, LEDO, 
ATF/FLDT

2 hours

5.2 Designing and Organizing Testing of 
Innovations Fisherfolk 2 hours

5.3 Conducting and Monitoring the Testing of 
Innovations

Fisherfolk, chain 
actors 4 hours

5.4 Special Topics to Support Innovations Fisherfolk CF, LEDO, ATF/FLDT, 
resource persons

depends on 
the topic

5.5 Analyzing Results and Preparing for the 
Sharing of Innovations Fisherfolk CF, IGO, LO, LEDO, 

ATF/FLDT,  TWGs + 
MMT

4 hours

5.6 Presentation and Sharing of Innovations Fisherfolk, chain 
actors 4 hours

General Plan for ABS Implementation
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Modules Sessions/Activities Participants ABS Team Suggested 
Duration

6.  Business Planning 
and Appraisal

6.1 Introduction to Business Planning

Fisherfolk

CF, IGO, LO, LEDO, 
ATF/FLDT

4 hours

6.2 Developing and Customizing Business 
Plans with Climate Change and Gender 
Dimensions

4 hours

6.3 Critiquing and Improving Business Plans

CF, IGO, LO, LEDO, 
TWGs, ATF/FLDT, 
LGU GAD focal 
person

4 hours

7.  Accessing Business 
Support Services

7.1 Enterprise Development Services

Fisherfolk CF, LEDO, resource 
person

2 hours

7.2 Financial Resources and Management 
Services as required

7.3 Research and Extension Support including 
Climate Change Mitigation and Adaptation as required

7.4 Legal and Regulatory Services as required

ABS Business 
Launching Launching of new businesses

Fisherfolk, chain 
actors, other 
farmers, support 
services 
providers, 
potential 
markets, media, 
LGU partners

CF, IGO, LO, LEDO, 
ATF/FLDT,  TWG, 
MMT

8 hours / 
actual 
activity

3 days / 
preparation 
before and 
evalauation 
after

Post-ABS Support

1. Monitoring  and Assessment of Businesses, 
Support Services, and External Business 
Environment

Fisherfolk CF, IGO, LO, ATF/
FLDT, LEDO

half day or 
whole day

2. Continuing Capacity Development of 
Project Implementers

3. Monitoring of Issues Affecting Business 
Implementation

General Plan for ABS Implementation



AQUA-BASED BUSINESS SCHOOL  |  21  

Key Roles of the ABS Facilitator

 The ABS Approach is organized as a sequence of modules that fisherfolk groups have to undergo in a “learning by 
doing” (participatory) manner. The overarching roles of the ABS facilitator are to accompany and assist fisherfolk groups through the 
ABS implementation, facilitate their participation in group activities, share their experiences to support the group learning 
process, and take responsibility for their agri-aqua enterprise. The facilitator shall also establish a supportive and active
relationship between the agri-aqua enterprise and various social actors that provide services and market linkage opportunities.

 In carrying out each activity, the facilitator actively involves fisherfolk in every step, always keeping in mind that:

• The facilitator’s main role is to facilitate the process. For topics that require expertise, the facilitator may invite topic experts    
from partners in government agencies, and/or non-government organizations (NGOs) present in the area;

• The facilitator’s role is not to do the actual marketing, but to enable the ABS enrollees to do it themselves;
• To facilitate a smooth sailing session, planning of activities of the ABS facilitation team must be given importance, which                 

includes:
 » Simplification of modules
 » Translation of topic discussion/guide questions in the local language for easier communication
 » Preparation of visuals and other instructional materials for ABS enrollees to effectively comprehend the topic                                          

presentations
• Recap  the previous session before proceeding to the next session;
• Facilitate various evaluation methods (Annex 1: Evaluation and Reflection Technique: ORID Focused Conversation Method) that 

can be done every post-session to assess the level of knowledge and appreciation of the ABS enrollees and encourage them to 
ask questions when something is not clear;

• Use language that can be easily understood by the ABS enrollees;
• Facilitate interactive learning (use of infographics, illustrations, videos, games, etc.) to attract attention and for easy digestion 

of information;
• Set learning objectives for every exercise and always relate the activities to the topic then to the group;
• Document innovations, good practices, success stories (Annex 2: Guidelines in Writing a Success Story) particularly those that 

are gender-related and climate-smart; 
• Address gender issues to effectively facilitate the ABS implementation; and
• Regularly report all activities conducted throughout the ABS implementation (Annex 3A: Activity Report Format; Annex 3B: ABS 

Status Report Template; Annex 3C: ABS Monitoring-Mentoring Post Session Matrix)

 The facilitator’s focus is to simplify the agri-aqua enterprise learning process and encourage the fisherfolk 
groups to market their own products. Always bear in mind that the learning of the participants will gain can also be 
used should they decide to venture into other enterprises after they graduated from the first cycle of ABS. The facilitator 
should present the approach to the ABS groups as their “Journey in Business School” that encourages them to travel together 
(hand-holding approach) down a path to actively participate in the market and achieve sustainable income growth.

 To perform their roles well, facilitators need to embody the following critical qualities: 

• Commitment in supporting fisherfolk to strengthen their livelihoods; self-discipline to go through the rigors of business               
learning; sensitivity to the needs of farmers and other stakeholders; and openness to varying opinions.

• Knowledge of agri-aqua enterprise and appreciation of market-oriented approach.
• Skills in fisherfolk’s experiential learning processes as they undertake the activities in the ABS.

 It is a bonus if the facilitator has a business background, but it is not a requisite for performing the role well. Of the 
qualities of the facilitator, values are the most important because her/his motivation largely determines dedication to continued 
learning and applying knowledge and skills to support farmers in the agri-aqua enterprise process.

Fisherfolk Groups Take Responsibility for their Fishery and/or Agri-Enterprise

 ABS is a participatory and experiential learning approach that guides the ABS groups every step of the way -- not only 
after they have launched their business, but until they are ready to be weaned from the assistance and can make it on their own.  
ABS groups must understand the ABS process themselves. The groups should internalize that achieving the intended 
results is not only the facilitators’ responsibility but theirs as well. The key to a sustainable enterprise success is self and group 
management; the ability to take responsibility and directly exercise control of their enterprise. Enabling ABS groups to 
take responsibility for their own enterprise is one of the most important roles of facilitators.
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module 0
PREPARATORY PHASE

A. ENTRY POINTS AND SELECTION OF SITES

Prior to ABS implementation, it is important to ensure 
the engagement of partners in local government units (LGUs) 
such as the Agricultural Technologist for Fisheries (ATF), the 
Gender and Development (GAD) focal person, and/or any staff 
both at the municipal and barangay levels who will be part of the 
facilitation team in the mobilization of the ABS during and 
after the FishCORAL Project. With the assured commitment 
attained through a FishCORAL memorandum of agreement 
(MOA), or if needed, a separate MOA/memorandum of
understanding (MOU)/special order, courtesy call, and orientation 
to the LGUs shall be commenced. 

The implementing agency or institution must discuss 
and decide where the ABS sessions will be held. Scoping studies 
or Rapid Market Appraisals (RMAs) can be conducted to assist 
the organization in selecting the site based on their priorities and 
programs. Compatibility with resilient and gender-responsive 
livelihoods and production systems (e.g., protecting, 
strengthening, livelihood diversification) must also be ensured. 
 

ABS facilitators may develop strategies to improve 
the orientation, promotion, and immersion techniques to the 
community, LGU orientation, and house to house invitation. They 
may also tap local networks and other stakeholders to stir the 
interest of the community.

Relevant considerations in targeting ABS area:

• Existence of  group/s (can be informal groups bound 
by common interests, commitment, and/or resources)

• Poverty level
• Production and/or market potential or opportunity 
• Climate change vulnerability and/or potential to enhance 

climate resilience 
• Presence of coastal resource management (CRM) activities 

in the area

B. SELECTION OF ABS GROUPS

Options for “entry points” or “givens” for each ABS group:

a. A predetermined geographic area such as ecological,               
hydrological catchments, or administrative or political 
venues (e.g., a municipal or community hall)

b. An existing group or association, whether formal or                  
informal

c. An assessment of the people’s organization (PO) such as 
profiling and resource mapping

d. A specific commodity such as fish, seaweed, mangrove 
crab, and/or root crops that are present in the identified               
production zones

Relevant considerations in selecting ABS group:

• Potential to benefit specific target group/s (e.g., women, 
youth, indigenous communities)

• Linkages to other agencies and support service providers
• Groups with existing enterprise
• Presence of individual fishers, who may or may not be a 

member of any group, interested to enroll in ABS

One commodity per group

While an ABS group should concentrate on only 
one commodity  to ensure the undivided attention of the 
members and guarantee the efficient use of time and 
resources, the group is encouraged to have diverse products 
out of the commodity (e.g., mangrove crab: live, frozen,  
and processed meat). The diversity of products contributes 
to the resilience of livelihoods and allows the profitability 
improvement of the enterprise.

Note: One value chain should be allotted for every ABS cycle 
to craft a targeted business plan. The enterprise may expand to 
marketing other related products in further cycles. 

C. FORMATION OF FACILITATION TEAM

The ABS facilitation team shall be composed of the following: 

(1) a representative of the organization/project, 
(2) a duly-assigned representative of the local government, 

and 
(3) a fisherfolk leader. 

Prior to the implementation of the ABS in the community, 
the facilitators must undergo a four- to five-day training of 
facilitators (TOF) to enhance their facilitation skills. Gender 
balance among the team of facilitators must be observed.
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Note: Each facilitator must keep all the implementation                          
documents (i.e., agreed ABS curriculum and schedules, files,                
photos, outputs per module, monitoring forms) into one ABS 
portfolio. The material and design of the ABS portfolio are
specified by the ABS project management, which should 
be properly labeled and identified (e.g., name of the PO, 
commodity enterprise, location, contact person, contact number, 
and name/s of facilitators).

Tips: ABS facilitators may also coordinate with national 
government agencies (NGAs) and community leaders in the 
area to encourage the ABS enrollees to actively attend the ABS           
sessions.
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module 1
PLANNING AND TARGETING

 This module aims to help the facilitators start the ABS implementation. It consists of two sessions: (1) preparatory meetings 
with prospective participants, and (2) targeting and selection of commodity for value chain development based on a set of criteria 
that includes climate change and gender considerations.

Overview of Module 1 Work Plan

Sessions Objectives Activities Methods/Excercises Duration

1.1
Preparatory 
Meetings with 
Prospective ABS 
Participants

1. Understand the ABS 
process

2. Ensure the commitment 
to complete the ABS 
curriculum

3. Develop a customized 
ABS curriculum based on 
the group’s profile

ABS orientation

1. Getting to know 5 minutes

2. Checking expectations 30 minutes

3. Formulating house rules 15 minutes

4. Lecture-discussion using slides 25 minutes

ABS planning 
meeting

1. Value chain case presentation 30 minutes

2. Leveling of roles and 
responsibilities of facilitators and 
participants

20 minutes

3. Profiling of participants 10 minutes

4. Pre-testing 45 minutes

5. Customizing ABS curriculum 30 minutes

1.2
Targeting and 
Selecting Commodity 
for Value Chain
Development with 
Climate Change and 
Gender Dimensions

1. Develop a list of 
commodity options

2. Agree on the prioritized 
commodity for ABS

Targeting and 
selection of 
commodity

1. Identification of commodity/
ABS enterprise through focus 
group discussions (FGDs) and 
Key Informant Interviews (KIIs)

2 hours

2. Ranking the options by criteria 
and selection for ABS gender 
sensitive and climate resilient 
enterprise

1 hour and 
30 minutes
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SESSION 1.1
PREPARATORY MEETINGS WITH PROSPECTIVE ABS PARTICIPANTS

Objectives:
At the end of the session, participants will be able to:

• Understand the ABS process;
• Ensure the commitment to complete the ABS curriculum; 

and
• Develop a customized ABS curriculum based on the 

group’s profile.

Expected Outputs:
• Conducted ABS orientation to PO and local partners
• Selected potential participants and assured their                          

commitment
• Refined ABS curriculum based on the needs
• Agreed logistics for sessions (venue and time)
• Conducted profiling and kept in a portfolio
• Conducted the pre-testing and kept the result for ABS 

evaluation

After the facilitators have undergone the four- to five- day  
ABS TOF, the next step is to let the potential participants
know about the ABS approach. It is important to identify 
the potential partners (e.g. NGO, LGU) present in the area that 
will be willing to co-implement the ABS. The roles of each 
organization  must  be  defined  prior  to the  formal  start of  the 
sessions. Before inviting the fisherfolk groups, the ABS 
facilitation team must agree on the date, venue, flow of the 
program, and specific tasks.

Reminders:
1. It is necessary to choose the venue, date, and time 

carefully. It should be in a place accessible to both women
and men, at a date and time when both can participate.

2. The organizers should use the most suitable mechanism 
specific to the region and/or culture in order to elicit the 
engagement of both women and men fisherfolk.

3. The ABS facilitation team should also note that there are 
participants who attend meetings with their children. It 
would be practical to consider having some members of 
the community to take care of the participants’ children 
while they are attending the session.

4. Facilitators must consider the educational level of 
enrollees to be able to use appropriate learning tools.

1.1.1   ABS ORIENTATION

Duration: 1 hour and 25 minutes

At this point, the participants have already arrived at the 
venue and they are interested in learning further about ABS. It is 
essential to establish the advantages of participating in the ABS.
One way is to inspire them with stories of ABS groups who
have succeeded in marketing their agri-aqua produce.

Video reference: Aqua-Based Business School in the Philippines 
https://www.youtube.com/watch?v=taU0wJwJOTE

For the facilitators, the use of the lecture-discussion 
method with visual aids is recommended. They should ensure
an effective, clear communication strategy to provide a
simplified picture of the ABS processes. If there is a facility 
like a meeting hall, the facilitator may bring a projector and
other equipment useful for the presentation.

The facilitator will now introduce the overall goal of the 
ABS and explain its contents to the participants. This will include 
a discussion of the curriculum, its modules, and sessions. 
Below is a sample outline:

• What is ABS?
• ABS Goals and Learning Objectives
• General ABS Curriculum
• FBS: Philippine Cases
• Potential ABS Application

Tips: May refer to the introduction for details.
 

The length of the program is a crucial point of discussion. 
ABS requires the participants’ commitment and time to reach 
the goal of putting up a business at the end of the course. Upon 
explaining the ABS and its features, the facilitator will 
address questions and concerns that the participants have 
brought up in the discussion.

Remember, this is the first time that the facilitators 
meet the participants so it is necessary to establish a congenial 
and welcoming attitude. Be pleasant and be ready to listen. 

Sample questions during orientation:

• Do we need to meet every week? What day of the week is 
convenient for everyone?

• What time of the day is convenient for participants                        
considering the work and household obligations of both 
women and men?

• How is the arrangement of the logistics (food, venue,     
transportation)? Does the program provide childcare 
during the meeting to allow women to fully participate?

• What other constraints may hinder full participation? How 
do we address these challenges?

Reminders:
1. The facilitator should always be sensitive to the needs,              

requirements, and constraints of both women and men in 
the implementation of ABS depending on the context or 
circumstances.
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2. To encourage inclusive participation, measures such as              
baby-sitting facilities, breastfeeding areas, and other 
special needs of vulnerable sectors should be addressed 
during the planning and budgeting.

KEY CONCEPTS AND DEFINITION
  
The ABS is a process that involves learning, discussing, 
planning, implementing, and analyzing. Its  success rests on
the active engagement of the participants and facilitators. The 
diagram below lists the roles that participants and 
facilitators can contribute. 

ABS Steps and Participants’ and Facilitators’ Roles

ABS 
INVOLVES... PARTICIPANT FACILITATOR

Learning Receiving, digesting, 
using information

Sourcing, presenting, 
disseminating, adapting 
to context based on the 
needs of women and men 
participants

Discussing Contributing ideas, 
listening, reflecting

Contributing ideas, listening 
to both women and men 
(dividing the groups by sex), 
moderating

Planning Contributing ideas, 
commitment of time, 
and resources

Structuring, moderating 
(adapting to the context and 
gender needs)

Implementing Participating, 
providing resources 
according to ability

Supporting, organizing, 
financing

Analyzing Understanding and 
adapting

Organizing information 
(gender disaggregated), 
clarifying, summarizing

Decision-
making

Contributing 
(positively), 
compromising

Moderating, structuring 
processes (options), 
consensus-building

EXERCISE 1: GETTING TO KNOW

Objectives: To introduce each participant and to facilitate                              
interaction with each other in an informal way; and to build 
rapport with the participants and set a friendly, interactive 
atmosphere of the ABS sessions.

Duration: 5 minutes

Steps:
1. Ask participants to introduce themselves by placing an 

adjective before their names. The adjective should start 
with the same letter as the beginning letter of their
names. 

For example:
“I am sweet Sandra!”
“I am energetic Ed!”
“I am jolly Jessica!”

2. For a more fun and engaging exercise, ask participants 
to form a circle. Each person will introduce oneself and 
act according to one’s chosen fish or aquatic animal (e.g.,                       
flying fish, dancing jellyfish) while stepping into the circle.  
When one steps back, it is the next person’s turn. 

EXERCISE 2: CHECKING EXPECTATIONS
 
Objective: To reach a common understanding with the                              
participants about their expectations on the ABS

Materials: Manila paper or used large calendar (back), flashcards, 
pens/markers

Duration: 30 minutes 

Steps:
1. Distribute pens/markers and flashcards to the participants 

for them to write their expectations regarding the 
activity in terms of the: content (e.g., course topics, module, 
curriculum), facilitators, resource persons, and co-                                       
participants. This could also be done by group, 
depending on the agreement of the participants.

2. Ask the participants to post their expectations on the 
board/wall, under the column where their expectations 

 fit: 
• content 
• facilitators
• resource persons
• co-participants

3. Respond to their expectations. Level off with them and 
clarify the limitations of the ABS.

4. Facilitators may also raise their expectations to the                         
participants.

Note: It is important to consider the participants’ degree of  
interest/expectation in long-term income-generation through 
business ventures resulting from the ABS. This involves a 
degree of risk acceptance and commitment of time/resources
beyond the life of the ABS cycle. 
 

EXERCISE 3: FORMULATING HOUSE RULES

Objective: To instill order in the conduct of the ABS by setting 
rules for the participants to follow.

Materials: Manila papers, flashcards, pens/markers

Duration: 15 minutes 

Steps:
1. Explain the importance of setting ground rules that all    

participants must follow during the course of the ABS.
2. Open the table for suggestions and agree on the set of 
 rules. Write the suggestions on a manila paper. 
 Democratizing the rule-making process to allow 
 participants to own up and voluntarily abide by  their own

rules as well as encourage participation in ABS sessions.
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3. Ask all participants to affix their signatures on one side of 
the manila paper to signify their commitment to the ABS.

4. As a reminder of their commitment, the set of house rules 
will be posted on the wall and should not be removed 
throughout the duration of the ABS. 

5. For house rules that involve monetary penalties, proceeds 
of the collected fines shall be agreed by the participants. 

1.1.2   ABS PLANNING MEETING

Duration: 2 hours and 25 minutes

ABS planning includes preparatory meetings of the
facilitation team and prospective participants, which will 
involve: (1) tasking within the facilitation team; (2) selecting 
of participants and making sure they understand the purpose of 
ABS, the process, and commitments on both sides (participants 
and facilitators); and (3) identifying the roles and responsibilities 
of the participants. While the endpoint of ABS is the
launching of a new enterprise, this is only the beginning 
of the participants’ journey as entrepreneurs. It is vital that 
they understand that their commitment goes well beyond 
the limited time of the ABS cycle itself. At the end of 
the planning, the participants and the facilitation team will 
review the ABS curriculum and customize it to their local 
needs, customs, and culture. 

Particpants’ and Facilitators’ Fearures and Leveling Off

Reminders: 
During the planning meeting with the ABS group, observe and 
emphasize the following:

• Participant profiling differentiated by gender
• Tasking of the facilitation team
• Reaching a common understanding of ABS objectives 

and process
• Participants’ awareness of and agreement on the roles 

and expectations 

EXERCISE 4: VALUE CHAIN CASE PRESENTATION

Objective:  To sensitize the participants on the ABS process

Materials: Laptop, TV/projector, audio speakers, or other                          
readily available materials (video, PowerPoint or story telling 
ideas for aquatic environments)

Duration: 30 minutes 

Steps:
1. Divide the participants into five groups. In some areas, 

it might be recommended to divide the participants by 
gender to highlight gendered perspective  about the 
presentation.

2. Give an introductory statement for the video presentation 
to be shown. Be specific in the introductory statement. 

For example:
“This video presentation is about a business in Binalot. 
Binalot is found in the Philippines. It is into serving                
native Filipino food... We encourage you to watch 
closely and observe. And please take note of the 
following questions for your guide later.”

• What is unique about the business?
• What products are being sold by the business?
• Do you have any other observations relating to 

risk/vulnerability (including climate change) and 
gender issues?

 
Video reference: Binalot Fiesta Food
https://www.youtube.com/watch?v=fZfSD5cFu-I 

3. After watching, ask the participants about their insights 
and reactions on the video presentation. Refer to #2 for the 
sample questions. 

4. List highlights of group discussion.

Sample Output of Agreed House Rules

PARTICIPANTS FACILITATORS

Household typology (land, 
tenure, access, farm size, 
assets, crops, fishery activities)

Skills, experience, gender

Group structure (formal, 
informal)

Organizational support (funding, 
time allocation)

Socio-cultural profile Gender, age, ethnicity

Engagement with the process 
(fit with the household goals 
over time)

Understand women and men 
participants’ expectations and 
needs (including any gender- 
based differentiation)

Contribution (time and effort, 
assets, agri-aqua produce, social 
contacts, networks, etc.)

Personal and institutional 
commitment to the process and 
the community (for the ABS cycle 
and post-ABS support)

HOUSE RULES

Latecomers have a fine of PhP10 per 
session

Participants to sign here 

No cutting classes except for cases of 
emergency 

Proxy is allowed but should be an
immediate family member

Absences should have a valid reason (e.g., 
wedding sponsor, emergency)

Commitment to continue the 
post-ABS (real business)

Work outside the “comfort zone” 
(engage with markets, traders, 
private sectors; facilitate inputs 
from technical experts; problem-
solving e.g. adaptability, flexibility)

Learning opportunity (markets, 
businesses, climate change, 
gender)
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GROUP UNIQUENESS 
OF THE 

BUSINESS

PRODUCTS BEING 
SOLD BY THE 

BUSINESS

OTHER 
OBSERVATIONS

1

2

3

5. Synthesize the answers, discuss with the plenary, and draw 
out insights and reflections (e.g., anyone can do business 
from available resources or indigenous materials around).

EXERCISE 5: LEVELLING OFF OF THE ROLES AND                                                        
RESPONSIBILITIES OF FACILITATORS AND PARTICIPANTS

Objective: To distinguish the responsibilities between                                  
participants and facilitators and how they harmonize each other.

Materials: Flashcards, pens/markers, adhesive tape or any                 
available materials

Duration: 20 minutes

Steps:
1. In the plenary, engage participants by posing  questions 

about the responsibilities of participants and facilitators.

Sample guide questions:
• If you are a facilitator in an activity, what do 

you think should be the responsibilities of your                                       
participants? 

• As a participant, what do you think should be your 
responsibilities?

• What do you think should be the responsibilities of 
a facilitator?

2. Depending on the size of the plenary, participants will 
be divided into groups (three members per group at the 
very least, divided by gender if necessary) to discuss their                
answers to the question.

3. Using markers and flashcards, each group will write their 
answers and post them on the board/wall.

4. The board/wall will be divided into two columns:                                
responsibilities of the participants and of the facilitators.

5. Once all members of the group have posted their answers, 
facilitate the discussion and process their answers.

6. Be sure to have photo documentation. The highlights of 
the discussion should also be noted in the facilitator’s                 
Activity Report (Annex 3).

7. Post the output on the wall in the entire duration of ABS.

EXERCISE 6: PROFILING OF PARTICIPANTS

Relevant considerations in selecting ABS Group:

(1) she or he must be a member of a group, organization, or a 
fishing community with good standing; 

(2) must express commitment to participate in the whole ABS 
implementation process; 

(3) must be willing to participate in group-based businesses; 
(4) must be willing to counterpart or share resources for the 

enterprise. 

Note: Gender balance has to be observed in the selection                     
process.

The number of participants per ABS group will depend on the 
number of PO members or fishing households interested to                 
enroll. Ten to 30 participants are recommended for a manageable 
number of enrollees (flexibility in number as appropriate). Equal 
participation and opportunity between  men and women during 
the selection process is given importance. 

Objective: To know the participants’ background and consolidate
their profiles as social database that would lay the groundwork 
for ABS curriculum and implementation adjustments.

Materials: Standard profiling forms, pencil/ballpen

Duration: 10 minutes 

Note: After answering the questions, settling the issues, and 
defining the roles and responsibilities of all the parties, it is now 
time to solicit the commitment of the participants. Distribute the 
ABS enrollee form and explain the importance of the information 
being requested. The responses of the ABS enrollees are useful 
for the facilitator to know the background of her/his audience 
and adjust the content of the modules accordingly.  This will also 
help build rapport and generate fruitful discussions throughout 
the course. Analyze, consolidate, and present to the participants 
the data gathered from the enrollees form to validate accuracy.  

Steps:
1. Discuss the set of criteria for joining the ABS.
2. After this discussion, if participants are still interested in 

joining, they will be given the standard profiling form to 
fill out. The facilitator may assist participants who have                     
difficulty in writing.

3. The facilitators may revise the form (Annex 4A: ABS-GCC             
Enrollee Profile Form) depending on the data that they 
deem necessary to include.

Sample Outputs of Levelling Off of Roles and Responsibilities 
of Facilitators  and Participants 
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4. Participants will complete the form and submit  to the                   
facilitators.

5. The facilitators will consolidate the profiles (Annex 4B: 
ABS-GCC Enrollee Profiles Summary Form) submitted.

EXERCISE 7: PRETESTING
 
Objective: To determine the participants’ pre-existing                                         
knowledge on the concepts to be discussed in the ABS curriculum.

Materials: Questionnaires

Duration: 45 minutes 

Note: Prior to the start of Module 1, a pretest questionnaire 
must be administered to the ABS participants. The results of the 
pretest gauge the existing business knowledge of the student                               
fisherfolk. At the end of the course, these will be compared with 
the results of the post-test to track the student’s growth and          
measure amount of learning throughout the ABS cycle.

Steps:
• Preliminary: Translation of the pretest instruments to the 

local language.
• During the pretest:

1. Explain to the participants the purpose of the 
pretest. Inform them that it covers the whole                               
curriculum of the ABS.

2. Distribute the answer sheets (Annex 5A: ABS-
GCC Pretest Questionnaire in English / Annex                                               
5B: ABS-GCC Pretest Questionnaire in Bisaya) to 
the participants. 

3. The questions are answerable by “yes” or “no”.                      
Instruct the participants to check YES or NO based 
on their own understanding of the questions. 

4. Collect the answer sheets. 
5. Consolidate the answers of the participants (Annex 

5C: ABS-GCC Pretest Summary Form) by tallying               
the response to each question (i.e., how many 
answered “yes”? How many answered “no”? 

6. Present the consolidated answers to the                                         
participants. 

Sample Output of Consolidated Pretest Response 
of the Participants 

Sample Format of the ABS Meeting Schedule Plan

Note: The facilitators may conduct the pretest by posting the 
questions around the room and instructing the participants to 
answer each question on their answer sheets. Another way is 
to print out the questionnaires and distribute one copy to each            
participant. If time permits, present the consolidated results in 
graphs to provide visual assistance in discussing statistical results.

EXERCISE 8: CUSTOMIZING ABS CURRICULUM

Objective: To involve participants in the curriculum and
implementation planning of the ABS program in their         
community.

Materials: Manila papers, pens/markers, printed sample of ABS 
curriculum 

Duration:  30 minutes

Steps:
1. Present the ABS curriculum to the participants and explain 

the different modules and sessions involved. Indicate the 
number of meetings that every session entails. 

2. Discuss the topics in the ABS curriculum where emphasis 
may be required.

3. Ask the participants to plan the ABS meeting schedule. 

Pose these questions for every module:
• What days of the week and time of the day are you 

mostly available?
• What should be the start and end time?

4. Facilitate the discussion to reach a consensus and to                        
finalize the dates of the meetings.

5. The agreed ABS curriculum and implementation plan 
will be distributed to the participants and posted in the                 
meeting venue.

MODULE/ 
SESSION TOPIC DATE TIME VENUE

Note: The processes and methods of the ABS are designed to be 
participatory. The ABS curriculum is a living document tailored 
to the local context and particular condition of different groups 
implementing it. The fisherfolk participants have the liberty 
to suggest related topics that will be useful in developing ABS 
instructional materials. They should also be consulted on their 
learning preferences, which may vary based on gender.

QUESTIONS YES NO

1) People’s Organization (PO) members select an ABS 
enterprise based on criteria and survey data 23 2

2) The ABS curriculum is planned together with ABS 
participants 20 5

3) In business, the most important capital is financial 19 6

4) A business goal gives a clear guide to choose 
current and future actions in order to achieve the 
objectives of the business organization.

25 0

5) Aquaculture is a form of enterprise. 19 6

6) Market always refers to the physical place where 
people sell goods. 19 6
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SESSION 1.2 
TARGETING AND SELECTING COMMODITY FOR VALUE CHAIN DEVELOPMENT 

WITH CLIMATE CHANGE AND GENDER DIMENSIONS

Objectives:
At the end of the session, participants will be able to:

• Develop a list of commodity options; and
• Agree on the prioritized commodity for ABS with climate 

change and gender considerations.

Expected Output:
• Validated the commodity using exercises

In this initial stage, the idea is to form a consensus as to 
the commodity the participants will use to carry out the ABS 
activities and processes. In Module 4, they will proceed 
to select a specific value chain to focus on, so at this preliminary 
stage, it is sufficient to obtain a consensus on the commodity 
only. For example, an ABS group may agree to focus on 
seaweeds but not on the specifics of which product (raw 
materials/semi-processed or market) yet. 

In order to do this systematically, there are 
three steps to be taken:

1. Agree on the criteria for commodity selection;
2. Develop a list of commodity options; and
3. Weigh each commodity option based on the criteria set.

In cases where a commodity is “a given” due to
project objectives, it is still necessary to conduct a rapid 
exercise along these lines for the group to be aware of 
why this commodity is being selected. This will also encourage 
them to own this decision unlike when it is foisted upon them.

1. Criteria for Commodity Selection

The facilitator should present and help the group 
understand the selection criteria based on the FishCORAL 
livelihood guidelines for the ABS to focus on in this cycle. 

The following are the criteria:

a. Will increase the income of fishing households;
b. Will not degrade the environment or deplete any                                

resources (i.e. sustainable resource use);
c. Will use technology suited to the technical capacity of the 

beneficiaries;
d. Have clear or established market for the product/services;
e. Will integrate the Safety Standard Operating Procedure 

(SSOP), Good Aquaculture Practices (GAqP), Philippine 
National Standards (PNS) food safety practices, Good 
Manufacturing Practices (GMP)/Hazard Analysis and
Critical Control Point (HACCP), Halal and/or Kosher 
certification, as applicable.

The following categories may also provide some guidance for      
orienting this discussion:
 

• Agro-ecological Potential – existing or potential 
commodities that are fit to the area’s agro-ecological
conditions considering climate change (e.g., droughts,
floods, wind, pests, and diseases) and gender dimensions.

• Objectives of the Group/Program –  specific objectives 
of the group such as women’s empowerment, youth 
employment, income generation, nutritional benefit,
environmental resilience should be included as criteria 
for commodity selection. This  also covers cases where 
the commodity is a “given” insofar as the rationale of 
the program supporting the ABS process is concerned. 
This does not preclude later attention to other 
commodities in subsequent ABS cycles but provides 
a clear entry point for this initial cycle.

• Opportunities in the wider socio-economic
environment – market demand, industry interest, 
technological and other innovations, which may be 
introduced by the facilitators or other parties for 
consideration of the ABS group.

• Pragmatic criteria – based on what can be realistically
achieved given the time and resources available.

Criteria to Consider for Selection of Value Chain

POTENTIAL 
FOR GROWTH

POTENTIAL 
FOR WOMEN’S 

EMPOWERMENT AND 
GENDER EQUALITY

PRAGMATIC 
CRITERIA

Positive growth trend of 
the value chain, 
unmet market 
demand

High share of women 
employed in the value 
chain as compared to the 
economy at large

Reach or scope

Available sales outlet, 
high interest of 
buyers in the product

A number of women 
entrepreneurs in the value 
chain

Size of the value 
chain in relation to 
project resources

Scope for expanding 
production; scope for 
value addition through 
processing or product 
improvement (new 
products for which there 
is a market)

Women access and control 
equipment on assets

Significant 
number of women 
employed and new 
job opportunities

Low costs of the value 
chain vis-à-vis 
competitors

Women have (or can 
acquire) skills for 
profitable value 
addition in 
processing and 
diversification

Significant number 
of small fishers, small 
enterprises, and 
small companies
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Potential for 
collaboration and 
coordination between 
actors for value chain 
upgrading 

Close to home; 
women-men roles 
distinctly considered in 
the partnership or 
collaboration process

Prospects of success

Sufficient 
technological and 
managerial level of 
enterprises for upgrading 
and innovation 

Low barriers to entry for 
small-scale and poor 
entrepreneurs (small 
scale of production, low 
start-up costs, no need for 
major capital investment, 
use of low tech skills) 

Own initiatives and 
commitment of chain 
actors; their 
readiness for change

Access to 
infrastructure, qualified 
workers, raw materials, 
inputs

Low entry barriers for 
women entrepreneurs 
(time and mobility, access 
to technology and assets, 
cultural constraints)

Existence of some 
level of organization 
of chain actors

Sufficient access to 
financial services

Offers new opportunities 
for women

Sufficient 
resources (time, 
funds, and know-
how) to invest in 
chain development

Sufficient access to 
business development 
services

In line with livelihood 
conditions (year-round 
income, using family labor, 
rapid returns, contributing 
to food security, 
conserving the 
environment, not 
reducing the availability of 
clean water)

Existence of 
partners to 
collaborate with the 
demand of investors 
and partners

Total potential for wom-
en’s empowerment and 
gender equality

Existence of 
institutions and 
service providers 
(financial, 
entrepreneurial, 
technological, 
gender) to support 
value chain actors

Conducive frame-
work conditions and 
business 
environment

Program-related 
aspects

Relevance to 
government 
economic policy 
priorities

Corresponding to 
project objectives, 
mandate, and 
resources

Relevance to 
mandated area

Synergies and scope 
for cooperation 
with other support 
programs

Modified from: KIT, Agri-ProFocus and IIRR. 2012. Challenging chains 
to change: Gender equity in agricultural value chain development. KIT                           
Publishers, Royal Tropical Institute, Amsterdam.

2.  List of Commodity Options

The ABS group can generate several options from 
their existing production and livelihood systems. The expanded 
list of menu enumerated in the FishCORAL Livelihood                       
Guidelines (Annex 6: Sample Menu of Enterprises and Negative 
List of Projects) can be suggested by the facilitator or by other 
stakeholders (i.e., project staff, researchers, local agro-
industry) but will need to be backed up with adequate 
information to allow for assessment against the agreed 
criteria. Ideally, there is a reasonable number of options 
(three to six) that can be considered by the group. 
But in case a commodity is already grown either for own 
consumption or for local markets, there should be some 
indication that value chain development is possible 
(i.e., wider markets and/or value-added products do exist 
to which the group could link).

3. Reaching Agreement on the Targeted Commodity

For each commodity, the group should discuss the 
selection and prioritization process of the commodity/
enterprise, and weigh corresponding advantages and 
disadvantages. If desired, a score (1-5) can be assigned for 
each criterion. A less structured process derived from 
discussions and consensus-building may suffice to avoid 
getting too detailed at this stage.

Consensus will likely emerge around  one  commodity. 
But there are disagreements and the participants are torn 
between two favored commodities, they may pursue a more 
objective ranking exercise to mediate the decision-making 
process.  This will permit a more rational (and perhaps less 
heated) discussion on the relative merits of the commodities and 
will make it more explicit where any trade-offs may be 
necessary.

In the three-stage process outlined above, it is 
imperative that gender and climate change are taken 
into account in the criteria (Step 1) and in the discussion 
around commodity selection (Step 3). This will ensure 
that these critical issues and concerns are given due 
attention and that the selected commodity is suited to the 
gender-related development objectives and contribute to 
sustainable and resilient livelihoods in the medium to long 
term  as the effects of climate change become more severe 
over time.

EXERCISE 1: IDENTIFICATION OF COMMODITY/ABS ENTERPRISE
THROUGH FOCUS GROUP DISCUSSIONS (FGDs) AND
KEY INFORMANT INTERVIEWS (KIIs)

Objective: To identify a commodity enterprise for the ABS and 
to assess the suitability of the area to the commodity enterprise 
selected based on relevant considerations such as ecological            
resources and organizational capacity.
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d. Market Information
• What do you know of the market for the product?
• How do you describe the product? Quality and 

price?
• How about the frequency and volume of buying the 

product?
• How is it more advantageous over the competing              

products? 

3. Organize, analyze, and summarize the findings. This should 
provide support to the selected ABS enterprise. 

4. Present the exercise results to the participants.

Prior to the fieldwork proper and before proceeding with 
the key questions, validate with the PO/community members 
the criteria for commodity selection. The validated criteria should 
guide the focus of data collection methods such as FGDs, KIIs 
and/or direct observation.

Reminder:
• Be sure to familiarize the guide questions. Translate                  

them to the participants’ local language beforehand  to              
communicate the questions properly.

• Genders must be equally represented in conducting the 
FGD.

• If time permits, present highlights per category of                              
information.

Note: The facilitator may use the Strengths, Weaknesses, 
Opportunities, and Challenges (SWOC) Analysis Tool (Annex 7)
as a guide in ranking and prioritizing commodity enterprise.

Suggested Activity: Market Matching 

Market matching is a half-day meeting with existing and                          
potential buyers of commodities of the ABS groups. This 
aims to generate information on the potential market of the                                      
commodities of the ABS groups.
 

EXERCISE 2: RANKING THE OPTIONS BY CRITERIA AND                             
SELECTION FOR ABS GENDER SENSITIVE AND CLIMATE                            
RESILIENT ENTERPRISE

Objective: To identify the commodity enterprise for the ABS 
through a ranking exercise.

Materials: Manila papers, pens/markers, flashcards

Duration: 1 hour and 30 minutes

Steps:
1. Identify and select criteria set in the matrix (Annex 8).
2. Set weight for each criterion. Assign numerical values (1-3) 

in grading their level of importance.
3. Put a score for each criterion. 
4. Multiply the score and weight attached to each criterion 

to get the total.

Materials: Manila papers, pens/markers, flashcards

Duration:  2 hours 

Steps:
1.   Explain to the participants the purpose of the exercise.
2. Below are questions that will guide you in determining               

the participants’ notions on the following concepts: 
 

a. Enterprise and Chain Concepts:
• What are the potential commodities/enterprises in 

the area?  
• What are the main activities to produce the                      

products?
• Who are involved in the different activities of your 

business/enterprise?
• Who are your input suppliers?
• Where do you sell? How do you do the pricing of the 

product?
• What are the uniqueness and opportunities offered 

by your products?
• What are the constraints for each main activity of 

your enterprise?

b.  Climate Change Issues:
• Have you heard of climate change? What is 

your                 understanding of climate change? What 
effects does it have on the community or on the 
resources and natural environment that 
the community depends on?

• How does it affect your enterprise/livelihood?
• What has been done to adapt or reduce the ill-

effects of climate change on your enterprise/
livelihood?

• Had there been any measures that the community 
has undertaken to address the impacts of climate 
change?

c. Gender Issues
• Who are involved in key decisions concerning 

group management and how are negotiations
about these decisions managed?

• In what kinds of decisions do women in the group 
participate?

• What are the usual roles of men and women in the 
group?

• Are services equally accessible to men, women, and 
youths?

• What personal skills, abilities, information, 
knowledge or attitudes will a man or woman need
to be able to access these services?

• How do power dynamics in the household or 
community prevent or facilitate women’s access
to services? Do women support each other?

• Do men, women, and youths receive equal pay?
• Do men and women have equal access and control 

to assets?
• At home, does the husband and the wife share 

equal loads of responsibilities?
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QUESTIONS/CRITERIA Score Weight Total

Is the production area or enterprise 
resource-based? Are raw materials and 
facilities distinctly or abundantly avail-
able?

5 3 15

Is the technology been adopted or 
available in the community?

3 2 6

OVERALL TOTAL FOR GROWTH POTENTIAL

Scoring: 0 – 5   where 0 = not at all, and 5 = very important

Sample Output of Consolidated Scores of Potential Commodity/Enterprise

5. Sum up the scores of all criteria.
6. Compare the total scores of all potential enterprises.

 
Decision Rule: Select the commodity/enterprise with the 
highest score or review (criteria, weight, score) if complications 
arise. 
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module 2
GROUP FORMATION AND CAPACITY BUILDING

 This module is devoted to enhancing the existing capacities of fisherfolk groups for market-oriented learning 
and action. It consists of four sessions: (1) livelihood and business goal setting, (2) individual and group capacity 
assessment, (3) learning and working together, and (4) mini-proposal formulation.

Overview of Module 2 Work Plan

Sessions Objectives Activities Methods/Excercises Duration

2.1 
Livelihood and 
Business Goals and 
Objectives Setting

1. Discuss key livelihood 
and business concepts

2. Develop and share their 
livelihood and business 
goals and objectives

3. Prioritize related market 
chain(s) of the validated/
prioritized commodity(ies)

Introduction on basic 
livelihoods, fishing, and 
aqua-based business 
concepts

Discussion on key concepts and 
definition 1 hour

Small group workshop 
on livelihood portfolio

Community livelihood 
portfolio 1 hour

Formulating a group 
or individual goals and 
objectives

Business goals and objectives 
setting 1 hour

2.2
Individual and Group 
Capacity Assessment

1. Assess existing business 
capacities and resources 
for individuals and groups

2. Determine 
enhancement approaches

Assess and idenify
existing business
capacities and
resources of the ABS 
group members

1. Capacity and resources
inventory for target business

1 hour and 30 
minutes

2. Individual entrepreneurial 
competency assessment

1 hour and 30 
minutes

2.3 
Learning and Working 
Together

1. Improve the capabilities 
in communication and 
cooperation/collaboration 
that are basic in value 
chain/enterprise
development

2. Assess what makes a 
group successful and
describe the roles and 
contributions of its
members

3. Firm up core values 
needed for the success of 
the business.

Learning and working 
together as a group

1. Chinese whispers 25 minutes

2. Tower building 20 minutes

3.  Breakthrough 20 minutes

4. Trust walk 20 minutes

5. Puzzle game 20 minutes

6. Fishing game 15 minutes

2.4 Mini Proposal 
Formulation

1. Identify start-up
materials/equipment 
needed for the initial 
production and/or 
processing of the selected 
commodity in Module 1

Mini proposal 
formulation

Discussion and identification of 
the materials and/or equipment 
needed in developing the 
selected product of the group

4 hours
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SESSION 2.1 
LIVELIHOOD AND BUSINESS GOALS AND OBJECTIVES SETTING

Objectives:
At the end of the session, participants will be able to:

• Discuss key livelihood and business concepts;
• Develop and share their livelihood and business goals and 

objectives; and
• Prioritize related market chain of the selected commodity. 

Expected Output:
• Clearly defined enterprise vision posted on the wall 

2.1.1   INTRODUCTION TO BASIC LIVELIHOODS, FISHING, AND 
AQUA-BASED BUSINESS CONCEPTS

Duration: 1 hour

The facilitator introduces and discusses the key 
concepts of livelihoods, business, and enterprise through 
creative presentation techniques such as the use of flash-
cards, boards, and markers or of multimedia if electricity 
and meeting space are available. Take note that the 
introduction should also encourage open discussion and 
sharing of experiences among the participants.

KEY CONCEPTS AND DEFINITION
  
• Household   –   A group of people who occupy the same 

shelter and who live, cook, and eat together including 
extended family.

  
• Fisherfolk – People directly or personally and physically 
 engaged in taking and/or culturing fish and processing of 
 fishery and/or aquatic resources.
 
• People’s Organization – An organized group or association 
 of fisherfolk with structures and a program of action.
 
• Customer – A person or organization that buys goods or 
 services from a store or business.
  
• Consumer – A person who purchases goods and services for
 personal use.
 
• Livelihood – It comprises the capabilities, assets (including 

both material and social resources) and activities required 
for a means of living. A livelihood is sustainable when it 
can cope with and recover from stress and shocks and 
maintain or enhance its capabilities and assets both now 
and in the future, while not undermining the natural base 
(Chambers & Conway, 1991).

 
• Business –  This is an organization engaged in the trade of 

goods, services, or both, to consumers. Businesses  are mostly
privately-owned and administered to earn profit to increase

the wealth of the owners. A business may also be 
not-for-profit or state-owned.  

• Enterprise – A business unit that can be categorized as 
micro, small, and medium enterprise (MSME). MSME is 
engaged in industry, agribusiness/services, whether  single
proprietorship, cooperative, partnership, or corporation, 
whose total assets are inclusive of those arising from 
loans but exclusive of the land on which the particular 
business entity’s office, plant, and equipment are situated.

• Agribusiness – The business of agricultural and fishery 
production, which includes agri-chemicals, breeding, crop 
production  (farming and contract farming), distribution,
farm machinery, processing, seed supply, marketing, and 
retail sales. The term was coined in 1957 by Goldberg and 
Davis.

 
• Aquaculture –  Fishery operations involving all forms of 

raising and culturing fish and other fishery/aquatic 
species in marine water areas.
 

• Capture – All kinds of harvesting or catching of fish and/or 
aquatic resources of naturally grown in marine waters.

• On-farm – Activities or incomes derived from own farm 
produce (rice farming, pig raising).

 
• Off-farm – Activities or incomes from working with other 

people’s farm, whether in cash or kind (laborer).

• Non-farm – Activities excluding or not related to agriculture
(transport, shopkeeping, handicrafts)

Categories of Business Units in the Philippines
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2.1.2 SMALL GROUP WORKSHOP ON LIVELIHOOD PORTFOLIO

The facilitator will divide the participants into three 
groups (if possible, ensure that at least one group is composed 
of women to capture women’s perspective on the issues 
below) to discuss the current livelihood portfolio within 
the individual household and in the community. Each small 
group should have a facilitator (for the women’s group it 
should be a woman facilitator), documenter, and reporter. 
Encourage them to expand their imagination within the 
context of their businesses and not in the whole community. 
A summary of the group discussion must be presented by 
the participant-reporter in plenary. The facilitator delivers a 
synthesis after the presentations. 

EXERCISE 1: COMMUNITY LIVELIHOOD PORTFOLIO

Objective: To illustrate the common livelihood and business 
activities within their community

Materials: Manila papers, pens/markers

Duration: 1 hour 

Steps:
1. Divide the group into two and assign a documenter and a 

reporter for each group.
2. Instruct them to share among the group their household 

livelihood activities.
3. From the list, ask them to identify the common livelihoods 

that will surface. Instruct them to indicate which ones are 
business-oriented livelihoods.

4. On a manila paper, ask them to illustrate the present                     
situation of that business-oriented livelihood. 

5. Ask them to illustrate their vision for the business-oriented 
livelihood. Encourage them to expand their imagination 
on their businesses beyond the community.

The questions listed below may be used to guide the 
small group discussion in validating the commodity/                               
enterprise (with reference to the capabilities and assets of 
the household):

• What are the existing types of activities that produce 
income and food for the household (which we refer to 
as “livelihood activities”)?

• Which of these activities are business-oriented?
• Over the next three years, do you expect changes in 

your livelihood activities? 
• Do you hope to start or expand business activities?
• Do you have any planned business interests that you 

share with other farming households?
• Do weather disturbances like flooding or drought 

affect your work activities or other aspects of your 
 life?
• How do men and women contribute to the different 

livelihood activities and how do these activities affect 
men's and women’s relations and status?

6. Let each group present their output.
7. The presentations will serve as  bases for identifying the 

business that the group may venture into.

2.1.3 FORMULATING GROUP OR INDIVIDUAL GOALS AND 
OBJECTIVES

Duration: 1 hour

It would be ideal for an individual or group to have a 
vision for the future, a direction to follow, a goal and objectives 
to be achieved or a place to be in years from now. When 
there is a goal, each activity initiated is aligned and contributory 
to achieving the individual or organizational objectives. 
The facilitator will discuss the importance of having a goal 
for oneself and for the organization. She or he will also read 

Sample Outputs of Community Livelihood Portfolio
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out several examples of goals and objectives of different 
organizations. 

In this activity, the group will formulate how they 
envision their businesses in the future with the consideration 
of existing commodities that the groups identified in the 
Community Livelihood Portfolio exercise. 

EXERCISE 1: BUSINESS GOALS AND OBJECTIVES SETTING

Objective: To formulate the goals and objectives of the 
participants about their business-oriented livelihood activities.

Materials: Manila papers, pens/markers

Duration: 1 hour 

Taking off from the output of the previous exercise, 
the group has already identified the potential business that 
they want to venture into. Let them envision how they want 
their potential business to look like three years from now. 
Ask them to compare their vision with the present situation 
of the business in order to identify gaps and inspire 
them to look for implementable solutions. From there, 
facilitate them in setting their business goals and objectives. 
You should guide them in the formulation process to 
emphasize that the business goals and objectives should 
be SMART.

 S pecific
 M easurable
 A ttainable
 R ealistic
 T ime-bound

Present various examples to aid them in formulating 
their goals and objectives. Outputs of this exercise must be 
presented to the group.

Sample Outputs of Business Goal and Objective Setting
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SESSION 2.2 
INDIVIDUAL AND GROUP CAPACITY ASSESSMENT

Objectives:
At the end of the session, participants will be able to:

• Assess existing business capacities and resources for indi-
viduals and groups; and

• Determine enhancement approaches.

Expected Output:
• Assessed the skills and capabilities of members 

2.2.1   IDENTIFY AND ASSESS EXISTING BUSINESS CAPACITIES 
AND RESOURCES OF THE ABS GROUP MEMBERS

Duration: 3 hours

Most capacity building programs follow a two or three 
step process, beginning with organizational assessment, 
followed by selected training based on the result of the 
assessment and, in some cases, supplemented with follow-up 
support. But new approaches in group assessment allow group 
members to evaluate their own capacities and resources 
rather than focusing on what they lack or miss. By so doing, the 
assessment can be used to articulate realistic future goals. 
Nevertheless, what the group lacks both in resources and 
capacities are also identified to set clear, targeted, and 
strategic activities addressing the weaknesses of the group 
in developing their business. 

KEY CONCEPTS AND DEFINITION
  
Livelihood assets may be tangible or intangible. These are 
categorized into five groups: human, social, natural, physical, and 
financial.

• Human (individual capabilities) – skills, knowledge, 
health, ability to work, training attended

• Social (group capabilities and relationships) – social                  
resources, including informal networks, membership of 
formalized groups, and relationships of trust that facilitate 
cooperation and economic opportunities

• Natural (resources in the natural environment) – land, soil, 
water, forests, and fisheries, etc.

• Physical (infrastructure and equipment) – roads,                               
water and sanitation, schools, information communication               
technology (ICT); and producer goods such as tools and 
equipment

• Financial (savings, credit i.e., CARD, ASA, LandBank, or 
cooperative, and income) – savings, credit, and income
from employment, trade, and remittances

• Key Competencies of an Entrepreneur – risk-taking, 
achievement orientation, creativity, and innovation 

EXERCISE 1: CAPACITY AND RESOURCES INVENTORY FOR 
TARGET BUSINESS

Objective: To make an inventory of existing capacities and assets 
of the participants for their target business

Materials: Manila papers, pens/markers

Duration: 1 hour and 30 minutes

Steps:
1. Divide them into three or four groups (depending on the 

number of participants). Let them assign a documenter 
and a reporter.

2. Instruct them to discuss the following questions:                       
(Questions may be translated into local language)

a. What capacities and assets are required to pursue                
business interests you share with others?

b. Which of these capacities and assets do you already 
have?

c. How do you plan to develop/acquire capacities and                
assets that you don’t have yet?

3. After their discussion, each group should present their               
responses to the three questions.

4. Provide a synthesis of the presentations and encourage                                                     
further discussions on similarities and differences in
capacities and assets.  

5. If enrollees identify needs that cannot be provided, explain 
to the group the limitation of the project. The facilitator 
may link them with other agencies, which will be 
discussed in Module 5.

For the list of training attended by the members, the facilitator 
may use the provided sample matrix (Annex 9).

Capacity
Resources

Financial Human Natural Social Physical

*including 
technology

*including 
technology

N
ee

ds
 

   
  A
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ila
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e

Sample Matrix of Capacity and Resources Inventory for Target Business
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EXERCISE 2: INDIVIDUAL ENTREPRENEURIAL COMPETENCY  
ASSESSMENT

Objective: To enable the participants to list key competencies 
required for business success and initiate a self-assessment                      
process. 

Materials:  Manila papers, pens/markers

Duration: 1.5 hours

Steps:
1. Ask the participants to think of the most successful                         

entrepreneur or small business group (associations, coop, 
partnerships) they know. They should distinguish the 
most successful male and female entrepreneurs because 
men and women face different constraints, challenges,                 
opportunities, and develop different sets of competencies. 
After five minutes, they should share with others why they 
think a particular person is a successful entrepreneur. 

Supporting/ sub-questions:

a. What type of business is successful in your locality?
b. How do women entrepreneurs differ from men?
c. What are the challenges, constraints, and

opportunities experienced by the selected 
entrepreneur model? (The facilitator may use the 
SWOT analysis)

d. Why was it successful/ failure (in different degrees)?
e. What are the key abilities or competencies required for 

business success?

2. Note the participants’ responses and write them on paper 
or whiteboard.

3. Ask the participants to individually assess their own               
competencies using the list identified: which are present; 
which are strong; and which need  to improve.

4. Ask two or three volunteers to discuss their answers.
5. In the plenary, ask them how to develop these                                       

competencies.
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SESSION 2.3 
LEARNING AND WORKING TOGETHER

Objectives:
At the end of the session, participants will be able to:

• Improve the capabilities in communication and                                       
cooperation/collaboration that are basic in value chain/
enterprise development;

• Assess what makes a group successful and describe the 
roles and contributions of its members; and

• Firm up core values needed for the success of the business.

Expected Output:
• Improved collaboration, cooperation, communication, and 

other important skills among enterprise group members 

2.3.1   LEARNING AND WORKING TOGETHER AS A GROUP

Duration: 2 hours

Any business is only as good as the people who compose 
it; and any group is only as healthy and strong as the relationship                   
between its members. Any group may have a clear purpose,                    
action plan, and structure; however, if the organization 
has weak leadership and its members are unable to work 
harmoniously as a team, it may be a cause for the group to fall 
apart.

This session and succeeding activities aim to treat 
leadership, teamwork, and other core values as essential to 
group relationship. The ABS facilitator should complement the 
sharing with a discussion on the stages of group development 
and allow a short assessment of where they think they are 
based on the presentation.  A collaborative learning environment 
should be emphasized throughout the ABS implementation. 
Facilitators should not be overwhelmed because finishing all 
exercises at once is not a requisite for this module. In fact, 
there are a number of exercises listed in Module 2 as 
activities/exercises that may also be used as icebreakers 
throughout the ABS implementation  and  are  relatable  to the  
core values integral to group success. The synthesis should 
always be done every after an exercise.

Discussion Questions:

1. What are the advantages and disadvantages of learning 
and working together?

2. How does working together contribute to the success of 
the group?

3. What are the characteristics of a successful group?
 
Note: Before the group discussion, the ABS facilitator should 
implement the suggested exercises in Module 2 Session 3
(learning and working together). The key learning points must 
be shared with the participants.

Recommendation: Discuss with the ABS group their decision 
on the registration of their group. If they are not yet registered, 
where do they want to be registered? If they are already 
registered, do they need additional registrations? Please 
see Module 7 for more information on different agencies for 
registration.

KEY CONCEPTS AND DEFINITION

STAGES OF GROUP DEVELOPMENT. These stages are important 
and inevitable for the team to grow, to face up to challenges, to 
tackle problems, to find solutions, to plan work, and to deliver 
results. (Bruce Tuckman, 1965)

1. Forming – the members come together, introduce one 
another, and eventually form a group. At this point, the
group is not yet a group in essence, but only a set of 
individuals. Each member tries to establish their personal 
identity and make an impression in the group. 
Participation is still limited as they have yet to familiarize
the setting, the trainer and each other. Individuals begin
to focus on the task at hand and discuss its purposes.
The group is essentially evolving ground rules on
which future decisions and actions will be anchored.

2. Storming – chaotic vying for leadership and trialing of 
group processes. This is characterized by intra-group 
conflict and lack of unity. Preliminary ground rules on
purposes, leadership, and behavior are damaged. 
Individuals can become hostile toward each other, and
express their individuality by pursuing or revealing
personal agenda. Friction increases, rules are broken,
and arguments can occur. But, if successfully handled, 
this stage leads to a renewed and more realistic setting
of objectives, procedures, and norms.

3. Norming – they have come to agree on the goal and shared 
plan of the team. This is a result of overcoming tensions and
nurturing group cohesion in which norms and practices are
established. Group members accept the group and accept
each other’s idiosyncrasies. Group allegiances develop
and the group strives to maintain this. In the development
of group spirit, harmony becomes important.

4. Performing – the ability to function as a group and find
ways to do the job smoothly and effectively witout
inappropriate conflict or need for external supervision.
This is characterized by full maturity and maximum 
productivity, which can only be reached by successfully
completing the previous three stages. Members take on
roles to fulfill the group activities since they have now
learned to relate to one another. Roles become flexible
and functional. Group energy is channeled into identified
tasks. New insights and solutions begin to emerge.
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COLLABORATIVE LEARNING. A situation in which two or 
more people learn or attempt to learn something together. 
(IG Global) Participants in a collaborative learning setting 
capitalize on one another’s resources and skills (asking 
one another for information, evaluating one another’s ideas, 
monitoring one another’s work, etc.). This is grounded 
on the model that knowledge can be created within a 
population where members actively interact by sharing
experiences and take on asymmetrical roles.

Teams are formed because they can achieve far more than their 
individual members can on their own And while being part of a 
team can be fun, it  takes patience and professionalism to get to 
that stage.

Effective facilitators can accelerate that process and reduce the 
difficulties that the team members experience by helping them 
understand what they need to do as their team moves through 
the stages from forming to storming, norming and, finally, 
performing.

Five Group Stage Model of Development

Source: https://www.tutorialspoint.com/individual_and_group_behavior/five_stage_model_group_
development.htm

CORE VALUES. Before proceeding to the games/exercises, the 
facilitator must review the following core values. They facilitator 
may use other exercises or activities as needed and should not be 
limited to the examples provided below.

1. Listening is one of the most important skills for every 
group member - especially the leaders - to develop. 
We cannot hope to understand and nourish trust and 
appreciation if we do not listen with each other. The
facilitator may ask the participants the following
questions to encourage sharing among them:

• What can the group do to make communication and 
listening as effective as possible?

• What helped you listen well?
• What difficulties did you encounter in listening well?

2. Open communication is an important value of the team 
members. It is how information is sent and received within 
the group. It is a crucial value in successfully working
with others as this is how we establish and maintain
relationships. These reflection questions may be
posed to encourage sharing among participants:

• How did the group communicate effectively?
• What happens when you’re in a team and there 

is a lack of communication?
• What can a group do if it is having trouble                               

communicating?

3. Trust means relying on someone else to do the right thing. 
It is about believing in a person’s integrity and strength.
Trust is essential to an effective team because it provides
a sense of safety. When the team members feel safe with
each other, they feel comfortable to open up, take
appropriate risks, and expose vulnerabilities. Without
trust there is less innovation, collaboration, creative
thinking, and productivity, and people spend their time
protecting themselves and their interests over helping
the group attain its goals. Trust is also integral in
knowledge sharing. A study published in the “Journal
of Knowledge Management” found that trust is a
key element in a team’s knowledge acquisition. The 
facilitator may ask the participants the following questions
for an interactive discussion:

• Did you feel safe during the activity? Why not?
• Do you have people in your life whom you trust to 

guide you? Who and why?
• How can the group strengthen trust between its 

members?

4. Cooperation and Team-Building improve individual and 
group performance. In a team, each member is responsible 
for success. It is a combination of strengths, which can also
lead to minimizing individual weaknesses. In this case, 
the strengths and weaknesses of team members can
enhance and complement each other. Ask the 
participants the following questions:Collaborative Learning

Source: https://thehimalayantimes.com/opinion/cooperative-learning-teamwork-that-works/
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• Did everyone in the group help to get the task 
done?

• What happened when someone did not help?
• Why were you successful (or unsuccessful) in                      

completing the task?

EXERCISE 1: CHINESE WHISPERS

Objectives: To deliver the information they receive to another             
person with the least amount of alterations; to highlight the
importance of confirming the information we receive from our 
colleagues and partners.               

Materials: Two folded sheets of paper for each group with                 
statements written on each paper

Duration:  25 minutes 

Suggested statements:
• Case 1: “Never let your inferiors do you a favor, it will be 

extremely costly.”  
• Case 2: “Morality, like art, means drawing a line in                      

someplace.”

Tips: Saying/sentence related to fisheries in the local language 
can be used. 

Steps:
1. Split the group into teams of four or five members.                      

Participants in each team should sit in a circle, facing each 
other.

2.  Provide a blank piece of paper and a pen for each group. 
3. A member from each team is given the folded sheet for 

Case 1.
a. The member with the sheet is asked to whisper 

the sentence written on the sheet in the ear of the                
person sitting next to him.

b. The second person then whispers what he has heard 
in the ear of the person on his right.

c. This process is repeated and the last person in the 
circle has to write down what s/he has heard on a 
blank piece of paper, fold it and hold on to it.

4. Case 2.  Give the Case 2 to one member of each team and 
ask the delegates to repeat this process. This time, each 
participant has to repeat what s/he has heard in the ear 
of the person who just whispered it to him to ensure the 
sentence stays intact.

5. At the end of the exercise, those delegates who have                 
written the sentences on their paper should read their     
sentences out. The final sentences are compared to the 
original sentence.

6. Discuss feedback with the group. The following questions 
may be used: 

• How accurate was the final sentence in each round? 
• Did confirming the quote before whispering it help 

the accuracy of the sentence?
• How easy is it to misinterpret or change the                     

meaning of a piece of information?

EXERCISE 2: TOWER BUILDING

Objective: To identify positive and negative behaviors that                 
significantly affect team building.

Materials: Barbeque sticks, popsicle sticks, playing cards

Duration: 20 minutes

Steps:
1. Ask participants to group themselves into groups of at 

least five members. 
2. Distribute the materials to each group.
3. Using the materials, instruct them to build their own               

tower in 20 minutes. Do not give any descriptions about 
the tower. Let the groups think and encourage them to be 
creative. It is allowable to use materials apart from those 
that were distributed. You may make comments during the 
construction of towers.

4. Observe and note how the discussion is going on in the 
groups. You may make comments during the discussion.

5. After 20 minutes, announce that the time is up.
6. Ask all the groups to put their towers in the center of the 

room so that everyone gets a good view of all the outputs.
7. Process the activity. Parallel the towers to teams or groups. 
8. Some questions can be directed to each groups. See              

sample questions below:

• What can you say about the tower of Group 1, Group 
2, Group 3, Group 4 ?

• What factors contributed in building your towers?
• What behaviors or characteristics among your group 

members hindered the completion of the tower? 
• Were there any disagreements? How did you resolve 

those?

9. Relate the game to real-life group team working.

EXERCISE 3: BREAKTHROUGH

Objective: To illustrate the importance of coordination and               
communication.

Materials: No needed materials

Duration: 20 minutes 

Steps:

1. Divide the participants into two groups of equal size and 
have them stand in two lines facing each other (Groups A 
and B).

2. The first group is instructed to strategize and form a chain. 
The second group will also strategize how they will break 
the chain of the first group.

3. When the breakthrough occurs, the two groups are told 
they have five to ten minutes to plan a second break-
through or defense.

4. Repeat the attempt.



    44  |  AQUA-BASED BUSINESS SCHOOL AQUA-BASED BUSINESS SCHOOL  |  45  

5. After the game, ask the participants to reflect on the                     
difference between the two breakthroughs. The first 
breakthrough usually occurs fairly easily. The second is 
more difficult.

6. Ask the participants to reflect on the importance of 
coordination and communication, and what can be
achieved through teamwork.

EXERCISE 4: TRUST WALK 

Objective: To illustrate the importance of trust in the way people 
build relationships, and to allow individuals to look at their 
leadership and rapport-building skills 

Duration: 20 minutes 

Steps:
1. Divide participants into pairs by asking individuals to                 

select someone they have not yet worked with.
2. In each pair, one person leads and the other follows; the 

follower keeps  her or his eyes closed. The leader steers the 
follower by placing one hand on his shoulder or under his 
elbow and guiding with a supportive hand.

3. The exercise is carried out in silence.
4. The leader takes the follower around the area at the                         

follower’s pace, and guides him towards touching, feeling,
holding, or sensing any object or surface that is safely
available (this may include objects and other people).

5. As the facilitator, you can introduce noise, smell, or objects 
for heightened sensitivity. After 10 minutes, partners swap 
roles.

6. Feedback may be done in plenary or in new pairs.
7. At the end of the activity, ask the participants how they felt 

in the two roles. Discuss issues such as trust, awareness, 
inner dialogue, sound, smell, touch, feel, mental pictures, 
and rapport building.

EXERCISE 5: PUZZLE GAME
 
Objective: To illustrate the importance of collaboration and                 
cooperation of the group members.

Materials: Puzzle cut into pieces

Duration: 20 minutes

Steps:
1. Divide the team into two or three groups.
2. Distribute the set of puzzle pieces to groups.
3. Instruct them to form the puzzle. The first group to               

completely form the puzzle is the winner.
4. After the game, ask the groups what they have learned 

in the game. 
5. Discuss the importance of collaboration and cooperation 

of the group members.

EXERCISE 6: FISHING GAME

Objective: To promote awareness in group responsibility as 
agents of coastal resources preservation.

Materials: Assorted chocolate (different sizes 5 packs), markers, 
flashcards

Duration: 15 minutes
 
Steps:

1. Form participants into three groups.
2. Put assorted chocolates on the table.
3. Ask participants to fish (the chocolate) as much as they can 

using the spoon.
4. After fishing, ask the total the amount of chocolates/fish 

they managed to catch.
 
Processing:

1. Ask the participants why they caught all the fish?
2. What will happen to the next generation if all fishes are 

gone?
3. What are their responsibilities as a group to protect their 

coastal resources?
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SESSION 2.4 
MINI PROPOSAL FORMULATION

Objective:
At the end of the session, participants will be able to:

• Identify initial start-up materials/equipment needed 
for the production and/or processing of the selected                  
commodity in Module 1.

Duration: 4 hours

In preparation for the Stakeholders' Validation Workshop 
(SVW) in Module 5 where the ABS group is expected to have a 
product ready for consumer test, this session aims to gather the 
ABS groups to discuss and identify the materials and/or 
equipment needed and the estimated cost in developing the 
selected product.

Early identification of these initial materials and/or 
equipment will give ample time for the procurement process 
as well as the preparation for the consumer testing. These 
identified materials and/or equipment must be written 
down in the Mini Proposal template (Annex 10) and must be 
submitted to the implementing project or agency for approval.

This mini proposal is different from the full-blown business 
proposal (output of Module 6) as the previous one's contents 
are solely for the materials and/or equipment required for 
the initial production or processing of the selected commodity. 
More so, the mini proposal does not include the organizational 
plan, marketing plan, and financial plan yet.
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module 3
INTRODUCING CONCEPTS OF BUSINESS, 

MARKETING, CLIMATE CHANGE, AND GENDER

 This module is aimed at introducing key marketing, business, and entrepreneurship concepts within a value chain 
perspective. It consists of five sessions: (1) market, supply, and value chain perspective; (2) entrepreneurship for small-scale 
producers; (3) types of business organizations; (4) climate change basics; and (5) importance of gender in fisheries. 

Overview of Module 3 Work Plan

Sessions Objectives Activities Methods/Excercises/Topics Duration

3.1 
Market, Supply, 
and Value Chain 
Perspective 

1. To enhance 
understanding of the 
concepts of supply, 
market, and value chain

2. To identify the different 
actors, service providers, 
and other stakeholders 
and their roles in the 
supply and market chain 

Understanding supply, 
market, and value 
chains

Lecture-discussion 2 hours

Market chain 
mapping

1. Market chain mapping of an 
existing commodity

2-4 weeks 
(at least 
2 hours for 
market visit)

2. Interview preparation

3. Key informant interviews of 
buyers

4. Consolidation, analysis, and 
presentation of Market Chain 
Study (MCS) information and 
agri-aqua enterprise statement

5. Supply, market, and value 
chain statements

3.2 
Entrepreneurship for 
Small-Scale Producers

1. To discuss the concept 
of fisherfolk as 
entrepreneurs 

2. To identify and 
compare different types 
of organizations involved 
in marketing, and the pros 
and cons of enterprise/
business

Lecture on enterprise/ 
business concepts for 
small-scale producers

Reflection on case studies 1 hour

3.3
Types of Business 
Organizations

1. To explain the different 
types and nature of
business organizations  

2. To identify government 
agencies responsible for 
the regulation of various 
types of businesses

Group discussion 
among the participants

Types of formal and informal 
POs, pros and cons of each type, 
and ways to register the groups

1 hour
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Sessions Objectives Activities Methods/Excercises Duration

3.4
Climate Change 
Basics

1. To understand the 
basic concepts of climate 
change 

2. To discuss evidence 
about climate change 
and its potential threats 
to fisheries production, 
development, innovation 
and food security in the 
region 

3. To present fisherfolk 
experiences, mitigating 
measures, and initial ideas 
on resilience strategies 

Presentation of 
impact of climate 
change on the 
fisheries sector

Video presentation
Plenary discussions 1 hour

3.5 
Importance of 
Gender in Fisheries

1. To understand the 
nuances of gender norms

2. To understand gender-
sensitive resource 
management, decision 
making and collaboration 
in running an enterprise 
or business

Gender realities: status, 
evidence, and gender 
concepts

Beginning to understand 
gender: What is gender? 
How is it different from sex?

1 hour 

Born the opposite sex: gender 
and "doing gender"



AQUA-BASED BUSINESS SCHOOL  |  49  

SESSION 3.1 
MARKET, SUPPLY, AND VALUE CHAIN PERSPECTIVE   

Objectives:
At the end of the session, participants will be able to:

• Enhance understanding of the concepts of supply,                
market, and value chains; and

• Identify the different actors, service providers, and other 
stakeholders along with their corresponding roles in the 
supply and market chain. 

Expected Outputs:
• Participants understood chain actors and their roles, and 

the importance of understanding the chain in the business 
success

• Group is oriented on the conduct market field visit
• Conducted market visit exercise
• Discussed, analyzed, and presented the findings of the 

market visit 

3.1.1 LECTURE ON UNDERSTANDING SUPPLY, MARKET, AND 
VALUE CHAINS 

In this session, the participants will be exposed to 
different terminologies and practical activities for them to 
appreciate and understand their critical part in the chain 
alongside other actors like traders, processors, business 
development service (BDS) providers, and consumers.

One  exercise  is the chain mapping through a 
market-field visit.  This offers a snapshot of the actual 
market chain mapping of the selected commodity. It should
be brief, simple, and focused on the local situation. After the 
fieldwork, the participants will discuss in small groups, 
process the gathered data and observations, and present 
them in plenary. 

KEY LEARNING POINTS
  
What does a “chain” have to do with livelihood, enterprise, or 
marketing? 

The word chain is used to describe the linkages among 
different people or organizations involved in producing and 
marketing the agricultural produce and products until 
they reach the final consumer.

Who are the chain market actors? 

1. Chain Market Actors. People or organizations that own, 
produce, buy, and/or sell the goods.

Note: During discussions, the facilitator may present pictures or  
videos relevant to the commodity enterprise.

• Who: Producers, traders, intermediaries, input suppliers 
(feeds and other fishing materials), wholesalers, retailers, 
supermarkets, consumers, hotel and restaurants,
institutional markets (e.g., schools, exporters, 
processors, food and non-food industry users), 
financing institutions, and credit facilities.

Note: The facilitator may briefly discuss the value chain map by 
pointing out each chain actor involved and their participation in 
the flow of goods.

• What: Physically handle produce, take ownership
of the goods, are directly involved in buying and selling
transactions, may add value by producing, processing, 
sorting, packaging, storing, transporting, marketing,
promoting; and they generate, receive, and pass on
information associated with the goods they handle. 

Roles of Different Chain Actors

• Input Suppliers specialize in distributing genetic 
materials used to produce crops or culture. For example,
fingerlings or crablets are used to produce the main 
fishery products. This is, essentially, the stage before 
farming/culture.

• Primary Producers are generally tied to the land or other 
natural resources. Primary producers can be family farms, 
farmer or fisher groups, farmer or fisher cooperatives, 
smallholder farmers or fisherfolk, and large corporate 
enterprises. This stage involves the use of input supplied
coupled with other natural resources to produce a 
desired raw material or finished products.

• Other Actors. After products leave the farm, which is 
referred to as post-farm gate, they may be handled by a
number of actors. These actors are involved in 
transporting, trading, processing, manufacturing, and
distribution, making up the chain between primary 
production and the end consumer. Wholesalers, agents,
and/or traders are involved at different stages throughout 
the value chain. They are, but not always, included in 
diagrams of value chains. These players in the sectors
are those with financial capabilities and resources ready 
to pick these products from the farm. It also involves 
those who possess valuable information on where 
and how to identify primary producers.

They play an important role as they are responsible 
for getting products from upstream actors (primary 
producers) to downstream actors. In particular, these actors 
play an important role in the aggregation of products from 
numerous producers, which helps facilitate an efficient 
chain.
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• Wholesalers add value in that they may perform 
activities such as aggregation, distribution and storage, and
minor post-harvest activities. These activities may help
to differentiate quality levels through sorting, cleaning, 
grading, and sometimes even minor packaging.

• Agents and traders generally do not take ownership of 
the product. They are often referred to as middlemen. 
They focus on brokering, or negotiating, deals and 
connecting the seller - the primary producer - with the 
buyer. Facilitating this connection is how they add value. 
After products leave the farm, there are a number of other
potential actors, in addition to wholesalers and traders, who
may be involved in adding value to the product. The 
involvement of types of actors in the chain differs 
depending on the end product and the market 
destination.

• Processors and manufacturers add significant value 
by transforming the commodity into more complex 
and, possibly, finished products.

• Consumers or customers are the end-users of the 
product. In an effective value chain, the wants and needs 
of the end user are at the core of all chain activities and 
decision making. A key point for value chain thinking is 
that all actors in the value chain need to work together
to meet the needs of the customer or consumer.

2. Business Development Service (BDS) providers are 
people or organizations that do not directly handle the
product but provide support to the chain actors in
the form of inputs, transportation, financial credits,
advertising, and other similar services. These services
may be transacted formally (banks or credit unions)
or informally (local money-lenders). They can also be
directly provided by the chain actors themselves
(also called “embedded services”) such as when a
processing fishery enterprise supplies inputs (e.g.,
feeds, stocks), technical assistance or credit.

3. Stakeholders are people and organizations that are 
neither chain actors nor BDS but have interest in the 
success of the business. This includes the local 
government, NGOs, and the private sector.

Why are we concerned about improving marketing? 
• To improve income levels, livelihoods, and food                                 

security
• To adapt and thrive amid changing socio-economic 

condition in the face of globalization and increased 
competition from imports and other market rivals

• To improve fairness through the marketing chain while 
adding value to the end product

• To scale up capacity at lthe ocal level to innovate and 
adapt to climatic changes

• To understand the needs of the market such as 
consumers and other chain actors, and so produce
what we can sell, not try to sell what we can produce. 

How do we do this? By shifting from a traditional “market chain” 
to that of a “value chain” perspective.

• Supply Chain is a system of organizations, people, 
activities, information, and resources involved in moving 
a product or service from supplier to customer. Supply 
chain activities involve the transformation of natural 
resources, raw materials, and components into a finished 
product that is delivered to the end customer. 

• Market Chain generally focuses on how to increase 
value to the customer by having the right product 
in the right place at the right price at the moment 
the customer wants to buy. The emphasis is on 
the providing value to the customer, and the 
marketing objectives usually focus on what is needed 
to deliver that value.

These linkages may further be characterized by the 
following:

 » one-off transactions, buy and sell 
 » no long-term relationships with buyers, lack of trust 
 » fisherfolk as price-takers (many producers, few               

traders) 
 » no incentives to improve or innovate 
 » no understanding of market needs 

• Value Chain. Specific type of chain where the actors 
actively seek to support each other to increase their 
efficiency and market competitiveness:

 
 » longer-term relationship between buyer and seller, 

building trust 
 » exchange of market information, the potential to                            

innovate 
 » negotiation of prices, quality standards, supply                   

continuity, etc. 
 » potential for collective agreements at the PO level 

• Value Added. Attributes of products that result in higher 
prices compared to basic products due to activities such
as cleaning, sorting, packaging, and processing. The 
higher price will cover the cost of the activities plus a 
margin that can be distributed fairly among the chain 
actors. Note that value can be added at any point from 
production to retail levels. 

Types of Value Addition

• Technology  –   new varieties/strain, quality 
characteristics/standards, post-harvest and processing, 
new or improved products and packaging 

• Market – geographical (new location), market 
segment (different consumer group), institutional 
(e.g. school)
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• Organizational/commercial – horizontal or vertical 
linkages

» Vertical linkages connect actors involved in 
different activities of the value chain, from input
suppliers to producers, processors, wholesalers,
distributors, exporters, and so on, all the way to the
consumer. Vertical linkages are the commercial
relationships involved in bringing the product 
up through the value chain (Dunn 2014). 

» Horizontal linkages connect actors performing 
the same activity within the value chain. An example 
of horizontal linkages would be producer groups.
Important functions of horizontal linkages include 
more cost-effective access to inputs, services
and information; and the empowerment of
farmers to advocate for change (Ibid).

• Nutrition – nutrient-rich varieties/cultivars; or nutrient 
fortification/enhancement can add value

• Cultural – incorporating indigenous culture/ethnic 
related features/traits to a product 

• Natural-based product or systems 

Note: Facilitators should be able to distinguish between 
supply and value chains.

Characterization of Chain Actors and Service Providers    
(and Gender Aspects)

• Scale of Operation: micro, household, small, medium, 
large 

• Type of Entity: informal, cooperative, association,                    
private limited company 

• Assets and Resources: land, pond, buildings, 
equipment, fishery facilities, financial capital 

• Employment/Labor: household, group, caretaker,                 
permanent, casual, seasonal 

• Objectives: commercial, social, plans, strategies 

Relationship among Chain Actors and Service Providers

• Transactional –  concerned only with buying and                       
selling, one-time transaction. 

• Long-term – building trust and leading to greater                         
information exchange over time. 

• Horizontal – among similar chain actors, for example 
farmers/fisherfolk in a group for input supply or 
product marketing (collective action). 

• Vertical – coordination along the chain, e.g., between 
producers, traders and processors. May be informal or 
formal (via contracts/agreements). If one entity owns 

(or controls) the whole chain from production to 
market, this is termed “vertical integration”. 

• Gender aspects of relationships relating to trust                  
building 

What moves through the chain? 

• Physical Products: intermediary, processed and final; 
volumes traded, processes and their efficiency 
(conversion rates), quality changes (freshness, 
nutritional, functional)

• Money: costs, prices (seasonality, changes overtime), 
margins, profitability (sustainability of activity/
enterprise over time), efficiency (input use, conversion 
rates, sensitivity analysis), credit (interest rates, 
availability, costs), terms of trade (cash or delayed 
payments, cash management) 

• Information: markets, demands, prices, trends, 
quality and other standards, agricultural/fishery and
process technologies (extension), financial, accounting 
and legal advice, regulations and policies 

What are the gender issues in value chains?

• Inequality in participation and decision-making power at 
the household, community, and organizational level often
leads to productivity losses and inefficiency all along the
value chain. The constraints faced by women at the 
individual and household level affect their ability to 
influence farm-related production decisions. These 
constraints are also significant factors in determining
women’s work burden and use of time, their mobility, their
participation in group activities, and their access to 
necessary services and inputs. Similarly, women’s low levels 
of participation in rural organizations and institutions
limit their ability to access essential services and markets,
and reduce their opportunities to strengthen links with
other value chain actors and exercise an influence
on matters affecting the governance of the chain. 

• Business-related household decisions and rural 
organizations’ membership and management remain
overwhelmingly the purview of men, even for agricultural 
value chains in which women carry the primary 
responsibility for production, processing and/or value 
addition (FAO, 2016; Oxfam, 2013; Penunia, 2011). This
imbalance represents a loss for the sector and for 
individual women who, without the necessary bargaining 
power to participate fully in rural organizations and 
maintain control over resources, are unlikely to be able
to benefit from interventions aiming at women’s economic 
and social empowerment. To avoid creating further
inequities and to promote more efficient participation
of all actors in the value chain, women’s bargaining 
power at all levels must be addressed.
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• Mapping out market potentials requires the 
consciousness that varying demands between women 
and men are highly driven by prevailing social norms. 
The participants should consider incorporating 
mechanisms so as not to feed into gender stereotypes 
that are culturally entrenched in the business
landscape. Associating handicrafts exclusively to women 
preference, for instance, obscures the commodity’s 
market potential to men. Conversely, challenging 
existing stereotypes helps shape market demands 
and expand market potential. 

• Social justice – equal distribution of advantages, 
assets, and benefits between men and women

• Business – gender inequity creates a missed business                     
opportunity. As a case in point, the disempowering 
division of labor that attaches women to housework
heavily undervalues their key participation in the value 
chain, particularly in post-harvest, processing, and 
marketing of commodities.  It is important to diagnose 
persistent gender norms in the value chain to break
down gridlocks to women’s economic empowerment 
while expanding market opportunities.

3.1.2 MARKET CHAIN MAPPING 

EXERCISE 1: MARKET CHAIN MAPPING OF AN EXISTING                        
COMMODITY

Objective: To map the chain of a commodity currently available 
in the locality.

Materials: Flip chart/manila paper/colored paperboard, markers

In preparation for the market field visit, guide each group 
to  map the market chain of the selected commodity based on 
their existing knowledge of the chain actors, BDS  providers, and 
stakeholders involved. 

Ask them to illustrate the potential flow of the products 
from the fisherfolk through market actors to the end customers. 
The map represents an overall picture of the market focusing on 
two main pieces of information:

• Actors involved
• Activities undertaken in the market chain

Steps:
1. Divide the group into two or more so long as the size of 

each group is manageable. Each group should observe 
gender balance.

2. They should select a commodity to be used in the initial 
market field visit. The commodity must be (a) existing in  
the local market and (b) participants have basic 
knowledge of.

3. Each team to select a leader to lead in the market visit. The

leader will facilitate the market visit organizing:

• tasking field activities such as interviewers,                                            
documentation (photo and note-taking), who does 
what

• check that the tasks are being done
• time management
• select reporter for presentation

4. Ask the participants to consider the following questions: 

Understanding Value Chains 

• Who are the chain actors? What are the important char-
acteristics of a chain actor? What are the pathways that 
connect these chain actors? What drives the market 
flow from one actor to another? 

• Who are the service providers? What types of services 
do they provide to the group or individual? 

• Who are the stakeholders? 

Adding Value

• What are the different ways by which we can add value 
to a commodity or product? 

• What is the role of innovation along the value chain? 

5. The participants shall identify and put up a list of buyers 
present in the local market (e.g., traders, wholesalers, 
processors).

EXERCISE 2: INTERVIEW PREPARATION

Objective: To prepare the participants for the conduct of market 
field visit

Materials: Manila paper/colored paperboards, markers, market 
visit field guide

Steps:
1. Building on from the previous session,  chain actors to be 

interviewed have already been  identified. The facilitator 
and the participants will now determine the best dates to 
conduct the market visit and the interviews. 

2. Set up a planning session for the market visit to arrange 
the details of the buyer’s interview. Design the agenda to 
include deliberations on the list of interviewees and their 
respective interview schedules, the means of 
transportation, food, and other logistical matters.

3. The group has to communicate with the buyer to explain 
the purpose of the interview and set an appointment. 
This could be done through a formal letter or by any 
other means depending on cultural appropriateness and 
the participants’ established relationship with the buyer.

4. The facilitator or the group representative may also 
coordinate with the LGU for logistical and financial 
assistance. 

5. The group members should divide their roles in the                       
interview: (a) a pair of interviewers, (b) a documenter 
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designated to capture the interviewee’s responses, and (c)
an observer of the buyer’s operational activities.

6. Pilot test the market visit through a role play. Edit or
translate as necessary and ensure that the interviewers 
are familiar with the market visit checklist (Annex 11A) 
before meeting the buyer. Study the tips for conducting
the interview (Annex 12) for it to be naturally interactive 
and stimulating instead of being a rigid question-and-
answer activity. 

EXERCISE 3. KEY INFORMANT INTERVIEW (KII) OF BUYERS / 
MARKET VISIT

Objective: To familiarize the participants on how to properly                
interview during market field visits

Materials: Market field visit guide, notepad, pen

Steps:
1. Conduct the interview at a time and location convenient

to the buyer. Interviewers should be guided by the  
market visit checklist (Annex 11A). Meanwhile, the 
note-taker should write the answers in the Buyer 
Comparison Tool (Annex 13). The observer should also 
note her/his observations regarding the buyer’s facilities, 
marketing activities, products handled and their
packaging, quality specs, among others.

Notes: Be sure that the person interviewed has enough time for 
the interview. If not, rearrange the schedule. Do not take more 
than 15 minutes of the interviewee’s time. Stop asking questions 
when the interviewee is attending to customers or clients. 

2. Tips for conducting interviews (Annex 12):

• Introduce yourselves as ABS participants and briefly 
explain why you are conducting an interview.

• Express gratitude to the interviewee for the 
time and information.

3. During the interview, be sure to also gather the following 
information:

a. The extent of participation between women and 
men in every function of the chain (e.g., seed 
preparation: women - 80%, men 20%; land 
preparation: men 100%; trading, men 80%, women
20%);

b. The resources needed for each activity and the 
access or control of these resources among
women and men in the community (e.g.,
vehicle used in transporting commodities is 
usually accessed by men); 

c. The defined roles and status assumed by women 
and men in every function in the local marketing 
system; and

d. The constraints and opportunities for  women and 
men in each part of the chain. 

4. Direct Observation.  Data gaps from the interview should 
be augmented with direct observations. For example, a 
buyer may speak of buying dried seaweeds, but only
through direct observation can the group witness the
mechanisms instituted by the buyer in packaging and 
transporting the dried seaweeds. The group should 
take note of technological and logistical details, 
techniques employed by the staff, and other 
relevant observational points. 

5. After all the interviews, assess the activity and review 
the findings written in the Buyer Comparison Table. 
Check whether the information needed is documented 
for the analysis in the next activity. 

EXERCISE 4: CONSOLIDATION, ANALYSIS, AND PRESENTATION 
OF MARKET CHAIN STUDY (MCS) INFORMATION AND 
AGRI-AQUA ENTERPRISE STATEMENT

Materials: Buyer Comparison Table, notes of direct observation 
during the market field visit, flip chart, markers, masking tape, 
calculator

Note: The group should agree during the planning on the                       
processing of data gathered during the market field visit.

After the market-field visit exercise, it is now time for 
the facilitator to bring together all collected information for 
the presentation of the consolidated market survey output 
and the formulation of an agri-aqua statement. The Agri-
aqua Statement is the business objective that participants 
will discuss as part of the exercises in this module. 

PREPARING THE PRESENTATION

Use a simple value chain map to organize and analyze 
the gathered information. The map will illustrate how the chain 
actors are interacting with each other. Take note of data gaps 
that might surface in the conduct of the exercise. 

Suggested report outline is as follows:
1. Background – commodity, interviewer team composition, 

preparatory activities done
2. Value Chain Map and Diagram 
3. Buyer Comparison Table

EXERCISE 5: SUPPLY, MARKET, AND VALUE CHAIN STATEMENTS

Objective: To facilitate discussions among participants on value 
chain with gender perspectives.

Material: Printed questionnaire  (Annex 14)

Steps: 
1. Using the same groupings as the market field visit, let the 

group assign a facilitator and a reporter.
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2. Distribute the questionnaires to each participant and ask 
them to respond to each statement. 

3. Allow 10 minutes for discussion within the group by                    
expounding on their responses for each statement.   

4. Participants will report the results of the market visit
in plenary.  The statements will be used as basis for 
discussion, with focus on those statements that resulted 
in a range of answers from the group members. The
questionnaire can be translated into the local language 
and can be used as a pretest or introductory activity for 
module 3, and post-test (to see changes in perspective 
after the module discussions).

Note: Simplify/translate the questionnaire into local language 
before the session starts. If time permits, the facilitator shall                 
collect and collate the individual answers to be used in the plenary.
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SESSION 3.2 
ENTREPRENEUR MINDSETTING FOR SMALL-SCALE PRODUCERS  

Objective:
At the end of the session, participants will be able to:

• Discuss and understand the concept of fisherfolk as entre-
preneurs.

Expected Output:
• Participants clearly understood the concepts of                                       

entrepreneurship and other business

Duration: 1 hour

3.2.1 LECTURE ON ENTERPRISE/BUSINESS CONCEPTS FOR 
SMALL-SCALE PRODUCERS 

This session emphasizes the paradigm shift of 
fisherfolk from being production-oriented to being 
market-oriented.  The following guide questions and topics 
would be helpful during the activity.

Concepts to Discuss:

• Entrepreneurship
• Pillars of a successful entrepreneur
• Entrepreneurship Foundation
• Profit
• Commodities and products
• Advantages and disadvantages (risk vs. reward) 
• Commercial orientation on household food security 

(home-use vs. market-oriented) 

Note: Sessions 3.2 and 3.3 may be combined in one day. 

KEY LEARNING POINTS
  
What is an Entrepreneur? 

• Innovator – an entrepreneur starts something new, takes 
initiative, identifies, and realizes opportunities. 

• Organizer and manager – an entrepreneur leads and runs 
a business. An entrepreneur is someone who has access 
to capital, assets, and resources. She or he takes calculated 
risks. An entrepreneur knows her or his strengths and 
limitations. She or he also seeks support as needed (e.g., 
service providers).

• Risk-taker – successful entrepreneurs know that sometimes 
it is important to take risks. Playing it safe almost 
never leads to success as a business owner. It is not about
taking just any risk though. Understanding the calculated 
risks that are more likely to pay off is an important part 
of being an entrepreneur.

Entrepreneurs are innovators who use a process of changing 
the current situation of the products and services to set up new 
products and services. 

Entrepreneurship pertains to any new organization of 
productive factors and not exclusively to innovations that are 
on the technological or organizational cutting edge; it pertains 
to entrepreneurial activities both within and outside the 
organization. Entrepreneurship need not involve anything 
new from a global or even national perspective, but rather the 
adoption of new forms of business organizations, new 
technologies and new enterprises producing goods not 
previously available at a location (Petrin, 1991).

What makes a successful entrepreneur?  

Everyone dreams that his/her business will be successful. 
We should look at the foundation of building up a
good business. 

There are four pillars that could ensure that a business succeeds:

1. An idea and market 
2. Knowledge, skills, and experience 
3. Resources 
4. Motivation and hard work 

Successful entrepreneurs have these four attributes. Without              
any of them, the business will be unstable.

Idea and Market – an idea is the kind of business that one wants to 
pursue. The market is the potential people or institutions that will 
buy products or services. A good idea is the basis of a successful 
venture while the availability of a market is the indicator of a 
sustainable business.

Example:
Idea – mangrove crab culture
Market – local households or consumers, institutional 
buyers like restaurants or supermarkets

The participants should  know their market. They may reflect 
on these questions: 

• Who are your market?
• Do people want your service or product?  
• How are you going to inform them that you have what 

they want? 
• Who will be your customer? 
• And how will your goods reach your market?

Skills and Knowledge – this refers to both theoretical and 
practical skills that are instrumental in the success of the 
enterprise. 
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• Do you know how to produce quality products for your               
market? 

• Do you know how to manage your business such as               
keeping basic records to assess its profitability?

Motivation and Hard Work – working consistently every day 
towards a goal. Earning in business largely depends on the                 
participants. 

• Are you there to open your business every day? 
• Can people rely on you? Do you sell quality products or 

services? 

Resources – how much money is needed to start a business? 
The money  used to start a business is called  capital. 
It often takes less capital than what most people expect; 
the profit to be realized is used to grow your business. 
Starting small is the key to be great entrepreneurs. Most
people only talk about the business they want to start. 

Note: Allow participants to take some time and reflect on these 
things before they start. 

APPLICATION

Case Study:

There was a man named Pedro who lived in the coastal 
community of Brgy. Mataas. He visited his friend Anghel in 
Brgy. Sula - 900km away from his home area. He found out that
his friend was a successful seaweed farmer earning a large 
amount of money from farming, and selling fresh and dried 
seaweeds. Anghel’s harvest was sold to traders and exporters
from Albay, which is 150km from Brgy. Sula. Inspired by 
Anghel’s success, Pedro decided to plant seaweed as well. 
He sold seven carabaos and invested in materials for 
seaweeds farming. It was not until the initial two poor 
successive harvests and failure to persuade buyers that he 
realized that he lacked sufficient skills and knowledge about 
seaweeds farming.

Reflection:

• What was Pedro lacking? 
Knowledge, skills, and market.

Case Study:

Some farmers came together to form a local group. 
They wanted to establish a bangus (milkfish) culture and 
processing plant to process their produce and sell them at a 
nearby town as finished products. They considered everything 
they might need, including a medium-sized processing 
machine and a building to set up the plant. They sent grant 
proposals to large investors, government agencies, and financing
 institutions to help them fund their capital. But three years since 
they started seeking financial support, they still failed to get 
an investor and funding from national agencies and financing 

institutions. They eventually gave up on the project.   

Reflection:

• Were they talking or starting?
“Many great ideas wind up before they are actualized 
because the owners want big money to start great.” (Farm-
ers Training Entrepreneurship Manual) But these farmers 
could have started small. As they learn more and 
acquire practical experiences in running their business, 
they could grow their business through the profit generated 
from it.

Entrepreneurship Foundation

 The foundation of any successful entrepreneurship is 
similar to a four-legged stool illustrated below. If one of the legs 
is missing, the venture will not be stable. 
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EVALUATING SUCCESS: UNDERSTANDING THE CONCEPT OF 
PROFIT

Case Study:

There was a young woman who attended an 
entrepreneurship skills training. She was very excited because 
she had just started a buy-and-sell business of bottled 
bangus for Php200 per bottle and later sell them in her home 
town at Php300. She thought she had a brilliant business
idea and she could generate profit from it.

During the training, she was asked by the trainer: 

• What is your means of transportation to the city? By van, 
she replied. 

• Are you going to spend the night in the city?  Yes, in a hotel. 
• Are you going to bring your own food or buy food while in 

the city? Bring her own food, she answered. 
• How are you going to transport the bottled bangus from 

the market to the hotel?  By tricycle, she responded. 

The trainer asked the participants to sum up all her 
expenses. They found out that the cost of each bottled 
bangus was Php280 and not Php200. This meant that her 
profit on each bottle was only Php20 and not Php100.   

Let us think about why most people want to do business: 
 

They want to earn a living. They want to support their 
family; to pay school fees for their children; to have money 
for entertainment; to build good houses; to pay hospital 
bill when they are sick. They do business to make a profit.  

INCOME – EXPENSES = PROFIT

But what is profit? 

Many people think it is the money one makes when  
selling something. That is income. Income and profit are                                
different.  

The participants should always remember the 
expenses. Do you pay rent for the space where you process 
or sell your products? Do you pay for transportation? 
Do you pay salaries to the people who work for you? 
These are some of the expenses of doing business.  

Sometimes, entrepreneurs unwittingly reduce their profit. 
Selling mangrove crabs in the local market and allowing friends 
and relatives to take some for free is a case in point.

Task: Work in small groups. Suggest other things that can reduce 
profits.

Remember: We profit to support ourselves, our family, and 
more importantly, to sustain and expand our business. The 
measure of success in business is when we profit in the 
context of the larger well-being of our family, business, 
society, and the environment.

PERSONAL CHARACTERISTICS OF A SUCCESSFUL 
ENREPRENEUR

Traits of a Successful Entrepreneur:

• Disciplined     
• Confident
• Open-minded
• Competitive
• Passionate
• Creative
• Determined
• With strong people skills
• With strong work ethics

Case Study:

Women of Brgy. Bacjao started processing cassava 
into chips, sticks, and macarons. Each day, three different 
women were in charge of collecting and selling their products. 
However, some of them sold the products to their friends on 
credit without recording the transactions. Some of them 
also spent their earnings to buy drinks for their families. Some 
even took processed cassavas without paying and putting 
them on record. 

The treasurer collected payments without recording 
them. Sometimes, she would send someone else to collect 
them; but at times, nobody did.  To make matters worse, 
the sales ladies would take the money home. Sometimes it 
was lost or stolen before it could be handed over to the
treasurer. 

One day, the treasurer’s husband borrowed the 
money she was keeping, and there was none left to buy 
ingredients for the next processing. During the weekly 
meeting, someone asked how much money they were 
making, but no one knew. This angered some women who 
eventually walked out of the meeting.  

Task: In the group, reflect on the  following questions and note 
the agreed responses.

• Does this story relate to your experience? 
• Is this the right way to manage a business? 
• Will it lead to profit or loss?    
• Can you suggest any changes? 

Remember: You need to ‘manage’ your money. Entrepreneurs 
need to systematically adopt practices to control their money.  

Practices of a Good Entrepreneur

• Keeping daily records – with cashbooks, entrepreneurs 
know how much money they have and how much was 
spent. 

• Keeping money safe – it should be banked frequently and 
the cash should be locked up safely while it is within the 
business premises. 
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• Avoiding credit-giving – there will be exceptions to this, 
but if the baseline is ‘no credit’, then the business should  
institute a records system to track credit and practice  
gathering payments. 

• Collecting longstanding debts.  
• Routinely preparing a profit and loss statement to look at 

the expenses and income.  At the beginning, this is done 
weekly, then monthly, or quarterly. 

• When the business grows large enough, a financial officer 
may be hired or a treasurer to maintain daily records and 
match them with available cash receipts.

Business Skills to Learn
 

1. Keep a daily record. This record will track where the 
money comes from and where it goes. This record is called 
a cashbook and it will ABS participants to know the 
financial state of their business. Without records, they 
will never know whether they are making a profit 
or a loss.   

2. Put money in savings regularly. The participants may set 
aside a small amount each day instead of waiting until the 
end of the month when there is usually nothing left to 
save. Banks can be a safe place for  savings, but consider 
cheaper options in case bank fees are higher than the 
interest to be earned.   

3. Avoid selling  products /services on credit. Dispel the 
idea that they will lose the sale if they do not give credit. 
Note that it is not a sale until it is paid for.  When credit is 
given to  customers at the expense of having enough cash 
to restock, the customers will seek out other enterprises 
and  the business starts to fail. Both investment and profit 
are lost.

4. Do not allow longstanding debts. While selling products 
on credit is at certain times tolerable, this often results in 
delayed payments.   The participants should set their terms 
upfront and systematize payment collection to avoid 
waiting for the payment for a long period. Otherwise, they
will lack the capital to sustain your enterprise.

Task: 
• Ask participants name two records that they will keep as 

they do their business.
• Ask them to write down three practices they will routinely 

do in their business.
• The group should discuss all the possible places they could 

easily and cheaply establish a business bank account and 
keep their savings. Write them down. 

Who are the small-scale producers?

 They are producers with limited land and access to 
fishery resources. They may be remote from markets, with 
little knowledge and few external contacts. On the other hand, 
small-scale producers have positive attributes such as their: 
traditional knowledge that can be developed into marketable 
products, kinship networks into urban markets via outward 
migration, social capital in the community (favoring horizontal 
cooperation, the cooperation between two or more actual or 
potential competitors ), and support from LGUs, NGOs, relevant 
agencies and programs providing support in a range of areas 
(including finance) that may otherwise be difficult to access 
locally. 

Note:  The facilitator could invite resource speakers that have  
substantial expertise on the topic. The resource person must
differentiate entrepreneurs from business persons to keep 
discussions on track. She or he may add concepts and 
definitions on business and entrepreneurship, as needed.
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SESSION 3.3 
TYPES OF BUSINESS ORGANIZATIONS    

Objectives:
At the end of the session, participants will be able to:

• Explain the different types and nature of business                               
organizations; and

• Identify the government agencies responsible for the                          
regulation of various types of businesses.

Expected Output:
• Participants understood the type of business they are in, 

the pros and cons, and the importance of registration in 
different agencies like DOLE, DSWD, DTI, etc.

Duration: 1 hour

3.3.1 GROUP DISCUSSION AMONG THE PARTICIPANTS 

This session emphasizes the importance of identifying 
the different agencies involved in the registration of POs – 
what these agencies offer, the fees charged, and the processes 
involved. Facilitators should also describe the types of business 
organizations, their advantages and benefits, limitations and 
challenges. 

Note: Registration and regulation processes differ according to 
legal frameworks and the standards and requirements set by 
government agencies and local government units on each type 
of organization.   

Discussion Questions:

• What are the different types of formal and informal POs? 
• What are the pros and cons of each type? 
• When is it worthwhile to register and formalize an informal 

group? To whom? 

KEY LEARNING POINTS
  
Establishing businesses in the Philippines requires registration in 
different offices depending on the type of business, its coverage, 
and ownership.

Single or sole proprietorship – the person is engaged in the 
business as an individual.

Government Agencies to register your business:
• Bureau of Internal Revenue (BIR)
• Department of Trade and Industry (DTI)
• local barangay/LGU

Partnership – two or more persons have agreed to operate a 
business.

Government Agencies to register your business:
• BIR
• Securities and Exchange Commission (SEC)
• local barangay/LGU

Corporation (at least five parties) – a group of people with legal 
personalities authorized to act as a single entity.

Government Agencies to register your business:
• BIR
• SEC
• local barangay/LGU

Cooperative – an organization owned and operated by its                
members who share the profits and benefits generated by the 
business. 

Government Agencies to register your business:
• Cooperative Development Authority (CDA).

Note: The facilitator should guide the participants in situating 
where their businesses belong in the above distinction.  This will 
upgrade their status from a small group to cooperative or other 
types of business group in the future.
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SESSION 3.4 
CLIMATE CHANGE BASICS

Objectives:
At the end of the session, participants will be able to:

• Understand the basic concepts of climate change; 
• Discuss evidence about climate change and its threats to 

fisheries production, development, innovation, and food 
security in the region; and

• Present fisherfolk experiences, mitigating measures, and 
initial ideas on resilience strategies. 

Expected Output:
• Participants understood the basic concepts of climate 

change, its impact on aquatic resources and livelihoods, 
and ways of adapting and mitigating using indigenous or 
simple science-based techniques or both.

Duration: 1 hour

The key concepts of climate change in this session serve 
as background information in the next module (Identifying 
and Prioritizing Market Opportunities) to integrate these issues
in the selection of different innovations from production to 
consumption. 
 

To aid the presentation on climate change, you may 
show a video followed by an input for discussion . 
 
Note: A separate session may be conducted to discuss climate 
change. Facilitators may invite a topic expert. If possible, a 
team of facilitators can be sensitized deeper on climate change 
issues and challenges relative to aquatic-based enterprises. 
The facilitators may also present updated statistics on the state 
of our coastal resources. Special topics on climate change as a
global issue and multimedia presentation on “Philippines 
Climate Change in coastal areas” may be added.

Video reference:
https://www.youtube.com/watch?v=U1XGxo3vB2Q

You may also look into the fisherfolk’s role in climate 
change and connect impacts on the participants’ chosen 
commodity. Ask participants on observed causes, effects,
mitigating measures through a workshop. Also, topics on 
climate change should blend with the coastal resources
management component of this project.

At the end of the session, provide a recap and 
conduct a module assessment activity.

KEY LEARNING POINTS

Climate Change Concepts

• Weather – Mix of events that happen each day in our                       
atmosphere including temperature, rainfall, wind, and                 
humidity. 

• Climate – Statistical description in terms of the mean 
and variability of relevant quantities (temperature, 
precipitation, wind) over a period of time ranging 
from months to thousands or millions of years 
(Intergovernmental Panel on Climate Change). 

• Climate Change – Any change in climate over time 
(identified using statistical tests), whether due to natural 
variability or as a result of human activity. (IPCC)  

• Greenhouse Effect – Trapping and build-up of heat in 
the atmosphere (troposphere) near the Earth’s surface. 
Some of the heat flowing back toward space from 
Earth’s surface is absorbed by water vapor, carbon 
dioxide, ozone, and several other gases in the 
atmosphere and then re-radiated back to the Earth’s 
surface. If the atmospheric concentrations of these 
greenhouse gases rise, the average temperature of the 
lower atmosphere will gradually increase. 
(US Environmental Protection Agency)

• Greenhouse Gas (GHG) – Any gas that absorbs infrared 
radiation in the atmosphere. GHG include carbon dioxide,
methane, nitrous oxide, ozone, chlorofluorocarbons, 
hydrochlorofluorocarbons, hydrofluorocarbons, perfluoro
carbons, sulfur hexafluoride. (US EPA)

Global Realities

• The warming of global climate is unequivocal. 
• Human influence in the climatic system is clear. 
• Continued CO2 emissions cause further climatic changes 

and constitute multi-century commitment in the future. 
• Recent climate change has produced impacts on natural 

and human systems.
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• Climate change may have a positive impact on rice 
production in some areas by increasing the length of the
growing season to allow for a second rice crop in countries
in the northern region such as China. Elsewhere, however,
production is expected to have a downtrend. The
International Food Policy Research Institute’s (IFPRI) 
IMPACT model, for example, projects that rice productivity
will decline by 14 percent in South Asia, 10 percent in East
Asia and the Pacific, and 15 percent in Sub-Saharan Africa 
by 2050. This would result in price increases of between
32 percent and 37 percent (Nelson et al. 2009). 

• The CIP has modeled the effect of climate change 
on potato production to 2069 (Hijmans 2003).
This indicates that potential yield will decrease by 
18 percent to32 percent without adaptation and by
9 percent to 18 percent with adaptation. Shifting
of planting time and location will be less feasible at
low latitudes than at high latitudes (where expected
changes in yield are relatively small), resulting in large
reductions in production.

• Global aggregate figures mask major spatial and temporal 
variability. In 2030, for example, using a mean of two 
climate models and two climate scenarios, maize 

Human Influence on the Greenhouse Effect

Source: https://nca2014.globalchange.gov/report/appendices/faqs/graphics/human-influence-greenhouse-effect

production is projected to increase by 18 percent in
Kenya but fall by 9 percent in Uganda. Within these
countries, there is further variability between agro-
ecological zones (Thornton et al. 2010).

• Changing temperatures and precipitation regimes will 
likely cause local extinctions of crop wild relatives as                         
suitable natural ecosystems will decrease or disappear 
(Jarvis et al. 2008). 

• Climate change affects forests and their biodiversity by 
altering animal and plant reproduction, animal migration, 
length of the growing season, species distributions and 
population sizes, and the frequency of the pest and 
disease outbreaks (Root et al. 2003). 

Global Food Security Scenario

• Asia will remain the world’s most populous region in the 
21st century. 

• Water about 72% of the Earth’s surface, with about 97% in 
oceans.

• Healthy aquatic ecosystems are vital to human welfare.
• Oceans/water give us all kinds of provisioning, regulating, 

cultural and supportive services to:
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 » Fish and plants as a source of protein and                                       
micronutrients (food)

 » Pharmaceutical compounds (medical cures)
 » Fixation of atmospheric carbon by algae

 » Regulation of the climate and weather trends
 » Provide mass transportation routes
 » Provide pleasure and wellbeing (recreation)
 » And much more...
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Effects of Climate Change in Fisheries Sector

• Increase of atmospheric carbon dioxide
• Gradual changes in precipitation
• Rise in sea level; worldwide average of 3°C increase over 

the coming decades (without mitigation)
• Increase in frequency and intensity of weather
• Increase in global mean temperatures

The Philippines is Under the Threat of Climate Change

• One of the countries to be adversely affected by climate 
change

• 70% of the population live in coastal areas
• Low level of socio-economic capacities
• Highest marine biodiversity in the planet
• Hottest of the hot spots for conservation and management

Vulnerable Coastal Ecosystems

• Coral Reefs – major habitat for marine biodiversity and 
productivity in tropics

• Mangroves – coastal vegetation crucial for shoreline                     
protection and sanctuary for marine organisms

HOW ARE CLIMATE CHANGE AND POVERTY RELATED IN                           
FISHERIES AND AQUACULTURE? 

Small-scale fishers and small-scale aquaculture  
producers are particularly vulnerable to climate change. Their 
vulnerability is a result of both their geographical location as 
well as their poverty situation. Being located at the waterfront, 
fishing and fish-farming communities are exposed to climate- 
related extreme events and natural hazards such as hurricanes, 
cyclones, sea level rise, ocean acidification, floods, and coastal 
erosion. Millions of people living in coastal and floodplain low-
lands are unable to escape regular flooding. Climate change 
impacts are harming human and natural systems including 
infrastructure, disturbing fish stocks, eroding natural resources 
and endangering species and ecosystems. Therefore, 
climate change is a threat to human health, well-being, 
and livelihoods.

These impacts also reduce resilience. The ability of 
individuals and communities to adapt to climate change is 
contingent on their vulnerability, exposure, and adaptive 
capacity.

• Vulnerability – refers to the degree to which people or 
the things they value are susceptible to or are unable to 
cope with, the adverse impacts of climate change. Thus, 
vulnerability determines how severe the impacts of 
climate change might be.
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There are three dimensions of vulnerability to climate change: 

1. Exposure is the degree to which people and the things 
they value could be exposed to climate variation or 
change;

2. Sensitivity is the degree to which they could be harmed 
by that exposure; and

3. Adaptive Capacity is the degree to which they could 
mitigate the potential for harm by taking action to reduce
exposure or sensitivity.

Their exposure and vulnerability to climate change impacts 
is related to the existing infrastructure and institutional 
framework, including government-sponsored social safety 
programs. Meanwhile, their adaptive capacity also depends on 
their financial and economic capital—their ability to acquire 
assets such as insurance, technologies, and knowledge 
(Béné and Friend, 2011; Fankhauser and McDermott, 2014). 
The poor and vulnerable have fewer opportunities to access 
these resources, and thus are less able to adapt. 

Such poverty and vulnerability of fishers and fishworkers
are also often linked to and determined by their social capital 
(e.g., social networks) and political marginalization. They 
typically lack a voice in the climate adaptation planning process, 
which reduces their short- and long-term resilience. Unequal 
power relations such as the control exerted by intermediaries 
who buy the fish, provide credit, extend consumption loans, and 
offer land on which fishers can build their homes, contribute 
to their vulnerability and poverty status. In these transactions, 
fishers and fish-workers are easily trapped in a cycle of 
exploitative deals, which tend to undermine their capacity 
to respond to additional threats, such as those related to 
climate change (Kurien, 2014). 

• Disrupted traditional fishing patterns which will have to 
change, at least over a period of time, depending on how 
fast these shifts occur. 

• Change in policies and regulatory systems to deal with 
climate change effects that will impact on fishing practices 
(see other chapters). These policies will affect 
poverty, food security, and equity within and 
among fisheries communities. 

• Mobile, large-scale fleets will be able to better 
adapt to the shifts in fish distribution than small-
scale, community-based fleets. 

• Communities at lower latitudes will see their fish landings 
go down, while communities at higher latitudes will
see them go up. 

• Poor communities in the tropical south will suffer losses 
while communities in the north experience higher fishing 
pressure as fleets move there. Shifting species distributions 
may cause fishers and fish-workers to migrate in search of 
livelihood opportunities elsewhere, where existing tenure 
systems and rights will be challenged. Fish-farmers have 
this opportunity to a lesser degree because they are less 
mobile.

Impacts of Climate Change on People and Resources 
Fisheries Sector

1. Water
• Increased water availability in moist tropics and high 

latitudes
• Decreased water availability and increasing drought in 

mid-latitudes and semi-arid latitudes
• Millions of people exposed to water stress
• Drought-affected areas around the world to increase 
• Dry regions to get drier, and wet regions to get wetter
• Increased frequency of heavy precipitation to cause 

flood risk
• Water supplies stored in glaciers and snow cover to                 

decline

2. Ecosystems
• Migration patterns of some species will be affected
• Species with limited climatic ranges or with limited 

geographical opportunities are likely to become extinct
• Existing species may be replaced by new plants or                         

animals
• 30% of species face extinction
• Increased shift of species
• Wildfire risk
• Changes in the distribution, productivity and                                

composition of marine resources
• Loss of biodiversity and ecosystem functioning of                    

natural habitats
• Ocean acidification

3. Food
• Localized negative impacts on smallholders,                                 

subsistence farmers and fishers
• Changes in the health and productivity of forests
• Changes in the distribution of good quality water to 

crops, livestock and inland fish production
• Loss of arable land due to increased acidity and                            

associated salinity, groundwater depletion
• Crop productivity to decrease in seasonally dry and 

tropical regions
• Increase in frequency of droughts and floods to affect 

local crop production
• Aquaculture and fisheries to be affected adversely

4. Coasts and Coastal Communities
• Sea surface temperature
• Ocean acidity
• Stronger cyclones
• Changes in interspecies dynamics
• Shift in seasonal activities
• Increased damage from floods and storms
• Changes in livelihood opportunities
• Health risks
• More coastal areas are projected to be flooded every 

year due to sea-level rise by 2080s and will lead to 
large scale migration

• Migration (communities)
• Coasts will be exposed to increasing risks such as 

coastal erosion due to sea-level rise
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5. Health
• Increased deaths, disease, and injury due to heat waves, 

floods, storms, fires and droughts.
• Increased malnutrition and consequent disorders, 

with negative implications for child growth and                                       
development

How to Deal with Climate Change

• Mitigation
 Reduce the sources of emissions and enhance the sinks 

of greenhouse gases

• Adaptation
 Building systems and capacities to reduce the 

vulnerability of people and countries to respond to the
impacts of climate change

» Adaptation refers to “adjustments in ecological, 
social or economic systems in response to actual 
or expected stimuli and their effects or impacts. 
This term refers to changes in processes, practices 
and structures to moderate potential damages 
or to benefit from opportunities associated 
with climate change.”

» Adaptation involves adjustments to decrease the 
vulnerability of communities, regions, and nations 
to climate variability and change and in promoting 
sustainable development (IPCC 2001).

» Adaptation will be necessary to address impacts 
resulting from the warming which is already 
unavoidable due to past emissions (IPCC, 2007)

For references of fish production:
www.psa.gov.ph/july-september 2017/fisheries situation report
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SESSION 3.5 
IMPORTANCE OF GENDER IN FISHERIES 

Objectives:
At the end of the session, participants will be able to:

• Understand the nuances of gender norms; and
• Understand gender-sensitive resource management,               

decision making and collaboration in running an                             
enterprise or business. 

Expected Output:
• Participants understood the complementary roles of  

women and men, access and control of resources, balance 
of power in the household, and livelihood decision-making.

Duration: 1 hour

3.5.1 GENDER REALITIES: STATUS, EVIDENCE, AND GENDER                
CONCEPTS

This session provides discussion to promote a better 
understanding of the participants on gender. It also aims to
develop skills in incorporating gender in programming  issues
and organizational culture.

As a starter, present some of the key ways in which 
gender affect fisheries practices, opportunities, and innovations, 
especially through the influence of gender norms on decision-
making, resource access, and agency. To sensitize the 
participants, the facts presented below should be followed by
the two-minute video by Food and Agriculture Organization 
(FAO) of the United Nations, “Closing the gap between
men and women in agriculture.” 

Video reference: Closing the Gap between Men and Women in 
Agriculture
https://www.youtube.com/watch?v=uDM828TpVpY 
 

The key concepts of gender and issues in this 
session serve as additional background information for 
the next module (Identifying and Prioritizing Market 
Opportunities) to integrate these issues in the selection 
of different innovations from production to consumption. 

To aid the presentation on gender concepts, you
may show a video followed by an input-discussion.

KEY LEARNING POINTS

Gender Concepts

• Gender – the economic, social, political, and cultural                    
attributes assigned to the biological categories of male 
and female. 

• Gender norms –  the gender dimensions of social norms 
that govern social relations and establish expectations 
as to how we are to act in our everyday affairs. They                      
determine in significant ways the distribution of the 
benefits of social life. (Knight and Ensminger 1998). In 
relation to agriculture, food security, and livelihoods, it is
helpful to think of gender norms concerning the 
production of goods and services that can be consumed or
exchanged for cash or kind and the reproduction of the
household through care, food preparation, and birth. 

• Gender analysis – a study of the differences in 
conditions, needs, participation rates, access to resources
and development, control of assets, decision-making 
powers, etc., between women and men, and their 
assigned gender roles (European Commission, 1998). A
gender analysis involves the collection and examination
of information about the different roles of women and
girls and men and boys (including the gender division of
labor), experiences, capacities, needs, constraints, and
priorities of men and women in a given socio-economic 
group, as well as identifying the opportunities and
strategies for change (Care Bangladesh, 2005). 

• Gender-blind – ignoring or failing to address the gender 
dimension in any given project or research (as opposed to
gender-sensitive or gender-neutral) (European
Commission, 1998). A gender-blind perspective ignores 
gender biases that exist in society (ILO, 2007). It usually 
uses gender-blindterms, which may result in girls and 
women becoming invisible in development activities, 
leading to researchresults that privilege men’s needs, 
interests and priorities. An outcome of gender-blind 
research may be a bias towards the interest of men 
farmers. 

• Gender discrimination – an exclusion or restriction made 
based on gender that prevents a person from
enjoying full human rights. 

• Gender equity – the process of being fair to men and 
women according to their needs. Equal treatment is a 
form of treatment that is different but considered 
equivalent in terms of rights, benefits, obligations, and
opportunities. Achieving gender equity often requires
built-in measures to compensate for the historical and
social disadvantages of women. It recognizes the existing 
gender gap and seeks to compensate for this.

• Gender equality –  the equal opportunities and outcomes 
for women and men. All human beings, both men and 
women, are free to develop their personal abilities and 
make choices without the limitations set by stereotypes, 
rigid gender roles, or prejudices. Men and women enjoy
the same status. They have equal conditions ( equal access
to opportunities) for realizing their full human rights and
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potential to contribute to national, political, economic,
social, and cultural development (equal participation)
and to benefit from the results (equal benefits). Rights,
responsibilities, and opportunities will not depend on
whether they are born male or female.

• Gender balance – the equal and active participation of 
women and men in all areas of decision-making, and in 
access to and control over resources and services. 

• Gender mainstreaming – the process of assessing the 
implications for women and men of any planned action, 
including legislation, policies or programs, in all areas and 
at all levels. It is a strategy for making women’s as well as 
men’s concerns and experiences an integral dimension of 
the design, implementation, monitoring and evaluation of 
policies and programs.  

• Gender-responsive indicators – used to assess progress 
in achieving gender equality by measuring changes in the 
status of women and men over a period of time. 

• Empowerment – both women and men taking control 
over their lives by setting their own agenda, gaining skills
(or having their own skills and knowledge recognized), 
increasing their self-confidence, solving problems, and
developing self-reliance. It is both a process and an 
outcome. An expansion in women’s ability to make 
strategic life choices in a context where this ability was
previously denied to them. In particular, it means
having representation in decision-making bodies and 
control over the distribution of resources. 

Gender Realities: Status and Evidence (FAO, 2011)

• Gender disparities, access to and benefits from assets, 
services and inputs (e.g. land, livestock, labor, education,
extension and financial services, and technology) exist. 

• Women have less access than men to productive resources 
and opportunities. 

• Gender gap imposes costs on women, on the agriculture 
sector, and on the broader economy and society as a 
whole. 

• Participation in and benefits from markets are different for 
men and for women. 

• Men and women are impacted differently by technologies, 
interventions, and other emerging threats. 

• Women are responsible for over half the world’s food                   
production (FAO, 2006). 

• According to a 1988–89 FAO survey of extension 
organizations covering 97 countries with sex-
disaggregated data, only 5 percent of all extension 
resources were directed at women.  

• In developing countries between 10 and 20 percent of all 
landholders are women. 

• On average, women represent 43 percent of the 
agricultural labor force in developing countries, ranging
from 20 percent in Latin America to 50 percent in Eastern
Asia and Sub-Saharan Africa. 

» Closing the gender gap can increase the 
productivity of agriculture and livestock systems,
and improve food security and nutrition. Women
could increase yields on their farms by 20–30% 

» Agricultural output in developing countries would 
increase by 2.5–4% o The number of hungry people 
in the world would be reduced by 12–17% 

• There is an evidence that income under the control of 
women is more likely to be used to improve family 
welfare (e.g. food, health, clothing, and education 
for their children). 

• Gender equity in value chains.
• Poverty reduction: Fighting poverty is hard if you’re 

gender-blind. 
• Business opportunities: 

» Serving women is good for business and the                       
economy 

» Women present new market opportunities as                   
buyers, suppliers, and consumers 

» Profiling gender sensitivity can bolster a company’s 
reputation o When women are in management               
positions, profits go up 

Risks for Women in Agricultural and Fisheries Value Chains

• Women’s work is often insecure, perceived as a source of 
cheap labor, and can lead to marginalization. 

• Involvement in value chains can become an additional 
burden on top of domestic responsibilities such as care-
giving, cooking, cleaning, and obtaining fuel (reproductive 
role of women). Productive and reproductive workload 
can interfere with income-generating activities.  

• Tensions within the household may increase as women   
become more engaged in value chains. 

• Existing conflicts within households may make it more               
difficult for women to become involved in value chains. 

• Women’s normative association with small-scale rustic               
value chains can limit their entry into more commercial 
value chains (the “thatch ceiling”). 

• Women might have difficulty accessing full benefits                    
generated from participation in value chains. 

• Fishing is perceived as laborious work for women.

Gender Analysis in Value Chains

• Analyzing gender norms, power relations, agency, and 
outcomes; and not just describing differences but 
assessing their causes and how they affect men and 
women’s access to resources and opportunities.

• Identifying those chains and nodes where women and 
their roles are less visible. 
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Why Gender Equality is Important in Fisheries and Livelihood 
Development

Gender issues must be addressed in order to fully 
develop. First, the gender dimension is crucial for economic 
reasons and from an efficiency point of view. This is especially 
true in the fisheries sector, where gender inequalities in access to 
and control over resources are persistent, undermining a 
sustainable and inclusive development of the sector. Second, 
equity or distributional issues are related to gender differences 
in outcomes. Gender differences, arising from the socially 
constructed relationship between men and women, affect 
the distribution of resources between them and cause many
disparities in development results. Third, roles and relations 
affect food security and household welfare, critical indicators 
of human development. Lastly, gender equality is a basic human 
right, one that has value in and of itself.

Elements to consider to enhance women’s participation as 
equal and productive partners in the fisheries and aquaculture 
sector:

• Data solutions (e.g., qualitative gender-sensitive                                        
indicators, sex-disaggregated data)

• Resource control and access (e.g., control over access to 
aquatic resources) and

• Development arena solutions (e.g., require project/s or                   
activities to obtain sex-disaggregated data, conduct 
gender analysis, strengthen the participatory and 
organizational capacity of stakeholders at various levels)

Gender Analysis Questions

• Labor: Who does what (division of labor)? How (skills)? 
Where (physical mobility)? When (daily, seasonal)? Why 
(gender norms about labor)?  

• Access: Who uses what (division of resources)? How   
(agency)? Where (physical mobility)? When (daily, 
seasonal)? Why (gender norms about access)?  

• Decision-making: Who decides what? How are decisions 
reached? Where are decisions made? When? Why (gender 
norms)? 

• Information: Who knows what (gendered knowledge)? 
How (formal/indigenous information systems)? Where 
(knowledge networks and information sharing)? When 
(age restrictions, rituals)? Why (norms of information                 
sharing)?  

• Market and Community Participation: Who is included in 
what? How? Where? When? Why? 

Note: A separate session on gender shall be provided. 
You may provide multimedia/video presentation for the 
participants. Relate gender to enterprise (gender analysis on 

a productive role – role play or workshop). You may also invite 
resource speakers who are knowledgeable on the topic. A 
wrap-up activity for module 3 and an overview for module 4 
shall be conducted.

Video reference: The Impossible Dream 
https://www.youtube.com/watch?v=t2JBPBIFR2Y)

EXERCISE 1: BEGINNING TO UNDERSTAND GENDER:  WHAT IS 
GENDER? HOW IS IT DIFFERENT FROM SEX?

Objective: To enable the participants to reflect on their                                
understandings of sex and gender and to increase the comfort 
level of the participants with these issues.

Materials: Flashcards, manila papers/paperboards, markers

Duration: 30 minutes

Steps:
1. Ask the participants to give their understanding of the 

differences between sex and gender. Summarize the 
responses of the participants to include the following 
significant differences between sex and gender.

2. Distribute the cards with the following statements 
on men and women to some participants. Ask them 
to read these aloud, one by one.

• Women give birth to babies, men don’t.
• Care of babies is the responsibility of women                     

because they can breastfeed them. 
• Men have mustaches. 
• Women cannot carry heavy loads. 
• Women are scared of working outside their homes 

at night.
• Men’s voices break at puberty, women’s don’t.
• Women are emotional and men are rational.
• Most of the women have long hair and men have 

short hair.
• Most scientists are men.
• Cooking comes naturally to women

3. Ask the participants to decide which statement denotes 
characteristics/behaviors based on sex and which are 
socially constructed. Request them to explain why they 
think so.

SEX GENDER

Biologically determined Constructed by society

Universal for all human beings Multi-faceted: differs within and 
between cultures and across 
geography, climate, etc.

Unchanging Dynamic, changes over time
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Tips: Explain to the group that these statements were meant 
only to generate a discussion around how society promotes 
images of men and women, which results in gender biases 
and images. Also explain why understanding the difference 
between sex and gender is critical for development work. It 
helps us understand that the cause of inequity between men 
and women is not their biological characteristics, but socially 
constructed attributes of men and women. However, make 
sure that you do not undermine the significance of biological 
differences between men and women and treat them as less 
significant. Some physical differences do require different 
treatments.

EXERCISE 2: BORN THE OPPOSITE SEX:  GENDER, AND “DOING 
GENDER” 

In this exercise, participants are challenged to envision 
that they have been born the opposite sex. This will allow them 
to effectively understand the definitions of gender concepts, 
by thinking about the ways that their lives have been impacted 
by sex and gender. This activity will stimulate thought and 
discussion about the importance of socialization in creating 
gender roles and our ways of “doing gender.” 
 
Steps:

1. Ask participants to spend five minutes reflectively 
thinking about the following questions: Imagine that
you had been born the opposite sex. Would your life
have been different? If so, in what ways? Do you 
anticipate that your future would be different from how  
you currently envision it? If so, in what ways? 

2. After participants have reflected on this question 
individually, divide them into groups, and ask them
to discuss it as a group (between 10-15 minutes). Gender 
differences will emerge immediately. 

3. Ask some of the participants to share their answers and 
what they have learned from the group discussion. 

4. Asking participants to imagine that they had been born 
the opposite sex sets off an insightful discussion about the 
value placed on gender differences and gendered 
behavior. Most importantly, it makes concepts concrete 
and grounded in participants’ personal experiences 
of their own lives. 

Note: Adjusted from an exercise developed by Pamela Aronson.

Synthesis Guide Questions:

Post these questions and let the participants answer or discuss. 
Document their answers as it will be used in the next module.

• What measures can be done to mitigate the effects of                
climate change in the prioritized commodity?

• Based on the discussion, did gender issues arise? How can 
these be addressed?
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module 4
IDENTIFYING AND PRIORITIZING 

MARKET OPPORTUNITIES 

 This module aims to analyze and prioritize market opportunities by using appropriate tools; and to increase business                   
profitability of groups and their members in the context of sustainable production systems. It consists of four sessions: (1) planning 
and value chain assessment; (2) conducting value chain assessment; (3) discussion and analysis of assessment results; and (4) sharing 
and validating results with value chain actors and stakeholders.

Overview of Module 5 Work Plan

Sessions Objectives Activities Methods/Excercises Duration

4.1 
Planning and Value 
Chain Assessment

1. To understand the 
importance and purpose 
of value chain assessment

2. To plan and organize 
value chain assessment 

Planning the value 
chain assessment Field work preliminaries 4 hours

4.2 
Conducting Value 
Chain Assessment

1. To apply methods and 
tools in value

2. To collect relevant
information for assessing 
the target value chains

3. To determine 
methodological and 
operational challenges 
in conducting the 
assessment

Recap on tools and 
approaches in value 
chain assessment

Actual conduct of value chain 
assessment, interview, and 
direct observation

Half to 1 day 
including 
travel time

4.3
Discussion and 
Analysis of 
Assessment Results

1. To consolidate, process, 
and analyze data from the 
assessment

2. To discuss/summarize 
key results, conclusions, 
and recommendations for 
action

Evaluation and 
consolidation of 
results on value chain 
assessment

  Discussions 4 hours

4.4 
Sharing and 
Validating Results 
with Value Chain 
Actors and 
Stakeholders

1. To share and validate 
assessment results with 
other chain actors and 
stakeholders

2. To jointly identify and 
prioritize market 
opportunities, including 
potential collaborations 
with chain actors 

Validation meeting 
with chain actors and 
stakeholders

Actual conduct of validation to 
stakeholders 4 hours 
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 This module is meant for participants to take a stock at the actual and potential value chains for their prioritized                                            
commodities along the lines of sustainable production systems and market demand. Major constraints and opportunities will be 
examined  to identify potential interventions and innovations that can be tried out in succeeding exercises. 
 
 This module takes the group, in four sessions, through (a) the assessment planning, (b) the assessment proper,                                                           
(c) preliminary data analysis and results discussion, and (d) validation of findings with chain actors and stakeholders. 

 The validation of findings may require travel beyond the immediate area of the fisherfolk group to deliberate with other 
chain actors such as traders, wholesalers, processors, and so on. This needs careful planning to maximize time and available                                       
funds. This also presents the opportunityfor the group to experience  relatively unfamiliar market situations where they can 
interact with and establish long-term linkages with diverse chain actors who could become beneficial partners in the future. 

 The value chain assessment methods used in ABS are participatory in every stage. This approach is aimed at 
empowering the group members themselves to carry on different tasks with support and collaboration from fellow participants 
and adequate guidance from the facilitator.  

 Note that not all ABS groups have to complete the value chain assessment. The uneven development among groups 
may require some to direct their attention  on a market opportunity assessment, the first step in the assessment process. 
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SESSION 4.1 
PLANNING AND VALUE CHAIN ASSESSMENT 

Objectives:
At the end of the session, participants will be able to:

• Understand the importance and purpose of value chain 
assessments; and

• Build upon their mapping exercise in Module 3 to plan and 
organize value chain assessment.

Expected Outputs:
• Participants understood value chain assessment and the 

progression step from Module 3
• Revisited outputs of Module 3 to identify chain actors
• Organized and planned the fieldwork/interviews, etc.
• Prioritized actual and potential value chains of their                      

prioritized commodity
• Presented value chain output presented to the                                  

stakeholders for validation
• Produced a plan for conducting the assessment, covering 

logistical aspects, and defining roles and responsibilities of 
the ABS group members involved

Duration: 4 hours

4.1.1 PLANNING THE VALUE CHAIN ASSESSMENT

 Design the value chain assessment using appropriate 
tools and approaches consistent with the goals and objectives 
set. From there, outline the steps and scope in conducting the 
assessment process.  
 
Similar to the mapping exercise of the existing commodity in 
Module 3, the following are guide questions to reflect on: 

Understanding Value Chains

• Who are the actors involved in the value chain? What 
are the important characteristics of a chain actor?  What 
are the pathways that connect these chain actors? What 
drives the market flow from one actor to another?

• Who are the service providers? What types of services 
do they provide to the group or individual? 

• Who are the stakeholders? 
• Which market(s) and supply chain(s)? 
• Who do you need to talk to in order to understand the 

chain and identify opportunities? 

Adding Value

• What are the different ways by which we can add value 
to the commodity? 

• What is the role of innovation along the value chain? 
• What five (5) key questions do you want to ask? 

Note: When planning the value chain assessment, take into 
account the results and concepts of chain mapping in Module 3: 

assess the risks, opportunities and vulnerabilities; resilience 
from climate disturbances; gender interests and preferences; 
and decision-making relations. 

KEY LEARNING POINTS
  

By this stage, the group has already identified the main 
commodity they intend to develop through the ABS process, 
and has already explored the value chains and other marketable 
products that can be derived from the commodity (See 
Module 1: Planning and Targeting/1.2 Targeting and Selection
of Communities and Value Chains). 

The first task then is to carefully define the scope of the                                   
assessment. The reflection questions below will guide the ABS 
groups in planning the assessment exercise:  

• Which specific end products from this commodity are 
currently or potentially relevant to the assessment? These 
may include fresh produce, locally processed products, or 
food industry products where the commodity serves as a 
raw material.  

• Which chain actors (men and women) are involved in                
production, processing, marketing, and linking production 
with consumers? Where are they located?  

• Which other service providers and stakeholders can be 
identified? 

LOCATION COMMO-
DITY

END 
PRODUCTS

CHAIN
ACTORS

SERVICE 
PROVIDERS 

& STAKE-
HOLDERS

ARMM Seaweeds 1. Good 
quality 
raw dried 
seaweeds

2.Semi-
processed 
seaweed as 
food-based 
ingredients;

Input 
suppliers, 
producers, 
traders, 
processors, 
transport 
groups, and 
other individ-
uals of groups 
concerned 
with 
logistics

NGAs, LGU, 
NGOs, 
financing 
institutions, 
MFIs/CFIs, 
research 
institutions, 
private 
sector

Region 8 Cassava 1. Fresh 
roots

2. Dried 
chips
 
3. Animal 
feed

Input 
suppliers, 
producers, 
traders/ 
wholesalers/
retailers, 
processors, 
transport 
groups and 
other 
individuals 
or groups 
concerned 
with logistics
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Ask the participants to draw a map of the chain from 
production to consumer, indicating the different actors involved, 
as well as the service providers and stakeholders. This will 
provide an overview of the value chain under study. Guide 
the more detailed assessment that follows. Building upon their 
existing knowledge, the group should put as much detail as 
possible on the chain map (See Session 3.1.1 Exercise 1. 
Market Chain Mapping of Existing Commodity):

• Who are the different chain actors and service providers 
(gender issues)?  

• What are the roles differentiated by gender of each chain 
actors? 

• Who are other stakeholders (e.g., institutions and                        
agencies)?  

• What are their linkages and relationships? Are they                          
differentiated by gender? If so, how? 

• What are the flows of product, money, and information? 
Are they differentiated by gender? If so, how? 

• What are the ideas on key market constraints and options? 
• Are these market constraints and options gender-                               

differentiated? How? 

Additional information on the current situation such as the 
number of supplies and pricing trends may be added to help 
overcome data gaps.  Bear in mind that perceptions will differ 
among chain actors too – traders may have different options on 
problems than farmers, for example.  

• Set up a planning meeting for the market visit to                                              
arrange the details buyer’s interview. Design the agenda to 
include deliberations on the list of interviewees and
their respective interview schedules, the means of 
transportation, food, and other logistical matters. The 
facilitator or a group representative may coordinate with
the LGU for financial assistance and logistical support. 

• Divide the roles of each group member for the 
preparatory activities.  This will usually involve initial visits 
to urban markets such as wholesale and retail businesses,
prior identification of processors currently or potentially
using the commodity, setting an appointment with service 
providers, input suppliers, traders, stakeholders, and 
other local actors to be interviewed.  Meanwhile, the 
facilitator will take the role of organizing out-of-area 
travels of the participants.     

• Facilitate the designation of tasks of each group member 
for the actual market visit.  Similar to the pilot market 
exercise in Module 3, each group should be composed 
of:  (a) two interviewers, (b) a note-taker and recorder 
of the responses, and (c) an observer of the 
buyer’s operational activities.

• Define the list of topics or questions to ask during the                
assessment. 

Note: Refer to Fieldwork Guide (Annex 11B). Use a semi-
structured questionnaire as a guide during the informal interview 
with each actor. See the examples provided; however, note 
that (a) questions have to be customized for each assessment 
and (b) topics for the interview should be limited to the main 
items. The group can develop a list of priorities for each actor. 

The assessment may be carried out using:

• Focus Group Discussion (FGD) and Key Informant 
Interview (KII) among fisherfolk, traders, and consumers 

• Rapid Market Appraisal with people who have specific 
knowledge or expertise such as: 

» Chain actors - input suppliers, producers, traders, 
wholesalers, retailers, processors, exporters, users/
consumers

» Service providers - extension services, transporters, 
brokers/commission agents, credit providers, 
financial institutions, research institutions 

» Stakeholders - local government and public sector 
agencies, NGOs, community organizations, industry 
associations, research institutions

• Direct Observation in markets and processing facilities   

Note: In every stage of the value chain assessment, assess 
both women and men actors to draw insights for the gender-
disaggregated analysis in succeeding exercises.
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SESSION 4.2 
CONDUCTING VALUE CHAIN ASSESSMENT 

Objectives:
At the end of the session, participants will be able to:

• Apply methods and tools in value chain assessment;
• Collect relevant information for assessing the target value 

chains; and
• Determine methodological and operational challenges in 

conducting the assessment.

Expected Outputs:
• Conducted the assessment activities such as interviews, 

FGDs, and market inventory
• An organized set of interview notes and observations to                     

illustrate the current state of the value chain as well as to 
indicate opportunities for improvement

Duration: Half to 1 day (including travel time)

4.2.1 RECAP ON TOOLS AND APPROACHES IN VALUE CHAIN                    
ASSESSMENT

Before the fieldwork, brief the participants on the different 
tools that will be used in the field (Annex 11B: 
Fieldwork Guidelines/Checklist for Value Chain Assessment). 
The questions below will help the participants assess their 
readiness to conduct the market chain assessment.

 
Discussion Questions:

1. What topics and questions will your group include in the 
checklist? 

a. customize for each commodity and product 
b. be prepared to follow up on novel responses 
c. leave most sensitive questions (e.g., income) at the 

end of the interview
2. When is the best time to conduct the value chain assess-

ment in your area/commodity? 

Note:  Include risks and opportunities from climate actors:  
fisherfolks, processors, sellers, and consumers.

This session may last one or two days depending on the 
location of the markets. The group should have a documented 
series of interviews (mainly with key informants, but also include 
focus groups at their level and consumer level, if needed) and  
observations, covering the following types of information:

• Market and consumer demand, recent changes and trends 
in commodity supply and demand over time (volumes, 
prices), and consumer preferences (consciously take into
account the differential needs and wants of women and
men consumers in terms of quality, appearance, freshness, 
unit sizes, varieties). There may be information on the

competition, including other commodity producer 
regions, and the types of purchase agreements made
between chain actors, input suppliers, and so on.

• Standards/regulations and enforcement/compliance, the 
“power relations” among chain actors, and the barriers to
entry for new opportunities. Power relations refer to
whether there is one actor (e.g., a processor or 
supermarket) that has sufficient market share and 
resources to exert control, or influence, over other chain 
actors. This can affect the distribution of economic 
benefits among the chain actors, reducing the equity 
along the chain. 

• Nature of the relationships among chain actors 
(see Module 3) both formal and informal, and
level of trust or social capital that exists. 

• Economic analysis – banking on the information gathered 
from  different chain actors, obtain an idea of the costs 
and margins along the chain as far as possible, in order 
to understand who benefits from their participation in 
the chain, and whether the benefit distribution is fair or 
not. Note that “triangulation” is needed to assess whether 
respondents have provided correct information. For
example, you may compare the selling price given by one 
actor with the buying price mentioned by the actor down 
the chain. 

• Options for chain innovation (technological, commercial, 
institutional). By talking to key informants in support 
institutions like universities, with service providers (e.g.,
input suppliers) and other chain actors, the team can gain
ideas on opportunities for upgrading the chain. Recall 
that these may be based on: 

 » Technologies (new varieties/species, processing 
equipment, products, storage systems, production 
systems, and practices, etc.) 

 » Markets (geographical, demographic or other                
market segments) 

 » Organizational arrangements (e.g. fisherfolk groups, 
POs, contracts among chain actors) 

In addition, there may be opportunities to link to other 
investments being made, e.g. in infrastructure ( roads, 
utilities) requiring inputs from government programs/
departments. 

For each potential innovation, the team needs to know 
what skills, resources or assets they will need and what 
are the required quality standards, rules and regulations 
for market entry.

• Resources and partnerships. Value chain improvement 
is contingent on the deployment of resources and on                  
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partnerships among the chain actors, service providers, 
and other stakeholders. It is therefore useful to assess what 
resources are available, who can access them and who 
owns them, including those from external sources. 

Moving towards action (and interventions being trialed in Module 
5) will involve collaboration with different chain actors, support 
providers, and stakeholders. The assessment can therefore help 
to identify potential new collaborators and partners, and service 
providers, who can work with the ABS group in these trials, which 
should lead to new business opportunities for all concerned.

EXERCISE 1: ACTUAL CONDUCT OF VALUE CHAIN ASSESSMENT

Objective: To expose the participants to market and supply 
chains and conduct the value chain assessment as planned in the 
previous session. 

Duration:  4 hours or more

Steps:
1. Guided by the selected ABS commodity, participants are 

to interview value chain actors: input suppliers, producers, 
traders, retailers, and other key informants. Please see 
the Fieldwork Guidelines/Checklist for Value Chain 
Assessment (Annex 11B) for the complete checklist on 
conducting a value chain assessment and buyer
comparison (Annex 13).

2. In addition to interviews, participants must also use 
direct observation (e.g., markets, production areas, 
processing, businesses or enterprises, physical assets
or infrastructures) to gather more data that cannot 
be obtained through interviews. 

• Observation 
• Selling practices
• Quality of products
• Market outlets and presentation (merchandise) 

3. Discuss, analyze, and organize value chain fieldwork data.  
4. Present to the ABS group the outputs for critiquing. 
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SESSION 4.3 
DISCUSSION AND ANALYSIS OF FIELDWORK ASSESSMENT RESULTS 

Objectives:
At the end of the session, participants will be able to:

• Consolidate, process, and analyze data from the                                       
assessment; and

• Discuss and summarize key results, conclusions, and                      
recommendations for action.

Expected Outputs:
• Consolidated assessment results
• Produced basic chain map (for actual and potential value 

chains) indicating the main actors, service providers and                           
stakeholders to be interviewed, and identifying key 
information gaps

Duration: 4 hours

4.3.1 EVALUATION AND CONSOLIDATION OF RESULTS ON               
VALUE CHAIN ASSESSMENT 

After the field work, each group has its own set of 
gathered information to share, discuss, analyze and                                                              
organize with the group members using appropriate tools.  

Expected Output: 

Presentation of the main results of the assessment,                                                     
including material in graphic (chain map) and tabular form, 
and with a number of identified problems or opportunities 
that can lead to action or interventions in the next module. 

Discussion Questions: 

1. Who are the key actors involved in the chain? What are 
their specific roles in the chain? Are these roles gender 
specific? Why?  

2. What types of services exist within the chain?  Which actors 
have access to these services? Do men and women have 
different levels of access? 

3. What types of relationship exist among chain actors in 
terms of production, processing, and marketing? In terms 
of information flow? Do all the actors have equal access to 
them? Is this access different for men and women?

4. What are the costs, margins, and benefits of each chain               
actor? Who benefits more, or less?

5. Did the chain actors experience any effect of climate 
change? If so, how did they adapt/mitigate to its impacts?  

6. What are the constraints and opportunities for each chain 
actor? 

RESULTS ANALYSIS 
 

The results of the assessment should be shared,                      
discussed, analyzed, and organized by the team for presenta-
tion. There is little to be gained from attempting a very formal 
and detailed analysis – it is better to develop a number of clear 
and relatively simple aids to understand the current situation and                
potentials of the chain. This may include: 

• Chain maps, more detailed than the initial scoping                           
exercise (information gaps filled)  

• Tables of costs, margins, and benefits for different actors 
• Details of prices, and volumes traded in specific markets 

over time 
• Lists of preferred consumer product attributes/varieties 
• Lists of present and potential customers for the group’s 

products, with volume and quality requirements and price 
expectations 

• Indications of new opportunities for adding value,                             
including products, markets, and organizational 
arrangements (contracts etc.) 

• Names of existing, and potential service providers and 
support agencies, with details of the type of service/                      
assistance to be provided 

• Present and potential sources of finance/funding 

PRIORITIZING CONSTRAINTS AND OPPORTUNITIES  

Identify and discuss the issues, constraints, and
opportunities from different perspectives. They should give 
weight on the opportunities as these drive the action or 
innovations to be trialed in Module 5. The group should 
point out options for more detailed discussion and prioritization 
in the next session. 
 

Note that the emphasis here is on constraints and 
opportunities drawn from the assessment, but not yet
on the specific interventions or innovations to be introduced. 
It is important to separate these two steps, as each step can
have several potential areas of intervention. 
 

As soon as the constraints and opportunities are 
prioritized, the participants have to agree on the innovation. 
For example, if a problem of “high post-harvest losses” in fresh 
produce is prioritized (or an opportunity to reduce losses), then 
potential innovations could include those at production level 
(e.g., change variety/strains or harvesting time), the marketing 
process (different packaging/storage conditions, or better 
coordination to reduce time taken), or end users (finding a 
use for low-quality rejects) or even infrastructure investments 
(improve farm-market roads to reduce damage during transport). 
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SESSION 4.4 
SHARING AND VALIDATING RESULTS WITH VALUE CHAIN ACTORS AND STAKEHOLDERS

Objectives:
At the end of the session, participants will be able to:

• Share and validate assessment results with other chain                 
actors and stakeholders; and

• Jointly identify and prioritize market opportunities                           
including potential collaboration with chain actors

Expected Outputs:
• Clustered assessment presentation (by commodity or area)
• Produced a checklist detailing steps to overcome data 

gaps for each chain actor. 

Duration: 4 hours

4.4.1 VALIDATION MEETING WITH CHAIN ACTORS AND                  
STAKEHOLDERS 

This activity provides the opportunity to share and                      
correct the information gathered from the value chain 
assessment. Make sure that relevant stakeholders and chain 
actors are invited. 

The Stakeholders’ Validation Meeting (SVM) is initiated
by the lead institution. The lead institution organizes the
meeting and invites other local institutions, stakeholders, 
and chain actors.
 

A meeting or forum should be convened, at which the 
results of the assessment are presented to the main chain 
actors, service providers, and stakeholders involved in 
the assessment. This is both to share the results and to 
receive feedback/input needed for prioritization in Module 5. 

SHARING OF THE ASSESSMENT RESULT

Before sharing and discussing the assessment 
findings with the value chain actors and stakeholders, 
it is suggested that the facilitators and the ABS enrollees 
rehearse the presentation flow. 

Presentation Outline

1. Background - commodity, interviewer team composition, 
preparatory activities done

2. Value chain map & diagram
3. Buyer Comparison Table (Annex 13)

Who should be convened? 

The facilitator convenes a meeting with the value chain 
actors involved during the assessment and potential actors and 
potential BDS providers who can be of service to the existing or 
future value chains.

Who makes the presentation? 

The facilitator should take the lead in organizing 
the presentation with the support of ABS participants. 

What is presented?

The consolidated assessment result is presented 
first to the ABS participants to enjoin them in scrutinizing 
and finalizing the content of the presentation. The 
presentation process is clearly outlined in the toolkit (Annex 15: 
Stakeholder’s Validation Meeting Guide). 
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Sample Outputs: 

Seaweeds Mapping:
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Value Chain Map of Kappa Carrageenan
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Value Chain Map of Binagol (Taro Snack)
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Value Chain of Milkfish
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Value Chain Map of Live Lobster in the Caraga Region for Domestic and International Market
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Fisheries Value Chain Analysis
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module 5
TARGETING AND TESTING 
POTENTIAL INNOVATIONS 

 This module aims to introduce technological, commercial, and institutional innovations or interventions in collaboration 
with other chain actors and stakeholders to respond to market opportunities integrating climate change and gender 
considerations. It consists of six sessions: (1) identifying and prioritizing innovations; (2)cdesigning and organizing the testing of
 innovations; (3) conducting and monitoring of innovations; (4) special topics to support innovations; (5) analyzing results and 
preparing for the sharing of innovations; and (6) presentation and sharing of innovations.

Overview of Module 5 Work Plan

Sessions Objectives Activities Methods/Excercises Duration

5.1 
Identifying 
and Prioritizing 
Innovations

1. To identify and 
prioritize innovations 
corresponding to market 
opportunities

2. To develop an action 
plan for testing and 
introducing innovations

Lecture on identifying 
and prioritizing 
innovations

1. Video presentation with group 
discussion 30 minutes

2. Business Hooray
1 hour 
and 
30 minutes

5.2 
Designing and
Organizing the 
Testing of Innovations

1. To translate innovation 
concepts into preliminary 
designs

2. To organize and prepare 
for testing innovations 
including task 
assignments and 
guidelines

Group discussion to 
identify specific actions 
and roles

Invite resource persons/specialist 2 hours

5.3 
Conducting and 
Monitoring the 
Testing of Innovations

1. To develop prototypes 
or drafts of target 
innovations

2. To undertake testing 
and refinement of 
innovations

3. To monitor the process 
and results of innovation 
testing

Applying and testing 
innovations among 
relevant chain actors

Technology demonstrations; 
processing try-out; allocation of 
budget for all materials in the 
try-outs; consumer and market 
testing

Packaging/labelling; facilities
improvement; nutrient analysis, 
shelf life test, application for LTO, 
etc.

4 hours

Refinement of 
innovations

5.4 
Special Topics to 
Support Innovations

1. To improve enterprise 
skills and capabilities, and 
feasibility of the 
enterprise

Identifying special 
topics to be covered: 

Invite resource persons/specialist 
as identified

Depends 
on number 
of topics 
identified
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Sessions Objectives Activities Methods/Excercises Duration

2. To apply practical 
knowledge and skills in 
introducing innovations 
to the value chain

e.g. financial literacy; 
packaging and 
labelling; product 
quality; GMP, SSOP, 
GAqP, HACCP, Halal, 
Kosher; marketing 
strategies; O&M skills; 
etc.

5.5 
Analyzing Results 
and Preparing for 
the Sharing of 
Innovations

1. To analyze and use 
results in further refining 
innovation

2. To analyze/determine 
the profitability and 
viability of the innovation

3. To prepare to share 
innovation with 
stakeholders

Finalizing the results 
for the session for 
presenting and sharing

Invite product/economic 
specialist 4 hours

5.6 
Presentation and 
Sharing of Innova-
tions

1. To share field-tested 
innovations with existing 
and potential actors and 
stakeholders

2. To generate feedback/ 
suggestions to further 
improve innovations

Stakeholders’ 
consultation meeting 
with chain actors, BDS 
providers, potential 
markets, and 
development partners 
(NGA, LGU)

Presentations, products 
display, consumer testing 
and feedbacking

4 hours
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SESSION 5.1 
IDENTIFYING AND PRIORITIZING INNOVATIONS

Objective:
At the end of the session, participants will be able to:

• Identify and prioritize innovations corresponding to                 
market opportunities.

Expected Output:
• List of innovation(s) that the group has agreed upon.

Following  the results/outputs of the value chain 
assessment in Module 4, the participants have already                                 
identified and prioritized market opportunities at this point. 
To start the session, the facilitator should clearly explain  what 
innovations are. Practical examples could help the participants 
identify the limitations of their commodity or product and in
turn build on these limitations to determine areas for 
innovations. Topic experts may be invited to clarify different 
options and ways forward. This is also to validate the outputs in 
Module 4 which are needed to proceed with the action 
planning. 
 

To encourage a discussion, enjoin participants to 
answer the following questions: 

1. What are the bases for the prioritization and selection of 
identified potential innovations? 

2. What are the key innovations or improvements to address 
identified market opportunities, and constraints? 

3. Are these priorities validated?      
4. What are the key actions needed to develop innovations? 

Note: Pay particular attention to climate change consciousness 
(carbon footprints, eco-friendliness) and gender sensitivity (role, 
access, and control) in prioritizing innovations for testing.

EXERCISE 1: VIDEO PRESENTATION RELATED TO CHOSEN                  
COMMODITY WITH GROUP DISCUSSION 

Duration: 30 minutes

Video reference:
https://youtu.be/V8DhWn85m50; https://youtu.be/slacvqduGK

Steps: 
1. Show video presentation on product innovation and              

market opportunities.
2. Present the definition and types of innovation.
3. Facilitate FGD. Participants to give their impressions,                 

identify existing market opportunities, and describe how 
the owner responded by introducing innovation/s. 

  
Note: May use video of seaweeds farming or videos produced 
by Fisheries for Improved Sustainable Harvest (FISH) Project 
and BFAR supported by United States Agency for International                  
Development (USAID).

KEY LEARNING POINTS
  
Innovation

The process by which an idea or invention is translated
into a good or service for which people will pay; or something
that results from this process. It involves deliberate application 
of information, imagination, creativity, and initiative in deriving 
greater or different value from resources; and it encompasses
all processes by which new ideas are generated and 
converted into useful products.  
 

• Technological innovation: varieties, production, post-             
harvest, processing technologies 

• Institutional innovation: organizations, norms, and                              
relationships 

• Commercial innovations: arrangements for supplying 
products to markets/users, product positioning/                            
promotion, market/consumer segmentation 

Testing of Innovation

The process of experimentation of the innovation at the 
intended level or area, and getting feedback from the users
for refinement or improvement. Different innovation types 
have appropriate means of testing. The criteria for upgrading 
could be reduced cost, upgrading of quality, and/or 
diversifying products and meeting cost and quality criteria. 

Market Opportunities

These are the entry points to participate in a market or 
supply chain. An opportunity could be: a) a need that is not served, 
which may be a product or service; or b) a gap – the demand
is not fully served because of low supply, or unstable or 
seasonal supply. This gap between demand and supply, and 
understanding its nature, is an opening for new suppliers or 
old-time suppliers who could still expand their production. 

Steps in identifying and prioritizing innovations that match               
market opportunities: 

1. The facilitator convenes a meeting with the ABS group              
after the discussion on the Key Learning Points to select or 
decide on the innovations they will focus on for their agri-
aqua enterprise activities.

2. The key question that both the ABS group and the                             
facilitator must bear in mind during the discussion should 
be: What are the key innovations or improvements to                  
address identified market opportunities and constraints? 
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EXERCISE 2: BUSINESS HOORAY 

Materials: Manila paper, markers, adhesive tape

Duration:  1 hour and 30 minutes 

Steps: 
1. Divide the participants into groups (at most, three groups) 

to discuss technological, commercial, and institutional               
innovations. 

2. Provide each group with markers and manila papers. 
3. Allow 10 minutes for the participants to brainstorm and 

write their ideas on the possible business options to                   
undertake based on experiences from Modules 3 and 4, 
and how to test these options. 

4. Let the participants brainstorm further and rank their ideas 
using the following criteria. The criteria can be modified by 
the participants. 

 
The matrix is divided into three groups: 
a) technological; b) commercial, and c) institutional. 

Rate ideas with the following rating: 
(1) Low, (2) Moderate, (3) High

5. Rank ideas based on total scores. 
6. Using the result of the ranking activity, with the same 

groupings, evaluate the innovations per category using 
the following  evaluation criteria for new products/
innovations (Annex 16).

7. After ranking, ask the participants to gather into their 
group again and brainstorm further to write a business 
slogan or catchwords/phrases to publicize the business. 

 “It’s the real thing!” (Coca Cola) 
  “We got it all for you!” (SM) 
  “Take the bus and leave the driving to us.” (Victory liner) 

8. List highlights of group discussion and come up with 
a consensus on what business to undertake and the                               
business slogan to go with it. 

9. Let a representative of the group present their output.
10. After all the groups have presented their outputs,                             

synthesize results.
11. There are no right or wrong answers. Discuss all ideas               

written down.
12. Encourage the exchange of ideas among participants. If               

needed, write down more points that came up during the 
discussion.

13. The facilitator then guides the group to prioritize 
and evaluate innovation to focus (starting from the 
innovations with the highest score on the evaluation
criteria for new products/innovations) on for their
agri-aqua-enterprise development. This process is
meant  to narrow down the options to feasible ones

14. Considering that suggested innovations were evaluated 
thoroughly according to the criteria stipulated above, the
innovation with the highest score will be the group’s
focused-innovation. The group may mix options 
depending on the group’s capacity and resources.

15. If there is a need to brainstorm further, SWOT Analysis 
using the SWOT analysis matrix (Annex 7) may be 
conducted. This could be done in a plenary session. 
Using the SWOT analysis matrix, analyze with the 
group the strengths, weaknesses, opportunities, and 
threats of the prioritized business idea/s in the just 
concluded exercise.

Note: Innovations identified can be discussed further to                                
include the following considerations: How eco-friendly is it? 
Any climate-smart criteria? Is it a climate-smart technique? Is it                      
climate-change conscious?

CRITERIA PRODUCTION POST-
HARVEST PROCESSING

A. TECHNOLOGICAL

B. COMMERCIAL

C. INSTITUTIONAL

TOTAL SCORE
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SESSION 5.2 
DESIGNING AND ORGANIZING TESTING OF INNOVATIONS

Objectives:
At the end of the session, participants will be able to:

• Translate innovation concepts into preliminary designs; 
and

• Organize and prepare for testing innovations, including 
task assignments and guidelines.

Expected Output:
• Action plan (detailed activity, scheduling, tasking, and                 

resources needed) prepared based on innovation(s) 
agreed during Session 5.1. 

Duration: 2 hours

Session 5.2 proceeds from Session 5.1, where the 
innovations were identified and prioritized. Participants 
will be given an exercise to organize the identified market 
opportunities. They have to discuss the key actions (refer 
to Session 5.1 outputs) needed to introduce the potential 
innovations to the market. Further, they have to enumerate 
additional learning based on the identified business ideas/ 
opportunities. 
 

Care should be taken in Session 5.1, since moving 
from the idea to the design of innovation calls for some 
specialist inputs. The selection of the specialist or resource 
person requires a fit to the identified innovation. There may 
be more than one specialist needed. Thus, the ABS facilitator 
should review the requirements of the identified innovation(s) 
and consult relevant experts. The matrix below is a sample tool 
to facilitate discussion on the results of the previous session. 

At this point, we now have the list of innovations that the 
group regards with priority for testing. Planning for the 
testing of innovation(s) should encourage the varying 
opinions and perspectives of all group members. After the 
discussion, the facilitator should allow some time to summarize 
the outputs, and for the group to reach consensual agreements. 

EXERCISE: ACTION PLANNING FOR INNOVATIONS TO ADDRESS 
MARKET  OPPORTUNITIES 

The facilitator conducts a meeting with the group to 
formulate the action plan to test the agreed innovations. This 
process is an interactive one that ensures that the ABS group will 
take ownership of the Innovation Action Plan and will be clear 
about their commitments in fulfilling the plan. This meeting is  
facilitated with a guide. 

Discussion Questions: 

1. What are the product prototypes to be developed based 
on market needs/requirements? 

2. How will these be done or produced? 

3. Is the innovation being introduced doable in the area?  
4. How will the tested innovations improve the relevant 

chain actors? 
5. What support services are needed for the development 

of the prototypes? Improvements that need to be made? 
How can these services be accessed? Is this access gender-
sensitive? Are there climate change considerations? 

Key Action Matrix

MARKET 
OPPORTU-

NITY 
INNOVATIONS 

NEEDS FOR 
FURTHER 
ACTION 

LEARNING 

HOW/WHEN/
WHERE/BY 

WHOM? 

Production and sale of raw dried seaweeds to local traders/consol-
idators

Supplying 
raw dried 
seaweeds to 
local market

Growing 
recommended 
high yield and 
good quality 
varieties 
(Kappaphycus 
alvarezii)

Adapt Good 
Aquaculture 
Practices (GAqP) 
in production 
areas

Community-
based, 
techno-demo, 
learning field,
two months
with seaweed 
producers and 
extension agents

Marketing 
agreement 
with 
supermarket

Establishing 
contact and 
negotiating 
agreements with 
supermarket 
representative

Contract buyer, 
terms, facilitator, 
seaweed 
producers 

Quality control

Learning about 
quality grades 
and improving 
production prac-
tices to meet 
market 
requirements

Seaweed 
producers 

Farm-to-
market 
transport

Explore and 
compare various 
alternative 
modes of 
transport, 
bypassing 
middlemen

Contact possible 
transport, 
terms, 
seaweed
producers
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The facilitator then proceeds to guide the group to 
undertake Innovation Action Scheduling that converts the 
preliminary ideas of innovations into an Action Plan. This is a list of 
the activities that need to be performed to be ready to present 
the innovations to stakeholders using the output in the 
Key Action Matrix.

After the Innovation Action Schedule Guide (Annex 17) 
is completed, the facilitator must emphasize that the plan                     
requires regular monitoring (if possible, conduct every week                
updates) and that there must be room for adjustments. 

There might be unanticipated circumstances during the 
testing of innovations; the Innovation Action Schedule 
should  be adjusted as needed throughout the process to                                                
continually maintain it as a relevant document. 

MARKET 
OPPORTU-

NITY 
INNOVATIONS 

NEEDS FOR 
FURTHER 
ACTION 

LEARNING 

HOW/WHEN/
WHERE/BY 

WHOM? 

Processing and supplying of seaweed-based products to middle-in-
come consumers

Supplying 
processed 
seaweeds-
based 
products for 
middle-
income 
outlets 

High quality 
seaweed 
noodles 
and other 
seaweed-based 
products

Upgrading 
the quality 
of seaweed 
noodles  and 
seaweed-based 
by-products, 
refinement from 
consumer 
feedback and 
sensory 
evaluation of 
trained panelist 

Product quality 
and testing, 
consumer 
testing, 
improved 
packaging, 
shelf-life testing

Alternative 
marketing and 
distribution 
options

Improving the 
existing 
marketing and 
distribution of 
products

Market testing 
with shelf-life 
testing, canteen, 
grocery store, 
participation in 
exhibits, 
promotional 
flyers, and 
assessing bad 
orders 

Improve 
product 
packaging and 
labeling

Test alternative 
types of 
packaging for 
transport/
distribution, 
looking at cost 
and efficiency 

Packaging 
design and 
testing under 
different 
transport 
conditions; 
estimate of 
logistical and 
cost implications
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SESSION 5.3 
CONDUCTING AND MONITORING THE TESTING OF INNOVATIONS

Objectives:
At the end of the session, participants will be able to:

• Develop prototypes or drafts of target innovations;
• Undertake testing and refinement of innovations; and
• Monitor the process and results of innovation testing.

Expected Output:
• Members implement the identified innovation(s) from               

input supply, production, processing (if applicable) to                 
utilization and marketing.

Duration: 4 hours

In this session, (1) applying and testing innovations 
among relevant chain actors, and (2) refinement of innovations 
(a) technology demonstrations; processing try-out; consumer 
and market testing; b) packaging/labelling; facilities 
improvement; nutrient analysis, shelf-life test, application 
for LTO, etc.) will be undertaken.

Note: The activities after the initial session may be carried out 
over several weeks in the field or sessions, as agreed upon by 
the participants, depending on the innovations and testing 
design. Suggested sessions under learning content and methods: 
sub-topic 1 first session; sub-topics 2 and 3, session 2 followed 
by days or weeks of implementing activities, data collection 
and giving/collection of feedback; sub-topics 4 and 5, the 
next session followed by activities to access business 
development support (BDS) required.  The whole session may
be undertaken in 4-8 weeks depending on the nature and
extent of the innovations and target markets/users. 

KEY LEARNING POINTS
  
Methodological Considerations

• Participatory – involve chain actors in surveys, market                
research, etc. (capability building and commitment to 
the process are needed for/by actors, cost and time 
considerations). The p articipatory process helps to obtain 
local ownership of process as well as the end results. 

• Data/information collection and analysis – these build up 
the outputs from Module 4. 

• Joint decision-making on priorities and plans for                            
implementation 

• Co-funding of innovations and facilitating the access to 
needed external funds and services

The chance of success of an innovation is enhanced when 
it is owned (i.e. considered as their own or they are party to the
initiative) by the parties involved in its planning and
implementation. The process of testing the innovation leads
to the identification of gaps, flaws, or fit to users/consumers
preference, process or model at the outset, leading to an early

opportunity for corrective action, arresting a possible 
spreading of harm or damage that may be associated
to gaps, flaws, or misfits of untested innovations.

Steps in Development and Testing of Product and/or Service
Prototypes
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Test marketing is a hands-on learning experience 
through actual marketing. Test marketing gives the 
group valuable lessons in business and builds the 
confidence of both the group and the buyers in order 
to sustain the enterprise. Test marketing reduces the risk of 
large-scale marketing. It is a safety net. 

4. Refine the prototype (Refinement 1) – this is an iterative 
process. In this step, the group refines the market-tested                   
product according to the feedback of the consumers 
during Test Market 1.

5. Market-test the refined product and get feedback (Test 
Market 2). 

6. Further, refine the product (Refinement 2). 
7. Review of market performance. The team must review 

the marketing performance of the new product. It must                   
answer the following questions:

• Is the new product accepted by the consumers?
• Are the demand, sales, and profits high? 

The group must continuously monitor the performance of 
the new product. They must make necessary changes in 
their marketing plans and strategies else the product will fail.

In this step, the ABS group will develop the selected
innovation(s) or options into appropriate product or services   
prototypes.

1. Prepare the design of product prototypes or service (Refer 
to Output on Key Action Matrix).

2. Develop the prototype and the related process system.  At 
this stage, the group has already decided to introduce a 
new product in the market. It will take all the necessary 
steps to produce and distribute the new product. 

• The production team will make plans to produce 
the product. 

• The marketing team will make plans to distribute 
and advertise the product. 

• The finance team will provide finance for the                           
introduction of the new product. 

However, all this is done as a small scale for Test Marketing.

3. Test the product with the intended users and/or                                  
consumers (Test Market 1). Test marketing means to 
introduce the new product on a very small scale 
in a very small market. If the new product is successful 
in this market, then it is introduced on a large scale. 
However, if the product fails in the test market, 
then the group finds out the reason/s for its failure 
(proceed to the next step – Refinement of the prototype). 
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SESSION 5.4 
SPECIAL TOPICS TO SUPPORT INNOVATIONS

Objectives:
At the end of the session, participants will be able to:

• Improve enterprise skills and capabilities; and
• Apply practical knowledge and skills (i.e. from one or a mix  

of the identified needed special topics listed in the matrix 
below) in introducing innovations to the market chain.

Expected Outputs:
• Conducted training-workshops/seminars per ABS group 

or in clusters (for the common special topic)
• Conducted cross-cutting livelihood development training-                      

workshops

Duration: Depends on the number of special topics identified 

Note: A special topic may require an activity after the session. 
The implementation of this activity should be agreed upon and 
planned by the group, with tasking and defined output of the 
activity. Feedback and reporting of outputs should be done in the 
next session. If there is more than one ABS group, and a special 
topic(s) is common, the ABS groups may be clustered to engage 
the specialist/resource person in one setting. This optimizes the
services of the specialist who may be difficult to invite at 
different times.  Each special topic must have key learning points. The 
facilitator must be able to identify these learning points, and 
synthesize simply after the specialist’s talk, or after a related 
field activity. 

Some considerations on special topics on climate change: 
• Include consideration (e.g. carbon footprints) in                                      

processing techniques to be used, packaging, production 
of raw materials, selling. 

• Criteria for climate-smart innovations (e.g.  low carbon 
footprint, eco-friendly) 

• Consider the introduction of climate-smart technologies 

Some considerations on special topics relating to gender and 
agribusiness:

• Use the concept of the “thatch ceiling” (on the analogy of 
the glass ceiling); the idea that women find it difficult to 
move beyond rustic type value-added activities to more 
commercial enterprises. This can be because of lack of                
access to land, capital, or credit, because of gender norms, 
or for other reasons 

• Include consideration on how training activities are                         
organized, their timing, and selection of participants in               
relation to women’s opportunities for agribusiness 

5.4.1 IDENTIFYING SPECIAL TOPICS TO BE COVERED

Each organization is bound to have different challenges 
– they could be financial management, business ethics, or 

recruitment of members, among other possibilities. In the ABS 
curriculum, besides exploring market opportunities, facilitators 
also focus on the evident repeated issues or chronic problems 
faced by the organization. To identify the special topics in the ABS,  
the group will be given time to discuss the issues and to finalize 
the topic to be addressed. The initial result of Exercise Capacity and 
Resources Inventory for Target Business in Module 2 can also be 
used to start.

Discussion Questions: 

1. What issues/topics could be of interest to the group? 
2. Are there any emerging issues specific to the group,                 

product, area or location? 

Note: Non-ABS enrollees may attend the discussion on Special 
Topics to support innovations especially the training on GMP,    
processing, and financial management since they are involved in 
the livelihood/production process.

POSSIBLE TOPICS CONTENT 

Business ethics Right ways in business operations and relation 

Concepts of ethics; issues related to ethics including 
gender, age, experience, cultural background; significant 
elements of business ethics including trust, equity, 
responsibility, and commitment

Business regulation Set of regulatory practices that should be known to MSMEs 

Registration, reporting requirements, Bureau of Internal 
Revenue (BIR), customs, food standards, manufacturing 
regulations, packing and selling requirements, etc. 

GMP/GAqP Compliance with manufacturing, food safety and hygiene 
practices, hazard, and critical control points

Negotiable
instruments and 
legal services 

Different business instruments and means of arranging 
negotiations that MSMEs must know and have to be able to 
negotiate properly

Product
development cycle 

Provides detailed knowledge and techniques from the
inception of a product idea, and the different stages to 
obtain the final product ready to be marketed

Marketing strategy Knowledge, skills and capabilities, practices and techniques 
in promoting and selling a product or service effectively

Supply chain 
development and 
management 

Knowledge and means to develop an appropriate and 
adequate supply of raw materials and inputs

Climate-resilient  
aquaculture 
practices   

Innovations/products resistant to diseases and are eco-
friendly, etc. 

Branding of climate-smart products

Gender 
considerations in 
agri-businesses 

Assessment of the local social and cultural contexts that 
favor or hinder men’s or women’s involvement in differ-
ent kinds of value-added activities; assessment of the 
gender dimensions of selected products (more closely 
associated with men’s or women’s activities); require 
resources that are not equitably distributed; challenge 
gender norms around “acceptable activities”; have the 
potential to narrow/widen the gender gap)

Financial 
management and 
legal services

Financial literacy, simple bookkeeping, legal services, 
business analysis, etc.
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SESSION 5.5 
ANALYZING RESULTS AND PREPARING FOR THE SHARING OF INNOVATIONS 

Objectives:
At the end of the session, participants will be able to:

• Analyze and use results in further refining innovations;
• Analyze/determine the profitability and viability of the              

innovation; and
• Prepare to share innovations with stakeholders 

Expected Outputs:
• Completed chain innovations and prepared to present 

them in a Stakeholders’ Validation Workshop (SVW)
• Sent invitations to BDS for the SVW

Duration: 4 hours

5.5.1 FINALIZING RESULTS FOR PRESENTING AND SHARING 

When the innovation introduced and tested are
ready for presentation, it is time to share them with chain
actors, stakeholders, and potential markets. 

Discussion Questions:

1. Is the innovation being introduced feasible (i.e. in social, 
technical, economic and market, environmental, and                  
political terms)? 

2. What are the key roles that men and women will have in 
the development of this innovation? 

3. Who are the experts or specialists to be tapped in relation 
to the innovation being introduced? 

Significance of sharing innovations with chain actors,                         
stakeholders, and potential markets:
 

• Confirm and validate the innovation(s) in terms of the fit to 
users and market 

• Get feedback and suggestions to further improve the 
product or related innovations 

• Increase awareness of potential markets, and supply chain 
actors, and fuel interest for possible collaboration 

 

Note: The value of innovation is most observable after it has been 
packaged and results delivered; and not while it is still a concept. 
The testing of innovations (products/services) allows for the 
comparative analysis of costs and margins, which then becomes 
the basis for initial feasibility analysis.
 

Reflection Questions:
 

1. How will innovation be made feasible and sustainable? 
Participants may present the steps or methods that they 
will use in their implementation. 

2. What are the benefits of the innovation to the market                       
or users? How would it be delivered? 
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SESSION 5.6 
PRESENTATION AND SHARING OF INNOVATIONS

Objectives:
At the end of the session, participants will be able to:

• Introduce/share field-tested innovations with existing and 
potential chain actors and stakeholders; and

• Generate feedback and suggestions to further improve the 
innovations.

Expected Output:
• Conducted SVW

Duration: 4 hours 

Preparatory Activity:

Prior to the Stakeholders’ Validation Workshop where 
the product/services improved will be presented, preparation 
must be undertaken.

Who should be convened?

The facilitator convenes an SVW with the value chain 
actors (involved during the assessment and potential actors) and 
potential BDS providers who can be of service to the existing or 
future value chains (including academe).

What is presented? 

The facilitator together with the group prepares the 
products to be presented during the SVW (Annex 18). 

5.6.1 STAKEHOLDERS’ VALIDATION WORKSHOP

Evaluation is the process of determining the usefulness 
or the value of an activity or exercise, or the product. As a 
tool, it helps in assessing whether targets are met and resources
were used as planned, and why or why not; and in providing
feedback, ideally from different sources to enhance the 
next stage of planning and to improve implementation. 

  

An evaluation of an activity immediately after its 
conduct enhances the learning process as the activities and 
results are still fresh in participants’ memories, adding to the 
richness of discussions.

Using the result of evaluation to guide the planning and 
implementation of similar activities in the future enhances
chances of success by avoiding the don’ts and replicating 
the dos. 

Note: Facilitators may consult experts/specialists in the 
preparation of the feedback form for the raw and processed 
products.

Stakeholders’ Validation 

The sharing event is called the “Stakeholders’ 
Validation Workshop” where the ABS group presents the  
results of the testing of innovations. This can be a product 
prototype, or the experience of a service/trading business 
such as a collective marketing scheme.  The purpose of the 
sharing event is to present the prototype and elicit feedback 
in order to further improve the enterprise innovations. 

Chain actors such as producers, input suppliers, 
traders, target markets/consumers, and logistics providers are 
invited.  Aside from the main chain actors, stakeholders such as 
existing and potential business support service providers; and 
agency and LGU partners will be joining this workshop. Results 
will be processed after the activity. This should enable the ABS
group to learn how to continuously improve and innovate; 
and further improve the initial prototype in preparation 
for the business launch. 

In the event of more than one ABS group, the 
stakeholders’ workshop is better organized as a common 
activity, to optimize the presence and contribution of 
stakeholders, as well ABS groups learning from each other.
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module 6
BUSINESS PLANNING AND APPRAISAL

 This module aims to develop business plans to make use of new market opportunities by building on the innovations 
identified and prioritized in previous modules. It consists of three session: (1) introduction to business planning; (2) developing and 
customizing business plans with climate change and gender dimensions; and (3) critiquing and improving business plans.

Overview of Module 6 Work Plan

Sessions Objectives Activities Methods/Excercises Duration

6. 1
Introduction to 
Business Planning  

1. To describe the 
concepts and business 
planning process

2. To appreciate the 
importance of a business 
plan

3. To identify the 
components in enterprise 
planning

Presentation and 
discussion on business 
planning

Group discussion 4 hours

6.2
Developing and 
Customizing Business 
Plans with Climate 
Change and Gender 
Dimensions

1. To undertake the 
different steps in 
preparing the business 
plan, with appropriate 
considerations of 
potential climate change 
and gender impacts 

Actual writing of 
business plans

Review of value chain map and 
diagram, updating buyer and 
BDS information, writeshop

4 hours

Business plan practice 
presentation

6.3
Critiquing and 
Improving Business 
Plans  

1. To present the draft 
business plans and 
generate suggestions for 
improvement from chain 
actors, stakeholders, and 
TWG

2. To revise business plans 
based on suggestions 
received 

1. Presentation and 
critiquing of business 
plans 

Business plan appraisal with 
evaluation team/implementing 
organization, along with relevant 
agencies, selected chain actors, 
and stakeholders

4 hours
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SESSION 6.1 
INTRODUCTION TO BUSINESS PLANNING  

Objectives:
At the end of the session, participants will be able to:

• Describe the concepts and business planning process;
• Appreciate the importance of a business plan; and
• Identify the components in enterprise planning.

Expected Output:
• Enrollees capacitated on the concepts and process of busi-

ness planning

6.1.1 PRESENTATION AND DISCUSSION ON BUSINESS                     
PLANNING

Duration: 4 hours

It is expected that by the time they reach Module 5, the 
participants have already determined the  business they want to 
venture into. By the end of Module 6, a business plan should 
have been reasonably drafted, and business development 
needs and possible providers determined. 
 
Business planning combines the group’s decisions on:

• What product they will sell?
• How the product will be marketed?
• Where the supply will come from?
• How the management will be set up?
• What the financial requirements will be?
• What the expected income performance will be?
• How the income will be allocated?

Planning is a process which requires considering 
all the factors or elements that can affect targets or objectives. 
A business starts with the recognition of the needs of the 
markets and users. These can then be translated into business 
opportunities. The facilitator will describe and give examples 
of a business plan. 

Discussion Questions: 

1. What is a business plan? 
2. How useful is a business plan for small enterprises? 
3. How can a business plan be made flexible to changes in 

the market situation? 

KEY LEARNING POINTS
  
Planning, in simple language, is thinking ahead. In business, 
it is thinking ahead of objectives, strategies, financing, 
marketing, profit prospects, and growth possibilities. It 
should be realistic based on available resources and market 
needs. Otherwise, planning is no different from dreaming.

Why write a Business Plan?

Business without planning is risky, if not downright 
wasteful. Business planning involves defining goals and 
objectives and the ways to accomplish such goals within a time 
frame.  A Business Plan is important because it serves as  a “road 
map” that guides the group through their marketing experience. 

The Business Plan plays the following roles:

1. Clarifies a collective marketing goal. This prevents 
misunderstanding in a business owned, operated, and                  
marketed by various members of the group. 

2. Specifies the financial targets of the business. This                   
ensures that the business is financially feasible and 
profitable before the group takes that “leap” into
their first product supply to the market.

3. Provides the basis to measure business performance. 
The plan enables the group to monitor and assess the
results of their business decisions, and to take corrective
measures or improvements, as deemed necessary.

4. Acts as a tool to engage with financiers and buyers. 
A business plan enables the group to communicate its
plans and needs to business partners. In particular, it
is a basis for group members to negotiate for loans from
financial institutions. It attracts and assures the 
institutional market that the fisherfolk groups have
studied, analyzed, and planned their investment.

Business planning is a continuous process until consumer 
satisfaction is maximized and sustained.  Achieving consumer 
satisfaction should be properly planned because consumers’ 
satisfaction leads to business stability and growth and 
eventually translates to profit. 

Benefits from Writing a Business Plan
 

1. Reduces business risk as it carefully studies the 
competence, interest, and resources of the entrepreneur 
against consumer needs, while considering market 
competition. 

1. Minimizes costs of production. Resources are properly 
spent based on planned allocation, which in turn reduces 
the risk of losing money on a poor business idea. 

2. Detects the weaknesses of the business operations. 
3. Schedules activities in advance and determines financial 

requirements.  
4. Evaluates actual performance; sets targets, especially in 

terms of sales, cost and profits; and when approaching a 
financial institution for loans, a business plan is a common 
requisite. 
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SESSION 6.2
DEVELOPING AND CUSTOMIZING BUSINESS PLANS WITH CLIMATE CHANGE 

AND GENDER DIMENSIONS  

Objectives:
At the end of the session, participants will be able to:

• Identify the components of a business plan; and  
• Undertake the different steps in preparing the business 

plan, with appropriate considerations of potential climate 
change and gender impacts. 

Expected Output:
• Drafted business plans

Duration: 4 hours

Note: The writing of the business plan may be commissioned 
or done by the facilitator with local partners. The writer should              
refer to the outputs of Modules 1-5 together with other relevant 
information. Once the business plan has been approved, the 
data/information, commodity enterprise/product refinements 
with the associated costs during the ABS process (esp. Modules 
4-5) will be used to validate and/or update the original business 
plan, resulting in a more implementable version. The facilitator 
should emphasize that all data/information/outputs of Modules 
4 and 5 should be completely and properly filed.

Two Stages of Developing the Business Plan 

• Business Plan Stage I – Preliminary activities
• Business Plan Stage II – Formulating the plan guided by 

the business plan format

BUSINESS PLAN STAGE I - PRELIMINARY ACTIVITIES

There are two important preliminary activities 
conducted by the facilitator and ABS group leader before 
embarking on the business plan formulation. These activities 
help lock in the specific information needed for the plan 
development. The two preliminary activities are as follows:

• Preliminary Activity 1: Reviewing the Value Chain Map 
and Diagram

The facilitator together with the group shall review the 
value chain map and diagram of potential BDS partners. These 
two tools illustrate the details on which actors the group will  
engage to move their products through the specified value chain.

In Business Planning, the facilitator and the group leader 
will  review the buyers and BDS providers that they previously 
identified in the value chain map and diagram. They can also 
identify new buyers and BDS providers if new opportunities have 
arisen. 

• Preliminary Activity 2: Updating buyer and BDS provider 
information

EXERCISE 1:  

Steps:
1. The participants are divided into three groups, at most. 

Each group will discuss ways, measures, and activities to:  
a. improve group skills and strengths; and  
b. select partners who can help or provide appropriate 

services.  
2. For (a) and (b), they should also plan on how they will                 

organize the activities and tasking. 
3. Based on the outputs of the Preliminary Activity 1, 

the  facilitator and ABS group leader shall revisit the                                     
buyers and BDS providers identified in the first preliminary                               
activity. Buyers’ prices, BDS costs, and terms of agreement 
shall be confirmed. 

Note: BDS providers to be included in the plan could be input 
suppliers, financing institutions, transportation operators, and 
warehouses. Working with BDS providers with reasonable costs 
and terms of agreement is crucial in helping fisherfolk engage 
new market opportunities, reduce risk, increase competitiveness, 
and sustain their enterprise.

Key topics to consider in discussions and negotiations 
with buyers and BDS providers are:

• defining the product and/or service
• quality and packaging
• quantity
• frequency and schedule of supply
• place of purchase and transport
• pricing
• payment arrangements
• case of non-compliance to agreement on either side                 

(supplier, buyer, or BDS provider)
• persons in charge of communication on either side                   

(supplier, buyer or BDS provider)

Note: These preliminary activities may be followed by field                       
activities and/or writeshop as necessary.
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6.2.1 ACTUAL WRITING OF BUSINESS PLAN (BUSINESS PLAN 
STAGE II)

Information that Goes into the Business Plan

Product Selection and Supply Assessment and Market 
Chain Study are the foundations of making a business plan. 
If these steps are done well and inclusively, developing the 
business plan will be fairly simple. These steps provide the 
group with an understanding of how markets work, which 
markets offer farmers the best opportunities for profitable
market interactions, and how the group can meet the market 
demand. 
 

Two Structure Parts of Business Plan:

1. the Executive Summary which include identifying                                 
information, rationale, and a brief description; and

2. the main components which include the marketing plan, 
production plan, organizational and management plan, 
financial plan, risk management plan, and sustainability 
plan. 

 

Discussion Questions:
1. What are the parts of the business plan? Kindly present 

examples. 
2. Where does one get the information/data needed for each 

part? 
3. How is business planning done? Who participates in its 

preparation? 
4. How does it relate to previous modules in the ABS? 
5. How can business planning be facilitated among small              

entrepreneurs? 

Note: The facilitator shows how it is prepared – how the data 
are extracted from previous outputs and deployed in each                               
component in the plan.

The facilitator conducts a meeting with the ABS group to 
fill in the important information in each plan component. 
This should be an interactive process to ensure that the 
group will take ownership of the business plan and will 
be clear about their commitments in fulfilling the plan. 
This meeting is facilitated with a guide containing basic 
information for each component of the plan (Annex 20: 
Compiling the Business Plan Meeting Guide).

Using a sample business plan and the Key Learning 
Points, the facilitator facilitates the meeting to fill in the needed
information in the components of the plan. 

Note: Revision of simplified business plan template. Facilitators 
may insert plan for Business Plan Evaluation Form (Annex 21A 
and 21B), schedule, resources needed, tasking.

KEY LEARNING POINTS

Steps in Business Planning 

Business planning derives data and results from the chain                        
assessment process in Module 4 as substantiated in Module 5. 

1. Idea generation and opportunity identification. It is 
important to point out that the facilitator should be 
open-minded to all the opportunities around her/him, 
to be able to explore all possibilities.  The brainstorming                
process is used for this. 

2. Informal screening. From the list of ideas and possible             
opportunities to be pursued, select about 10 project ideas 
and continue the screening process until it is down to the 
best three. 

3. Analysis of the situation. In analyzing the situation, there 
are three major considerations: the resource analysis 
(which may include resource access influenced by gender 
aspects), environmental analysis, and value chain. 

a. Resource analysis. These resources are known as 
the 7 “Ms”: money, materials, manpower, machines, 
methods, management, and moment (time).  Point out 
strengths and weaknesses of the business/
organization—the internal factors that either positively 
or negatively affect the enterprise. 

b. Environmental analysis. There are many factors/
conditions in the environment which can affect the 
enterprise or business that one wishes to set up. 
Opportunities are factors that have a positive 
effect on your business, while threats are those that 
have negative impact. These environmental factors 
include: 

• economic situation 
• sociocultural environment 
• technological environment 
• political environment; peace and order                        

situation 
• physical climate 
• availability of infrastructure facilities 
• population trends 

Recognizing the opportunities and threats will                    
facilitate in preparing action plans to take 
advantage of the opportunities and minimize 
the threats. 

c. Value analysis. Doing this requires the would-be 
entrepreneur to examine the goals and objectives of
her/his business/enterprise.  It also represents the kind 
of satisfaction the group wishes to provide for its
customers.  While resource analysis tells us what
the business/enterprise can do at the start of 
the business/enterprise. and environmental analysis 
tells us what the group may do, value analysis 
will tell us what the group wants to do.
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Parts of the Business Plan

1. Introduction
• Name of business entity
• Name of PO or group
• Contact person
• Address
• Phone number

2. Executive Summary
Summary:
• Capital requirement/total project cost
• Business objective
• Expected output
• Profit and loss
• Sustainability measures

3. Market Plan

In preparing a market plan, the person should first study 
the existing market situation. Is there a good demand for your 
product or service?  How many competitors are there in the 
market?  What are the competitors doing in terms of product 
or service lines, their promotional activities, and the middlemen 
who are handling their products and pricing? Who are your 
customers? Are they interested in the existing product or service?

After knowing what the competitors are doing, the next 
step is to estimate supply and demand, literally counting the 
volume produced by the different suppliers against the volume 
needed by the buyers.  If the volume produced by all known 
suppliers is more than the volume required by buyers, then 
do not enter this type of business.  On the other hand, if the 
volume supplied is less than what is needed by the buyers, 
then the business offers good market opportunity.  
 

If the prospective entrepreneur sees good 
opportunities to go into the business she/he has in mind, then 
she/he should now prepare a detailed marketing plan. This 
marketing plan will show the target market or the specific 
group of customers the business wishes to serve.   

Components of Market Plan 

To create the right marketing mix, businesses should sell 
the right product, at the right price, in the right place, using the 
most suitable promotion. 

Product. This table contains product description and the 
packaging that will be used. 

Promotional Activities. Identify the means of advertisement 
to be employed such as advertising, public relations, sales               
organization, and sales promotion.

Place/Channel of Distribution. This is where the product 
will be distributed or where it will be displayed (e.g. market).              
Basically, the product should be provided at a place which is 
convenient for consumers to access (i.e., the goods must be in 
the right place at the right time). 
 
Price.  The amount a customer pays for the product (from farm 
gate or factory price). When pricing the product, one must 
know: the cost, what the competition is charging, what the 
profit margin is in ther industry/sector, and the value to the 
customer. 

Steps in Business Planning

PRODUCT DESCRIPTION
PACKAGING

MATERIAL SIZE

ACTIVITY COST/UNIT TOTAL COST
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Projection (Sales). Given the price and marketing strategy, 
sales projection can now be made. 

After the marketing plan has been prepared, the 
production plan comes next. 

4. Production Plan 

The production plan is derived from the marketing 
plan. The projection on the volume to be sold is the basis for 
estimating requirements on raw materials, equipment needed, 
labor requirement, and utilities.

Components of Production Plan

Production Specification. Identify the ingredients that are               
required to make the product, the quantity and the way               
product is packed, as well as sizes per pack. 
 
Production Process. Describe the different steps to make 
the product.  The description of the production process is                    
presented with the use of a process flow chart. 

Product Machinery and Equipment.  The equipment needed 
to produce the estimated volume will be presented in this 
section. It is suggested that this will be presented in a table.

The total cost of equipment will be needed in estimating total 
project cost and depreciation in financial analysis. 

Depreciation represents the decrease in the value of assets/
durable properties as a result of normal wear and tear,
obsolescence, etc. 

To compute for the depreciation cost you can use the straight-
line method which is the simplest method and is applicable to 
assets that are constantly used. 

Supplies and Materials.  Discuss the supply situation of these 
materials, e.g., where and when are they available. Some              
materials are seasonal and some are not; thus, the production 
schedule should coincide with the seasonality of supply.

Production Schedule. The production schedule is based on 
the production process flow chart.  The production schedule 
could be prepared for a day, a week or a month depending on 
the kind of enterprise. 

Manpower Requirements. Determine your manpower                             
requirements, including the skills required.

Example of Process Chart in the Preparation of Sweet Potato Pan de Sal 

PRODUCT/S
MONTHS

J F M A M J J A S O N D

ACTIVITY J F M A M J J A S O N D

ITEMS QUANTITY COST/
UNIT

TOTAL 
COST BALANCE

POSITION NUMBER DUTIES BASIC 
SALARY

ANNUAL 
SALARY

Worker 1

Worker 2

EQUIP-
MENT

DESCRIP-
TION

QUAN-
TITY

UNIT 
PRICE

TOTAL 
COST

DEPRECI-
ATION
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Production Utilities. Describe the utilities such as water and 
light with corresponding cost.  

Location and Production Layout. The location and layout of 
business area are presented in drawings. 

Waste Disposal Method. Describe how the waste 
will be disposed. Where will the biodegradable and 
nonbiodegradable waste be disposed? 

5. Organization Plan 

The organization plan follows the marketing plan and the 
production plan.  When writing the organization plan, the first 
thing to do is describe the form of ownership of the business 
(sole proprietor, partnership, cooperative, and corporation). 
Next is preparing the organizational structure, usually done with 
an organizational chart, and organized according to the four 
functional areas: marketing, production, finance, and 
administration.  The organizational chart is a useful tool to indicate 
the hierarchy or the level of authority, that is, who is responsible 
for whom and who reports to whom.  At the same time, the 
chart visually presents the different tasks that are grouped or 
divided among the various personnel (UP ISSI and SERDEF, 1997). 

Describe the duties and responsibilities of all those 
involved in the business, including qualifications, task, 
corresponding salaries and benefits, and the number of 
personnel required. Present the pre-operating activities through 
a Gantt Chart, a listing of preoperating activities with the 
corresponding timetable of accomplishment and cost. 

6. Financial Plan 

The financial plan translates the previous plans into 
monetary terms.  From the market plan, for instance,  assign 
monetary value on sales and marketing expenses. The same goes 
with the production and organizational plans where information 

like the expenses are derived from. From these varied data, 
compute whether the business can profit or not. 

Total Project Cost. Made up of the following items: total fixed 
assets which include building, land and equipment used in 
the business; working capital, which refers to the total amount 
of funds necessary to pay for expenses such as materials 
and supplies, labor and utilities needed in production; 
and preoperating expenses, such as registration fees 
and other expenses incurred before business operation. 

Sources of Financing. This section of the financial plan will 
simply indicate where the funds for the business will come 
from.  This presupposes that the proponent has determined 
the total project cost. Sources may come from equity (from 
the proponent or partners), or borrowed from friends, 
relatives, or friends; or from formal sources such as banks, 
which we refer to as creditors. 
 
Financial statements such as the Income Statement (IS) or 
also referred to as Profit and Loss Statement (P&L), Balance 
Sheet, and Cash Flow Statement.  Income Statement pres-
ents details on sales and expenses incurred or will be incurred 
by the business as of a given date.  Balance Sheet maps out 
business assets and their corresponding value, as well as the 
equity contributions of owners and liabilities to creditors.  
Meanwhile, Cash Flow Statement details the projected cash 
expenses and disbursements for a given period. 

 
In a financial plan, all the statements prepared are 

projections or expectations of what the enterprise intends 
to sell or spend, how much the asset will be worth, and how 
much will be put into the business in terms of owners’ equity 
and amount borrowed from creditors. 

Components of Financial Plan

Financial Analysis. Consists of computations of profitability, 
liquidity, and marketability of the enterprise based on the                   
information from the income statement and balance sheet. In 
business planning, the financial analysis will determine if the 
project/business will be implemented or not. 

Break-even Analysis. This is critical in determining the output 
or yield that should be obtained in order to recover the 
variable cost incurred. Output and output price vary across 
time and location. Results from actual operation conditions 
may not always be similar to those obtained from secondary 
data or experiments. Hence, there is a need to calculate 
the minimum output and output price that would enable 
the producer to recover at least the variable costs incurred.  

Break-even yield or output refers to the yield/output required 
to recover the variables costs incurred in production at given 
input and output prices.  

Example of Gantt Chart

PARTICULARS COST/UNIT/MONTH COST/YEAR

WATER

ELECTRIC

ACTIVITY
TIME FRAME (IN MONTHS)

J F M A M J J A S O N D

PREPARATION OF 
BUSINESS PLAN

NEGOTIATION FOR 
FINANCING

REGISTRATION OF 
BUSINESS

SETTING UP OF 
PRODUCTION 
ACTIVITIES

OTHER ACTIVITIES

START OF BUSINESS 
OPERATIONS
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How to compute break-even output or yield? 

7. Risk Management Plan 

The participants will identify possible risks that 
may damage their enterprise and design preemptive 
plans or mitigating measuresto address such risks  as occurrence 
of natural calamities, depletion of natural resource, among
others.

8. Sustainability Plan 

Some organizations require the inclusion of a 
sustainability plan. This section provides for the activities or 
strategies that will ensure the continuity and greater likelihood 
of growth of a business, enterprise, or value chain beyond the 
life of the project. This usually includes a) phase-out plan and 
b) strategies that are included in the action plan design in 
Module 5. The latter can include: appropriate and adequate 
partnerships like LGU, NGO, etc.; relevant/adequate provision of 
business support services; facilitation for access to BDS; capacity 
development of partners and enterprise group strengthening. 

Preparatory Activity

After the business plan has been drafted, the facilitator 
now convenes the ABS group to discuss the details of the 
business plan to finalize and to plan for the Critiquing or 
presentation of business plan.

The following shall be discussed: 

EXERCISE: BUSINESS PLAN PRACTICE PRESENTATION

Desk Review: Submit business plans to experts for technical                
inputs, then validate with the group prior to finalization. 

Materials: Big sheets of paper (manila paper), colored marker 
pens, adhesive tape 

Duration:  3-4 hours

Steps:
1. Divide the group into five sub-groups and assign to them 

the different components of the business plan: 
• introduction: business name, location, slogan, goals 

and objectives
• marketing plan 
• production plan 
• operation and organizational plan
• financial plan
• sustainability and risk management plan

2. Ask each group to write a summary of their assigned                
business plan component on large sheets of paper.

3. Let them rehearse their presentation. The facilitator should 
scrutinize and assist in revising the presentations before 
the actual critiquing activity.

THINGS TO DISCUSS PERSON/S-
IN-CHARGE TIMEFRAME

Who to invite?
• Stakeholders (for 
     participatory evaluation)
• Identified partners
• Members of TWG

Resources needed:
• Food and venue

Presentation and who will 
present

Printing of copies of 
business plan
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SESSION 6.3
CRITIQUING AND IMPROVING BUSINESS PLANS 

Objectives:
At the end of the session, participants will be able to:

• Present the draft business plans and generate suggestions 
for improvement from chain actors stakeholders; and

• Revise business plans based on suggestions received.

Expected Output:
• Evaluated business plans

Duration: 4 hours

Discussion Question:
1. Is the business plan open to potential changes? 

The draft business plan will be presented and discussed 
with the identified members of the panel. Participants should 
be ready to defend before the panel what has been written 
in the business plan. They must be familiar with the 
details of the business plan in case the panel asks for 
some explanations.

Note: The facilitator should explain that a business plan can 
go through a process of refinement or modification based on a 
review of changes in market situation (e.g., more health-
consciousness, results of promotions, economic crisis, growth); 
changes in supply and relative prices (e.g., individual cost of inputs, 
new services); competition; and improved financial condition. 
 
The facilitator enables the participants to be conscious of 
the processes and skills learned in Module 4 and Module 5 as 
important in the review and re-assessment related to 
the different components of the Business Plan. 

 

Post the worksheets on the walls or use 
PowerPoint presentation and assign the members to stand 
by their worksheets and present them to invited stakeholders/
technical/busines people for comments and improvements. 

The invited evaluators will make their rounds of the 
group worksheets, interact with the members of the group 
and provide feedback, as to: 

1. Goals and Objectives – should be well communicated, 
clear and concise. 

2. Marketing Plan – must have clearly defined market, clear 
market demand, defined product positioning in terms of 
its advantage over existing products as to price, quality, 
appearance, benefits, ease of purchase, etc. 

3. Operations – workable operations and strategy, with 
well-defined personnel capability/requirement.

4. Financial Viability – realistic financial projections,                                  
reasonable assumptions. 

5. Sustainability of the Business – strategies to further im-
prove capacity and the business, partnerships to agencies 
that will support the needs of the business

Gather feedback and synthesize suggestions, and 
present in a plenary session for validation and integration 
into the final business plan. 

Revised and finalized business plans shall be submitted 
two weeks after the critiquing or depending on the agreements 
during the presentation.
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module 7
ACCESSING BUSINESS SUPPORT SERVICES 

 This module aims to help groups in accessing financial and credit institutions, markets, sources of technologies and 
innovations, and other forms of support services. It consists of four sessions: (1) enterprise development; (2) financial resources and 
management services; (3) research and extension support including climate change mitigation and adaptation; 
and (4) legal and regulatory services.

Overview of Module 7 Work Plan

Sessions Objectives Activities Methods/Excercises Duration

7. 1
Enterprise 
Development 
Services  

1. To identify sources 
of support services for 
the  improvement of the 
business/enterprise and 
ensure the commitment 
of BDS providers

Panel discussion with 
BDS providers

Meeting with different support 
services providers 

(BDS providers may be accessed 
during Modules 4, 5 and 6 
processes, as necessary)

2 hours

7.2
Financial Resources 
and Management 
Services

1. To apply practical 
knowledge and skills in 
financial management

2. To identify and access 
services for financial 
management support

3. To know the 
requirements and 
processes in availing 
financial services and 
management support

Panel discussion As required

7.3
Research and 
Extension Support 
including Climate 
Change Mitigation 
and Adaptation

1.To determine the needs 
for practical applications 
on research and extension 
support in implementing 
the business plans

2. To identify and reach 
service providers of 
relevant research and 
extension support

Presentation, panel/
group discussion As required

7.4 
Legal and Regulatory 
Services

1. To identify legal and 
regulatory provisions 
governing enterprises

2. To ensure compliance 
to government business 
regulations

Meeting with 
different support 
service providers

As required
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SESSION 7.1 
ENTERPRISE DEVELOPMENT SERVICES 

Objectives:
At the end of the session, participants will be able to:

• Identify and access sources of business development              
support services to help improve the enterprise.

Expected Output:
• Enterprise groups introduced to different BDS

Activity:
1. The facilitators will identify and invite relevant BDS                

providers to participate in a panel discussion. 

• For efficiency, ABS groups can be clustered for this 
panel discussion since it is usually difficult to invite a 
panel many times in a cycle for each ABS enterprise.

• The venue may be selected based on                                                   
accessibility of both participants and panelists.                
Logistics is an important consideration.

2. During the Panel Discussion, each BDS provider present 
(i.e., 15 minutes) will discuss the nature or type of 
service it offers to help the enterprise/business, how to
access the services, who are the contact and focal 
persons, and what are the requirements of access. Also,
the means of improving access should be discussed.

Note: During this session, provide a matrix of the services 
providers, contact numbers, relevant BDS (agencies and 
offices). The facilitator should enjoin all groups to participate in 
this  session and ensure that every group has equal access 
to business development services (BDS). Succeeding  sessions
in this module may be undertaken as needed or required 
by each ABS enterprise. 

KEY CONCEPTS AND DEFINITION
  
Business Development Service (BDS) – the required 
service or product to support the development, improvement or 
refinement of an innovation. This includes relevant research 
outputs, financial capital, facilitation for resource/service 
access, market linkage, product promotions, packaging, 
inputs sourcing, product distribution, and consumer research. 
 
Business Support Service Provider – an agency or enterprise that 
provides the activity or function to complete a certain project or 
venture in exchange for a payment or fee. A government agency 
(e.g. DTI, research institute, DA-BFAR), though, can provide the 
support service for free as part of their public function or 
extension service. 
 
Relying on business service providers affords an innovator to 
avail of a service or function from a third party, which when 
otherwise done by him/herself will entail a higher cost due to 
lack of familiarity or skill to provide the service on her/his part. 

Financial Resources – the money available to a business for 
spending in the form of cash, liquid securities, and credit lines. 
Before going into business, an entrepreneur needs to secure 
sufficient financial resources in order to be able to operate 
efficiently and sufficiently well to promote success. 
 
Financial and Non-financial Support Service – the current trend 
of decoupling non-financial support commonly referred to as 
BDS and financial services such as micro-finance. In order for a 
business to be sustainable, financial, and non-financial support 
needed has to be recognized and addressed. Financial support 
can be from a bank or microfinance institutions where such 
support can be availed through loans with corresponding 
agreement to pay for a certain period of time. While non-financial 
support services are offered by some government agencies such 
as DTI for product packaging and labelling and entrepreneurial 
capacity building, and DOST for product development.

EXERCISE: PANEL DISCUSSION

Duration: 2 hours

Steps:
1. Identify BDS providers relevant to the ABS group.
2. Cluster the ABS group depending on logistical and                    

geographic considerations. Each ABS cluster will be                  
represented by the facilitators and selected members of 
the group.

3. Organize the BDS panel discussions according to the ABS 
clusters at a scheduled date and venue.

4. Invite identified BDS providers.
5. Conduct panel discussions.
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SESSION 7.2 
FINANCIAL RESOURCES AND MANAGEMENT SERVICES 

Objectives:
At the end of the session, participants will be able to:

• Apply practical knowledge; and
• Identify and access services for financial management  

support.

Duration: As required

KEY CONCEPTS AND DEFINITION
  
Microfinance Institution: An organization that provides financial 
services to clients who are living in poverty and more vulnerable 
than traditional bank clients. It ranges from small nonprofit 
organizations to commercial banks and its clientele includes 
individuals, households or groups 
 

Types of Microfinance Services:

• Formal institutions/providers: subject not only to general 
laws but also to specific banking regulation and 
specification (i.e., development banks, savings and postal 
banks, commercial banks, and non-bank financial 
intermediaries) 

• Semi-formal institutions/providers: registered entities 
subject to general and commercial laws but which are not 
usually under bank regulation and supervision (financial 
NGOs, credit unions, cooperatives) 

• Informal sources/providers: nonregistered groups such 
as rotating savings and credit associations and self-help 
groups (money lenders, shopkeepers) 
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Objectives:
At the end of the session, participants will be able to:

• Determine the needs for research and extension support 
in implementing the business plans; and

• Identify and contact service providers of relevant research 
and extension support.

Duration: As required

Discussion Questions:

1. What specific support service/s does the group need? 
2. What organizations/agencies can be tapped by the groups 

to deliver the identified support services? 

SESSION 7.3 
RESEARCH AND EXTENSION SUPPORT 

INCLUDING CLIMATE CHANGE MITIGATION AND ADAPTATION

KEY CONCEPTS AND DEFINITION
  
Research Organizations – the objectives of research institutions
are: 

• to contribute to the development of new methodologies, 
technologies, etc.; 

• assess the impact (positive outcomes); and 
• publish and disseminate results, assist the uptake of                          

methods, technologies for wider application (scientific              
rigor of process, assessments, etc.) 

Fisheries Extension – in general terms, the application of 
scientific research and new knowledge to aquaculture practices 
through fisherfolk education. The field of extension now 
encompasses a wider range of communication and learning 
activities organized for rural people by professionals from 
different disciplines, including marketing, health, and 
business studies. 
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SESSION 7.4 
LEGAL AND REGULATORY SERVICES 

Objectives:
At the end of the session, participants will be able to:

• Identify legal service options in relation to establishing 
and running an agri/aqua-enterprise; and

• Determine necessary procedures to access the available 
legal services  

Duration: As required

Note: It may be assessed that the participants need further 
input on the above-mentioned topics. The facilitator 
can invite a resource person who can ably enhance 
the skills and capabilities of the participants.

KEY CONCEPTS AND DEFINITION

Legal Services – services involving legal or law-related 
matters, such as the issue of legal opinion, filing, pleading and 
defending of lawsuits, among others, by a lawyer or attorney 
practicing law-related services. Legal services are particularly 
important to entrepreneurs to start or grow the business, 
especially on contracts and negotiation matters. 
 
Relevant Business Laws: 

• The Revised Philippine Fisheries Code (R.A. 10654) 
• Magna Carta of Micro, Small and Medium Enterprises (R.A. 

9501) 
• Philippine Cooperative Code of 2008 (R.A. 9520) 
• Philippine Food Safety Standards

EXERCISE: MEETING WITH DIFFERENT SUPPORT SERVICE                           
PROVIDERS 

During this session, representatives from different 
agencies or offices that provide support services can be invited 
to discuss their mandates and functions and the area 
of cooperation between them and the participants.   
 

These agencies are requested to explain and clarify the 
requirements to access their services. The documents and 
recommended formats should be shown, including the time frame, 
or gestation period from request application to actual service.

The following are examples of key learning points for
interaction with Philippine organizations offering support
services. This needs to be adapted to the local context. 

KEY LEARNING POINTS 
FOR MEETING WITH SUPPORT SERVICE PROVIDERS 

IN PHILIPPINES 

Department of Trade and Industry (DTI) – responsible for 
meeting the country’s goal of globally competitive and innovative 
industry and services sectors that contribute to inclusive growth 
and employment generation. Single or sole proprietorship 
businesses should be registered with the DTI Business Name 
(BN) Registration. The sole proprietor gains the exclusive 
right to establish and use the business name, and this 
registration also offers protection from those who could 
take advantage of the name. (dti.gov.ph) 
 
Securities and Exchange Commission (SEC) – the mission is to 
strengthen the corporate and capital market infrastructure of 
the Philippines, and to maintain a regulatory system based on 
international best standards and practices that promote 
the interests of investors in a free, fair, and competitive 
business environment. SEC has jurisdiction and supervision 
over all corporations, partnerships or associations who 
are the grantees of primary franchises and/or licenses 
and permits issued by the Government. (sec.gov.ph) 
 
Cooperative Development Authority (CDA) – mandated to 
promote the viability and growth of cooperatives as instruments 
of equity, social justice, and economic development. (cda.gov.ph) 
 
Department of Labor and Employment (DOLE) – the national 
government agency mandated to formulate and implement 
policies and programs, and serve as the policy-advisory arm 
of the Executive Branch in the field of labor and employment. 
Its thrusts and strategies evolved to respond to emerging 
socio-political and economic challenges while keeping as 
a primary concern the protection and promotion of the welfare 
of local and Overseas Filipino Workers (OFWs). DOLE’s mission 
is to promote gainful employment opportunities, develop 
human resources, protect workers and promote their welfare, 
and maintain industrial peace. (dole.gov.ph) 
 
Department of Social Welfare and Development (DSWD) – the 
agency’s mission is to develop, implement, and coordinate 
social protection and poverty reduction solutions for and with 
the poor, vulnerable, and disadvantaged. (dswd.gov.ph)
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ABS
BUSINESS LAUNCHING

 The business launching event offers a platform for enterprise groups to showcase and link their new and improved products 
to  potential markets. Prior to the event proper, a workshop is conducted for ABS participants to prepare the overall flow of activities 
during the business launch. A post-event meeting is also held to assess and evaluate the business launching activity. 

Overview of Business Launching Work Plan

Note: Facilitators and participants should plan the activity two months prior to the event.

Sessions Objectives Activities Methods/Excercises Duration

ABS Business
Launching

1.To showcase their 
businesses and 
innovations resulting 
from the ABS

2. To share experiences,  
strengthen ties with 
existing contacts, and 
build linkages  with other 
value chain actors, 
including potential buyers 
and stakeholders

3. To gather feedback 
from the target market or 
consumers which would 
be helpful to product 
refinement

Pre-business Launching Products display preparation 
and rehearsals

3 days 
including 
preparation 
before and 
evalauation 
after

8 hours / 
actual 
activity

Business Launching

1. Business pitch 

2. Product display and market 
encounter

3. Dream up

Post-business 
Launching

Post-assessment and evaluation, 
ABS action planning
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Objectives:
At the end of the session, participants will be able to:

• Showcase their businesses and innovations resulting from 
the ABS; and

• Share experiences, strengthen ties with existing                          
contacts, and build linkages with other value chain actors.

Duration: 3 days including preparation before and evaluation              
after 8 hours for the  actual activity

KEY LEARNING POINTS

What is Business Launching?  

The business launching is a one-day or 
half-day event intended for the ABS participants to 
showcase their products through different promotional 
activities. The event is an opportunity for market 
promotion because other market chain actors 
and investors are present. 
 

The ABS launching is a platform for product launching. 
A successful product results in an immediate route from 
innovation to market and market to recouping investment 
(cost of innovation). A product launch may also provide 
an early indication of the product’s marketability.   
 

The objectives of the launching are as follows:  
1. To present ABS outputs and share with value chain actors 

and stakeholders.
2. To launch and promote new business/es and product/s 

from the ABS.
3. To develop and agree on an action plan for further                      

business development.

The outputs of the launching are:  
• business launching event conducted;
• business enterprises introduced;
• products/innovations promoted; and
• action plans (next steps) for business development                         

formulated.

The ABS launching will conduct the following activities: 
• presentation of the business pitch, exhibits of posters and 

sample products, product testing/demonstration;
• product selling, filling in of feedback forms, and                                    

promotional gimmicks;
• distribution of goodie bags (take-home products) and 

business cards, and creation of business directory; and
• side-meetings (discussions/negotiations) and media                   

interviews.

The target participants of the business launch are: 
• representatives of business/ABS groups 
• value chain actors and stakeholders
• target customers and consumers 
• BDS providers 
• general public 

Some considerations in planning an ABS business launch                   
include: 

• timing; 
• venue; 
• participants/audience; 
• event materials;
•  event promotion; 
• roles/task assignments; and
• budgets/resources. 

Note: The business launch needs time for preparations.

Suggested Work Plan for Business Launching

The Business Launching Program (Annex 22) includes:  
 
Day 1: Pre-business Launching 

• AM: A preview of the business launch, update of                           
business plan workplan, introduction on the business 
pitch and post-launch activity 

• PM: Business pitch organizing and practice, site                  
preparation 

 
Day 2: Actual Business Launch 
 
Day 3: Post-business Launching 

• Reflection and sharing 
• Sales report and feedback 
• Plan for next steps

TWO MONTHS 
BEFORE

ONE DAY 
BEFORE
(DAY 1)

ACTUAL EVENT 
(DAY 2)

ONE DAY 
AFTER 
(DAY 3)

Planning for busi-
ness launch-ing

Pre-business 
launching

Business Launching Post-business 
launching

Meeting to make 
a Work Plan which 
includes:  

1. timing;  

2. venue;  

3. participants/
audience;  

4. event 
materials;  

5. event 
promotion;  

6. roles/task as-
signments; and  

7. budgets/re-
sources 

Rehearsals 
and 
critiquing 

On-site prepa-
rations 

Business pitch 

Exhibits of 
posters and 
sample products 

Product testing/demo 

Utensils for product 
testing

Product selling 

Feedback forms 

Promotional gimmicks 

Goody bags (take-
home) 

Business 
directories and cards 

Side-meetings 
(discussions/negotia-
tions) 

Media (i.e. press con; 
press release, etc.)

Reflection 
and 
evaluation 

Planning for 
ways forward
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EXERCISE 1: BUSINESS PITCH

Objective:  To encourage participants to promote their product 
in a limited time by a stand-up creative oral presentation 

Duration:  1 minute 

Steps: 
1. Each group prepares a short script for a song, dance, or 

any creative presentation that can articulate the following               
information about their product:  

a. What are the products and its key features? 
b. Why should consumers buy it and for what benefits? 
c. Who produces the product? 
d. Where can the product be purchased? 
e. Where/from whom can consumers get more info 

about the product?  
2. Each group presents their pitch in one minute to the                   

plenary.  The group may decide whether to present their 
pitch either solo or by the group.  

3. The facilitator asks for comments and suggestions from 
other participants. 

4. The facilitator provides helpful tips on how to give an                    
effective presentation.

EXERCISE 2: PRODUCT DISPLAY AND MARKET ENCOUNTER

Objective: To allow the participants to promote and market their 
products. 

Materials:  Products, tables/booth, promotional materials for the 
product, utensils for product testing (if applicable)

Duration:  1 whole day 

Steps: 
1. Plan the time, date, and strategic place for the product                

display and the people to be invited. 
2. Set up the products in a way that the consumers will be 

attracted to and informed. 
3. Distribute promotional materials for the product and                

contact details to the consumers. 
4. Allow guests to roam around and for them to ask                            

questions or comment on the product. Make sure that 
they fill out the Consumer Feedback Form. 

5. Explain the particular benefits of each product. Ensure 
that all information about the product is complete and 
well-packaged. 

EXERCISE 3: DREAM UP 

Objective: To allow participants to brainstorm how they plan to 
respond to key questions about their business. 

Materials: Pens and markers, manila papers, adhesive tapes 

Duration: 40 minutes 

Steps: 
1. Ask each group to huddle and discuss in a quiet place. 
2. Remind participants of the ground rules for brain-                        

storming sessions: be open to new ideas; be respectful;                   
give each other time to talk; piggyback ideas; keep                                                  
criticisms constructive; agree to disagree, etc. 

3. Each group should spend 20 minutes going over the 
points on the hand-out. 

4. At least one person should be designated to record 
responses. Ask participants to write their initial ideas and
ensure that every participant gets involved. 

5. The group must agree as to the manner of presenting each 
point. 

6. After the small group session, ask them to return to the 
plenary. 

7. The facilitator should call on one member of each group to 
share the group responses. 

8. Starting with the first group, ask for the responses to each 
question. 

9. Pausing after about every three questions, the facilitator 
should ask the other members of the group to comment, 
offer suggestions, add information, etc. 

10. Each group should take turns in giving and receiving feed-
back before moving forward. 

Note: This exercise could be used for the preparatory or action 
planning after the business launching.
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POST-ABS
SUPPORT

 The post-ABS support comprises follow-up learning activities organized to provide continuous capacity-building support  
to ABS participants as their new business gets underway after the launch event. These activities enable participants to monitor 
business performance and manage continuing challenges and opportunities; and to prepare and implement longer-term business plans. 
 
The post-ABS support is flexible depending on the specific needs of each ABS group. 

Overview of Post-ABS Work Plan

Sessions Objectives Activities Methods/Excercises Duration

Post-ABS Support

1. To monitor business 
performance and manage 
continuing challenges and 
opportunities

2. To prepare and 
implement longer term 
business plans

3. To revisit the set 
business goals to assess 
the progress of the 
business/enterprise

4. To formulate and 
conduct a sustainability 
workshop/exit strategy 
for addressing gaps and 
needs of the ABS groups 

Monitoring and 
Assessment of 
Businesses, Support 
Services, and External 
Business Environment

Workshops, seminars, trainings, 
learning visits, benchmarking 
activities, coaching 
and mentoring

Half day or 
whole day

Depends 
on interest 
and needs / 
required inputs

Continuing Capacity 
Development of 
Project Implementers

Monitoring of Issues 
Affecting Business 
Implementation
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Objectives:
At the end of the session, participants will be able to:

• Monitor business performance and manage continuing 
challenges and opportunities; 

• Prepare and implement longer-term business plans;
• Revisit the set business goals to assess the progress of the 

business/enterprise; and
• Formulate and conduct a sustainability workshop/exit 

strategy for addressing gaps and needs of the ABS groups. 

MONITORING AND ASSESSMENT OF BUSINESSES, SUPPORT 
SERVICES, AND EXTERNAL BUSINESS ENVIRONMENT  

This is essentially a repeat of Modules 4 and 5 of the 
ABS cycle but based on the results of Exercise 1 (i.e., on the  
business pitch) rather than on surveys and assessments.  The 
groups/businesses should select a limited number of challenges
and opportunities for attention during the coming year or 
production/processing/marketing cycle. For each challenge 
or opportunity, the group (with service providers and 
stakeholders) should brainstorm necessary interventions and
actions to overcome the challenge and develop the 
opportunity (i.e., repeat final sessions of Module 4 and 
proceed to test innovations in Module 5). With the previous 
ABS experience and using the current business as a basis for 
these trials, the process should be faster and more effective than 
previously. 

Based on the performance of the business (as shown 
in Exercise 1) along with the results of any innovation from 
the previous section, the business plan should be revised to 
cover these new developments. This may result in changes to
market demand, product volumes and sales forecasts, raw
material and other inputs required, and financing 
needs. It is important to engage service providers and 
stakeholders in the process to ensure that these longer-term 
financial and capacity building needs are met. Refer to 
Modules 6 and 7 for more information. 

EXERCISE: ABS ALUMNI RELATION 

Objective: To monitor and update on the progress of the post-
Aqua-based Business School implementation.
 
Materials: Select venue, food, and accommodation 
arrangements 

Duration: Half-day or one day 

Description:

The ABS alumni relation for facilitators aims to provide 
a venue for the ABS facilitators to share and exchange on
on the progress of groups/participants and their businesses.  
It could be organized formally by arranging ABS facilitators 
by commodity to report on their progress or an informal 
sharing through posters/PowerPoint presentations and/or 

videos of the ABS group’s activities and the product. The 
facilitating organization should propose a limited number 
of key indicators that each business can report based 
on the business plans, so that performance can be monitored. 

Examples of such indicators could be: 

• sales volumes and income
• profits, re-investments and profit distribution (gender                 

disaggregated)
• loan repayments (if any)
• reasons for variations from planned sales, income, etc. 

(positive or negative). Special attention to climate issues, 
extreme weather events and vulnerability/resilience of the 
business/livelihoods

• proposed modifications or adjustments to business plans 
in light of experience

• problems, issues, and concerns encountered

CONTINUING CAPACITY DEVELOPMENT OF PROJECT 
IMPLEMENTERS 

While the project is ongoing, the capabilities and
skills of project staff and facilitators are further  improved
by exposing them to “best practices” of existing MSMEs in 
other places. Educational trips or learning visits to 
“best practice” and progressive MSMEs can be designed and 
conducted, together with the visits to important support 
services (e.g., research and extension, laboratories). Experiences 
have shown that these educational trips open avenues for 
improved support of implementers to ABS groups. Enhanced 
knowledge improves facilitation. The holding of reflection 
workshops enables implementers to look back, reflect, 
learn, and improve actions. 

EXERCISE: LEARNING VISITS
 
Objective: To further build skills and capabilities in facilitation 
and overall implementation.  

Requirements: Venue, food, and accommodation

Duration: Depends on interest and needs 

Description: 

These are educational trips and learning/reflection 
workshops organized for the facilitators and project 
management staff. 
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EXERCISE: SPECIAL TOPIC SEMINAR 

Objective: To provide continuing capacity-building support to 
the post-ABS groups.  

Requirements: Venue, food, and accommodation 

Duration: Depends on required inputs 

Description:  

This could be conducted within the chosen ABS site by 
inviting resource person(s) on the identified topic. Other ABS 
groups may also be invited during the seminar.  Topics will 
depend on the request of the ABS group members.  

MONITORING OF ISSUES (E.G., GENDER, CLIMATE CHANGE)               
AFFECTING BUSINESS IMPLEMENTATION 

Monitoring with mentoring and coaching of ABS groups 
during field visits is recommended in order to assess 
the program and provide for needs on time. This type 
of monitoring may be done by project management 
in the know, or any appropriate resource person contracted 
for the task. 
 

During these visits, further special topics for enhancement are 
identified; facilities and ABS members’ participation are directly 
observed. Ocular inspections of facilities and sanitary conditions 
are also assessed. 

A visit to relevant markets and local agencies can also enrich 
the view of linkages. There is no substitute for the actual feel 
and sense on-site and observation of human interaction and                          
dynamics. 

Gender has been emphasized throughout the different modules 
of the ABS. But how far have these issues been addressed and 
how far has the implementation of business plans been affected 
by gender issues? It is proposed that an adapted version of the 
be used, a simple tool for monitoring gender responsiveness at 
different stages of the project cycle. 

Gender is a recurring issue that needs ti be evaluated from time 
to time.





ANNEXES
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ANNEX 1
Evaluation and Reflection Technique: ORID Focused Conversation Method

After an ABS activity, the facilitator may want to reflect on and interpret the shared experience and gather recommendations 
pertaining to the previous ABS activity. Explain the process and purpose of the evaluation and reflection to the ABS group. 
Ideally, questions are: 

• prepared in advance and relevant to the experience;
• open-ended and specific; and
• sequenced, i.e., start with easy questions. 

The facilitator asks each participant to give one idea at a time to encourage participation from as many people as possible, 
and guides participants back on task if they skip a stage. The facilitator may record ideas on flip charts to keep track of them. The 
facilitator may wish to summarize ideas or ask for clarification.

1. Objective: Facts, Data, Senses

Key question is: What have we learned about the topic?

Objective questions related to thought, sight, hearing, touch, and smell are used to draw out observable data about the 
experience. For example: 

• What images or scenes do you recall? 
• Which people, comments, ideas, or words caught your attention, and why? 
• What sounds do you recall? 
• What tactile sensations do you recall? 

Participants learn that people have different perspectives on observable reality and may recall the same experience differently.

2. Reflective: Reactions, Heart, Feelings 

Key question is: How do we feel about the topic?

Reflective questions relate to the affective domain - emotional responses, moods, and hunches. For example: 

• How did this experience affect you? 
• What was the high point? 
• What was the low point? 
• What was the collective mood of the group involved? 
• How did the group react? 
• What were your feelings during the experience? 
• How, if at all, has this experience changed your thinking?

If individuals have difficulty identifying feelings, the facilitator might suggest, for example: “During the experience were 
you surprised/angered/curious/confused?” Individuals often correct the questioner regarding the intensity of the feeling.

3. Interpretative: So What?

Key question is: What does it mean to you/me/organization, etc.?

The facilitator invites participants to consider the experience’s value, meaning, or significance for them. For example: 

• What was your key insight? 
• What was the significance of this experience to your study/work/life?
• What was the most meaningful aspect of this activity? 
• What can you conclude from this experience? 
• What have you learned from this experience? 
• How does this relate to any theories, models and/or other concepts?
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4. Decision: Now What? 

Key question is: What are we going to do?

Individuals and the group determine future resolutions and/or actions. For example: 

• What will you do differently as a result of the experience? 
• What would you say about the experience to people who were not there? 
• What would it take to help you apply what you learned?
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ANNEX 2
Guidelines in Writing a Success Story

Identifying Success Stories

Success stories are narratives of activities and impacts made by the FishCORAL Project to its target beneficiaries. 
To identify success stories within the Project, the stories should meet specific criteria such as they should relate specific 
challenges, actors, solutions, and outcomes and they should describe one compelling event or an interesting series of events. 

Collecting Success Stories

With a total of 188,000 households targeted by FishCORAL and a staff of over 200 across 1,098 coastal barangays in the 
regions of Bicol, Eastern Visayas, Caraga, and Bangsamoro Autonomous Region in Muslim Mindanao (BARMM), capturing of 
success stories of people the Project supports is a challenge that is why a methodical approach will be used. 

The Community Facilitators (CFs) will serve as “stringer” or reporter of a specific location. He/she will gather potential 
stories through observation and initial interviews. Creative writing skills are not necessary and should just focus on the Who, What, 
Where, When, How & Why. Photograph is a must. 

The collected potential stories will then be pitched to the Bay Coordinators/Leaders who will filter and validate
the stories before endorsing to regional Monitoring and Evaluation (M&E) and/or regional Knowledge Management (KM) 
officers. The regional KM officer will then conduct follow-up interviews to get more comprehensive information which will be 
added to the initial write-up of the CFs. Editing of stories will be done by the KM Officers (national and regional). Final 
outputs will be presented by the regional KM Officer to the Regional Project Management Office (RPMO) for comments/
suggestions. Once approved, the success stories will be submitted to Project Coordination and Support Office (PSCO),
through the national KM officer, for consolidation and printing.

CFs are encouraged to submit at least one story per semester or two stories annually while KMOs must produce at least 
five stories per semester or 10 stories annually. 

Length of a Success Story

Content of a success story must be ensured and controlled that is why a story ranging between 400-1000 words is deem 
satisfactory. Submissions beyond this length will be edited by the KM Officer without consultation with the initial author. 

Template in Writing a Success Story

1. Title – Keep the title short and simple yet catchy to attract readers.

2. Name of Writer, Designation 
 Ex. By Charm Dela Cruz, Community Facilitator-Barobo, Surigao del Sur

3. Category – Identify the type of most significant change (before and after the intervention of the Project)/success story does 
your story address. 
 Ex: Livelihood Component, Gender Empowerment, etc.

4. Challenge – State the problem, issues, or opportunity that the Project has aimed to address that should relate to the identified 
category of your story. Clarify in the story who is experiencing the problem and how they would benefit if solved. 

5. Initiative – Describe what the Project has done to address the challenge/s. Showcase the strategy and timeline of actions as 
well as the users engaged and who are the beneficiaries.

6. Key Result/Insight/Interesting Fact – Why it works? What to copy?

7. Impact – Provide a summary of the actual change that took place. Use qualitative measures to illustrate a point.
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8. Lessons Learned – What did you learn in this process? What was difficult or challenging? How did you overcome the                             
challenges faced? If you were to do it all over again, what would you do differently?

9. Photograph – Provide 2-3 quality and high resolution photos with captions. Photos should capture the beneficiaries in                          
real-life setting. Usage of photos taken by other people should always be attributed. 

10. Additional Information – Kindly provide additional relevant information as necessary such as contact person for the story.

Tips in Writing a Success Story

• Tell the stories of individuals/groups who are being served by the Project as well as stories about the communities to which 
they belong.

• Base the story on a real person whose existence can be independently verified.
• Focus on the main subject of the story.
• Include direct quotes from beneficiaries, project and partner staff, relevant government workers, and so on to provide                        

credibility.
• Get beneficiary’s (-ies’) full name, age, address as well as other info such as occupation, number of children, and so on (as 

relevant).
• Provide brief background credentials on any beneficiary/staff that are quoted (e.g., number of years of experience and so on).
• Include details that will help nontechnical readers understand the information given in context; explain what they mean 

when using jargon, acronyms, or foreign words.
• If statistics are used, make sure they add up correctly; include source if available.
• Remember that the information given will be used for multiple purposes (such as reports, articles, press releases, etc.).
• Ensure that a native speaker of the language in which the story will be written proofreads any information in the story                         

template, especially when this information is written by a speaker of another language.
• Try to minimize the words/sentences describing the Project, instead use a quote from the protagonist talking about your 

Project.
• Conclude your story in a question that makes the reader think about the story and programme interventions; talk about the 

future possibilities.
• Do not worry about style; write in your own words.
• Take notes, write your impressions and analysis.
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ANNEX 3A
Activity Report Format
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ANNEX 3B
ABS Status Report Template
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ANNEX 3C
ABS Monitoring-Mentoring Post Session Matrix
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ANNEX 4A
ABS-GCC Enrollee Profile Form
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ANNEX 4B
ABS-GCC Enrollee Profiles Summary Form
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ANNEX 5A
ABS-GCC Pretest Questionnaire (English)
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ANNEX 5B
ABS-GCC Pretest Questionnaire (Bisaya)



    142  |  AQUA-BASED BUSINESS SCHOOL AQUA-BASED BUSINESS SCHOOL  |  143  

ANNEX 5C
ABS-GCC Pretest Summary Form
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ANNEX 6
Sample Menu of Enterprises and Negative List of Projects

Sample menu of enterprises to be supported by FishCORAL Project:

Aquaculture/Marine Based Projects

• Seaweeds Farming (1/8ha to 1/4ha for individual; 1ha for group)
• Fish Culture (Fish cages, fish pens, fishponds, etc.)
• Mudcrab culture (grow-out/fattening)
• Aquasilviculture
• Oyster/mussel culture
• Seaweeds nursery (1/4 ha. per beneficiary)
• Other aqua/marine based projects (e.g. lobster, sea cucumber, blue swimming crabs, etc.)

Other Fishery Projects/Enterprises

• Fish processing (drying, smoking, salting, other value-added fishery products)
• Dried squid production
• Seaweeds/fish consolidation and marketing
• Salt making
• Other on-going enterpises in the area for expansion.

Non-Fishery Based Projects/Enterprises
Note: Can be included if carefully justified to address issues on seasonality in incomes from fisheries

• Organic vegetable production (at least 100sq.m area)
• Mushroom production
• Root and tuber crops production (sweet potato, cassava, etc.)
• Food processing
• Coconut buying and processing (e.g. production of vinegar and charcoal)
• Eco-tourism projects

FishCORAL’s negative list of projects: 

1. Social Infrastructure (potable water supply, health stations, school buildings, multi-purpose buildings including                                                   
government offices, etc.);

2. Religious buildings (churches, mosques, chapels and other worship facilities);
3. Purchase of land and expenditure requiring displacement of people;
4. Purchase of fishing boats, commercial transport boat, fishing gears, fish aggregating devices and harmful chemicals;
5. Use of mangrove and corals as building materials;
6. Gasoline and other fuels products vending;
7. Sub-project subject to illegal acts and practices of trade; and
8. Purchase of weapons, ammunitions and explosives.
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ANNEX 7
Introduction to Strengths, Weaknesses, Opportunities, and Challenges (SWOC) Analysis

A Strengths, Weaknesses, Opportunities and Challenges (SWOC) Analysis is a strategic planning tool that can be used 
during the curriculum assessment and review process to make informed decisions based upon collective input from multiple 
stakeholders. Within the context of curriculum development, a SWOC analysis can be used as a powerful framework to discuss 
and clearly identify the strengths, weaknesses, opportunities, and challenges related to an existing degree program or 
major (see for example Henzi et al., 2007; and Gordon et al, 2000).

The objective of conducting a SWOC analysis (in conjunction with other curriculum assessment tools) is to develop key 
areas of focus for improving the curriculum. The SWOC analysis is particularly effective when conducted in collaborative group 
settings at the early stages of curriculum assessment process (e. g., faculty retreats, student, alumni and/or future employer 
focus groups).

Table 1. SWOC Matrix with the Guide Questions

Example of SWOC Analysis Process

There are many methods for conducting a SWOC analysis. The most important factor for conducting a SWOC is to ensure that 
the process is collaborative and ensures collective generation of ideas, which can be used effectively to help inform future discussions 
and decisions.

Objectives

1. To discuss the strengths, weaknesses, opportunities, and challenges; and
2. To develop key areas of focus for improvement.

Factors likely to lead to positive change and 
further improvement in the quality of the 
program

Factors which may compromise further 
improvement in the quality of the program
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STRENGTHS

• What have been the strengths of our program?
• What are we known for?
• What are we most proud of?
• What are we doing well?
• What/who are our key resources and exemplars?
• What do we control (people, resources,                

knowledge) that gives us an advantage?
• What are our key areas of expertise?
• What resources or capabilities allow us to meet 

our mandate/mission?
• What positive aspects of the program have                

students/faculty or others commented on?

WEAKNESSES

• What are we doing poorly or struggling with?
• What frustrations/challenges have students/                       

faculty expressed?
• What do we need to fix?
• What are the internal weaknesses and deficiencies 

in resources or capabilities that may be hindering 
the program’s ability to accomplish its mission/
mandate?
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OPPORTUNITIES

• What opportunities will most dramatically                 
enhance the quality of our program?

• What changes in demand do we expect to see 
over the next years?

• What key environmental / market factors may 
positively impact the program?

• Where can we create more value for the                    
program?

• What external or future opportunities exist for 
the program?

• What are some key areas of untapped potential?

CHALLENGES

• What are the key challenges or threats to the                         
quality of our program that need to be addressed?

• What are others doing that we are not?
• What future challenges may affect the program?
• What external or future challenges or threats does 

the program face?
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For Larger Group sizes (12 people and over)

STEP 1: Generating Ideas (45 minutes)
Although a SWOC analysis can be facilitated as a large open discussion to ensure equal participation, it often works best when 
participants are provided with an opportunity to collaboratively generate ideas in small groups (e.g., 3-5 members).
• Divide participants into 4 groups.
• Post 4 flip charts around the room labeled individually as: Strengths, Weaknesses, Opportunities and Challenges.
• Invite each small group to a designated flipchart.
• Provide 5-10 minutes for group members to individually reflect on the SWOC quadrant that they have been designated to, 

based on the guiding questions provided in Table 1. This will help to ensure equal participation in each small group. 
• Provide 10-15 minutes for each group to record as many ideas on that specific area. At this point, it is important to remind 

groups to generate as many ideas as possible.
• After about 15 minutes, invite each group to rotate, review what each previous group has recorded, and to add any                                  

additional points to the respective chart. Repeat the process until each group has rotated to each of the areas (e.g. S, W, O, C).

STEP 2: Prioritization (45 minutes)
• Once each group has returned to their original flip chart, provide some time for them to discuss and summarize the top 3-5 

themes recorded on each flip chart.
• Record the key themes for each section of the SWOC on a separate flip chart.
• Invite each group to summarize and present these key themes to the larger group.
• Ensure that you provide time for further clarification and discussion of these key points.

STEP 3: Moving Forward (30 minutes)
• Provide time for an open discussion, based on the following questions:

- Which strengths can be leveraged? What is our best opportunity? Why?
- Which key weaknesses and challenges must be overcome? Why? How?

• Based upon this discussion identify and summarize 3-5 key areas of focus for improvement, “What should be the key areas 
of focus for improvement in our program?”

• Record these key areas for improvement on a separate piece of flip chart paper entitle Moving Forward. These key themes 
represent the key areas of focus for improving the quality of the program, and can be used effectively to help inform future 
curriculum discussions and decisions.

For Smaller Group sizes (less than 10 people)

STEP 1: Generating Ideas (25 minutes)
• Post 4 flip charts around the room (Strengths, Weaknesses, Opportunities and Challenges)
• Provide 10-15 minutes for each participant members to individually reflect on all quadrants of the SWOC matrix based on 

the guiding questions provided in Table 1.
• This initial time for reflection will help to ensure equal participation. During this time, ask the participants to summarize 

one-key point per sticky note. Remind participants to generate as many ideas as possible, even if there is overlap with others’ 
ideas.

• Invite participants to post their sticky notes on the appropriate SWOC chart around the room.

STEP 2: Prioritization (45 minutes)
• As a large group, review each SWOC quadrant by clustering the sticky notes into key themes. Overlapping and repeating 

notes can be placed over top of each other to clear clutter.
• Provide time for everyone to discuss and summarize the top 3-5 themes recorded on each flip chart.
• Record the key themes for each section of the SWOC on a separate flip chart.
• Ensure that you allow for further clarification and discussion of these key points.

STEP 3: Moving Forward (30 minutes)
• Provide time for an open discussion, based on the following questions:

- Which strengths can be leveraged? What is our best opportunity? Why?
- Which key weaknesses and challenges must be overcome? Why? How?

• Based upon this discussion identify and summarize 3-5 key areas of focus for improvement, “What should be the key areas 
of focus for improvement in our program?”

• Record these key areas for improvement on a separate piece of flip chart paper entitle Moving Forward. These key themes 
represent the key areas of focus for improving the quality of the program, and can be used effectively to help inform future 
curriculum discussions and decisions.
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Documenting the Process

The outcomes of the SWOC analysis will inevitably be used to help inform further curriculum discussions and decisions. It is 
important to clearly document the input, insight and ideas collaboratively generated during this process. The following table may 
provide a useful template for concisely summarizing the key outcomes of the SWOC analysis.

Table 2. SWOC Summary



    150  |  AQUA-BASED BUSINESS SCHOOL AQUA-BASED BUSINESS SCHOOL  |  151  



AQUA-BASED BUSINESS SCHOOL  |  151  



    152  |  AQUA-BASED BUSINESS SCHOOL AQUA-BASED BUSINESS SCHOOL  |  153  

ANNEX 8
Criteria and Selection for ABS Enterprise
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ANNEX 9
List of Trainings Attended by the Members
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ANNEX 10
Mini Proposal Template
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ANNEX 11A
Market Visit Checklist
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ANNEX 11B
Fieldwork Guidelines/Checklist for Value Chain Assessment
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ANNEX 12
Tips for Conducting Interviews

Before the Interview

1. Wear presentable clothing
2. Be prepared and master the interview by conducting a mock interview with your fellow LRT members.
3. Set up an appointment with the identified interviewee.
4. Be punctual.
5. Agree who will conduct the interview. (At most, three LRT members per interview including the note-taker to be assigned).
6. Bring the interview guide, notebook and pen, and tape recorder (optional).

During the Interview

1. Introduce yourself and your organization.
2. State your purpose.
3. Be sure that the interviewee has time for the interview or arrange for a better time.
4. Ask permission from the interviewee for the interview to be recorded. If not, ask somebody from your team to be a                    

note-taker.
5. Always respect an interviewee’s time; do not take more than 15 minutes. (Note: Having a recorder and assistant recorder 

assigned saves time.)
6. If interviewing in a public market, stop questions when the person is dealing with a customer.
7. Stress confidentiality.
8. Ask simple and clear questions.
9. Be friendly and relaxed.
10. Be prepared to listen and learn.
11. Ask the most sensitive questions last (related to detailed business transactions).
12. Avoid leading questions.
13.  Always thank them for their participation in the interview. 

After the Interview

1. Review and process the data.
2. Present to the interview team (small group).
3. Highlight significant findings, such as product quality, preferred packaging, buying frequency, buying price, price ranges – 

past 12 months, preferred payment arrangement, and other important information.
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ANNEX 13
Buyer Comparison Tool
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ANNEX 14
Supply, Market, and Value Chain Statements Questionnaire
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ANNEX 15
Stakeholders’  Validation Meeting (SVM) Guide

Preparation

Send written meeting invitation to the invited stakeholders. It is better if the lead institution representative can visit 
the invited institutions or government agencies to hand over the invitation with a brief background on the meeting and to get                    
confirmation of their attendance.

Expected Outputs
 

1. Validated value chain assessment findings.
2. Consensus on main constraints and opportunities. 
3. Potential priority interventions. 

Materials

• PowerPoint slide presentation (if projector is available) or 
• Printed PowerPoint handout of the Overview of ABS-GCC Approach, SVM, and the assessment result  

Intended Participants

Representatives of local institutional stakeholders who have development programs or activities that can help catalyze the 
ABS-GCC Process in the local scale are important participants. The stakeholders to invite can include, but are not limited to:

• Market actors like traders, buyers, and BDS
• Local Government Unit (LGU) – e.g., Municipal/City Mayor, Municipal Agriculturist, Agriculture Technician for Fisheries
• Academia – e.g., Research and Outreach Department Head
• Microfinance Institution – e.g., Owner/Chairman/Chief Executive Officer, Board of Director, General Manager

1. Introduction and Background

• Introduce the lead institution you represent. Mention that the lead institution is initiating the ABS-GCC Approach with                   
fisherfolk. Then, facilitate a quick round of participant introductions by asking each one to state their name, position, and 
the institution’s program or services for fisherfolk.

• State the expected outputs of the meeting.
• Present an overview of ABS-GCCprocess, aims, and objectives. 

2. Presentation of the Value Chain Assessment Result including identified Constraints and Opportunities

• Background – ABS group profile, commodity/product
• Value chain map/diagram with costs
• Identified constraints and opportunities
• Open discussion among participants, with attention to: 

 » Reconciling any different perceptions that actors/others may have about the results, problems etc.
 » Reaching consensus on priority problems/opportunities for future development
 » Discussion and prioritization of potential interventions to resolve constraints and realize opportunities 
 » Initial suggestions for partnerships and collaboration among actors and stakeholders to move towards action on the 

main priority(ies) 
• Discussion Questions: 

 » Are the information obtained from the assessment accurate? If not, where can the participants get the right                                     
information?  

 » Are there significant information lacking across the value chain? 
 » Do the opportunities identified fit with the knowledge and experience of other chain actors and stakeholders?
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3. Soliciting Support

From the presentation and identified constraints and opportunities, identify which institution or chain actor can provide 
support to address the gap and ask for their commitment.

4. Next Steps

Careful facilitation is essential in this meeting to address the differing priorities each actor may have. Achieving consensus 
is important, since implementing these actions will require collaboration among chain actors and stakeholders.  
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ANNEX 16
Innovation Evaluation Sheet
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ANNEX  17
Innovation Action Schedule Guide
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ANNEX 18
Stakeholders’  Validation Workshop (SVW) Meeting Guide

Preparation

ABS group and facilitators:

• Prepare products to be exhibited for selling and products for consumer testing; and
• Inform the Organizers on the materials needed of the groups for the product testing.

Organizers:

• Send written invitation to the invited stakeholders (Note: It is better if the lead institution representative can visit the invited 
institutions/government agencies to hand over the invitation with a brief background on the meeting and to get confirmation 
of their attendance);
• Venue, food, and transportation, if needed;
• Booth setup for product display; and
• Things needed for product testing.

Purpose

• Present the products developed by the ABS groups;
• Get feedback from users/markets and support service providers for further improvement of the products in preparation for 

the ABS Business Launch; and
• Conduct of panel discussion with line agencies for access to entrepreneurial knowledge, financing and credit institutions, 

and marketing opportunities, and other services.

Materials

• Booth setup for product display
• Product Catalog
• Calling card
• Group Profile (in tarpaulin)
• Things needed for product testing (e.g., small plates, toothpicks to be used for small items to pick up, disposable cups, etc.)
• Water Dispenser and disposable cups
• Consumer Feedback Form (Annex 19A: For Processed Products; Annex 19B: For Fresh or Live Products)

Intended Participants

Representatives of local institutional stakeholders that have development programs/activities that can help catalyze the 
ABS-GCC Process in the community are important participants. The stakeholders to invite can include, but are not limited to (those 
who in a way or another have a role or potential to be part of the value chains):

• Market actors like traders, buyers, and BDS
• LGU – e.g., Municipal/City Mayor, Municipal Agriculturist, Agriculture Technician for Fisheries
• Academia – e.g., Research and Outreach Department Head
• Microfinance Institution – e.g., Owner/Chairman/Chief Executive Officer, Board of Director, General Manager
• National Government Agencies who may be a potential partner 

1. Introduction and Background

• Introduce the lead institution you represent. Mention that the lead institution is initiating the ABS-GCC Approach with                   
fisherfolk. Then, facilitate a quick round of participant introductions by asking each one to state their name, position, and 
the institution’s program or services for fisherfolk.

• Present an overview of ABS-GCCprocess, aims, and objectives.
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• State the expected outputs of the workshop.
• Introduction of ABS groups, their innovations, and their products.

2. Mechanics of the Product Exhibit 

• Process
• Introduction on how to fill in the Consumer Feedback Form

3. Open Forum

4. Panel Discussion with Business Development Service Providers
• Services they could offer
• Support that they can provide for the ABS group.

5. Next Steps – action planning of activities to undertake in consideration of the Business Launch 

6. Synthesis – to summarize the entire activity
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ANNEX 19A
Consumer Feedback Form for Processed Products
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ANNEX 19B
Consumer Feedback Form for Fresh or Live Products 
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ANNEX 20
Compiling the Business Plan Meeting Guide

Participants: ABS group

Facilitator: ABS facilitator/s

Description

The facilitator guides the group to utilize the results of the previous sessions to prepare for the business 
plan. The summary of these findings is contained in Modules 3 – 5 which was presented to the stakeholders for validation. They are 
the source documents that the team uses to compile their business plan.

Expected Output

• Explain what business plan is, and the importance of having a business plan
• List the components of business plan and discuss how they are integrated with one another
• Compile business plan and translate the plan into action

Facilitator’s Preparation

• Studies or review previous session’s outputs which are the source documents for the business plan
• Review sample BPs to be able to lead the interactive discussion with the group

Materials needed:

• Flipchart paper for presentation of previous session’s outputs
• Flipchart paper with BP components
• Marker pens, masking tape
• Calculator
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ANNEX 21A
Business Plan Evaluation Form
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ANNEX 21B
Business Plan Evaluation Summary Score Sheet
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ANNEX 22
Business Launch Sample Program
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