
THE MULTILATERAL INVESTMENT FUND 
DEPLOYING VALUE CHAINS FOR DEVELOPMENT  

Nancy Lee | General Manager 
MULTILATERAL INVESTMENT FUND 



2. 

TABLE OF CONTENTS 

 Introduction to the Multilateral Investment Fund  

 Evolution of Approaches to Including SMEs in Value Chains 

 From CSR to Inclusive Business Models 

 Capturing Value for Small Actors 

 Deploying Value Chains for Development: Project Examples 

 Value Chain Finance: Project Examples  

 Conclusions 



3. 

THE MIF… 

 Was established in 1993 as a unique laboratory within the Inter-American 
Development Bank Group for testing, pioneering, innovating, and sharing initial risk 
to unlock private sector activity at the base of the pyramid. 

 Helps others take successful models to scale. 

 Targets micro and small entrepreneurs, small farmers, and low-income households. 

 Empowers clients through tools to increase their incomes:  access to finance, markets 
and skills, basic services and green growth. 

 Provides grants, early stage equity, and loans to project partners—alone or in 
combination, depending on the nature of the challenge. 

 Always works with partners to co-finance and implement projects. 

 Is on the ground: 45% of staff based in the region. 

 Is funded by 39 donors, with projects totaling about $100M per year. 



4. 

The MIF engages with others to build inclusive markets. 

THE MIF ROLE AS BRIDGE AND CATALYST 

4. 4. 
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EVOLUTION OF APPROACHES TO INCLUDING SMES IN VALUE CHAINS 
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FROM CSR TO INCLUSIVE BUSINESS MODELS 

 Cost: Opportunity to source from lower cost SMEs – within and across countries. 

 Sustainability: Push for greater energy efficiency and competitiveness via 
greening value chains.  

 Commodity demand: Global commodity purchasers’ interest in higher 
productivity and quality from small producers. 

 Rising demand from socially mobile populations: Capitalizing on women’s role in 
household consumption and reaching new, underserved markets.  

What is driving change? 
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CAPTURING VALUE ACROSS THE CHAIN:  
THE CHALLENGE FOR DEVELOPING COUNTRIES   

RETAIL PRICE 
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DEPLOYING VALUE CHAINS FOR DEVELOPMENT 

 Competitiveness: help small actors increase productivity through technology 
upgrading, skills development, and greening value chains. 

 Branding, Certification, and Standards: shift small actors to higher value 
activities and a bigger value share.  

 Distribution: help small actors capture more value in distribution chains 
(microfranchising, small-scale retail). 

 Product Innovation: involve small actors in the design and processing of new 
products and services.  

 Social Business Models: fund social objectives with business returns. 

 Finance: value chain driven SME access to finance. 

Increasing the market power of small actors 
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MIF CORPORATE PARTNERS 
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Context 

 Global emissions: SMEs account for 60% 

 Anchor firm emissions: supply chain accounts for up to 86% 

 Investor and shareholder pressure, CSR, cost/competitiveness, and 
government compliance are key motives for greening supply chains 

 Customers in Latin America and the Caribbean increasingly want green 
products: 63% would pay 10% premium 

Greening the supply chains of FEMSA and Walmart in Mexico  

1. COMPETITIVENESS: GREENING SME VALUE CHAINS 
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1. COMPETITIVENESS: GREENING SME VALUE CHAINS 

3: ANCHOR FIRMS 

2: EXECUTING AGENCY 

1. FUNDER:  funds platform for 
training efficiency experts. 
 

2. EXECUTING AGENCY: 
develops online tools; 
provides SME training; hires 
energy use auditors.  
 

3. ANCHOR FIRMS: encourages 
SMEs in their value chains to 
participate in training. 
 

4. SMEs: receive training; 
identify energy savings to 
obtain credit. 
 

5. FINANCIAL INSTITUTION: 
analyzes case; provides SME 
credit  

4: SMEs 

5: FINANCIAL INSTITUTION $ 
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$ 
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FINANCING 
MIF          $2.3 M 
Others     $2.2 M 

MAIN EXPECTED RESULTS 
 

 3,000 MSMEs implement 
sustainable practices 

 Reduced energy, water use 

 Reduced CO2 emissions 
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2. BRANDING, CERTIFICATION & STANDARDS:  
LINKING SMALL FARMERS TO MARKETS 

 

 

Context 

 Haiti is among the world’s poorest countries – a situation worsened by the 2010 
earthquake. Approximately 80% of the population lives on less than US$2 a day; over 
60% of the population relies on agriculture. 

 Haiti is among the 20 largest mango producers globally. However, only about 2.5-5% 
of its total production is actually exported.  

 Between 70-80% of the fruit is lost from the tree to export, largely due to lack of 
technical expertise and poor logistics. There is very limited local processing of mango.  

 By enhancing small farmers’ capacity to produce and transport exportable quality 
mango, they can boost productivity and capture more value.  

Driving development through the mango value chain: Haiti Hope 
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2. BRANDING, CERTIFICATION & STANDARDS:  
LINKING SMALL FARMERS TO MARKETS 

 

1. FUNDERS: provide resources for 
implementation.  
 

2. EXECUTING AGENCY: manages 
project; provides technical 
assistance to producers; builds 
capacity of producer associations.  
 

3. PRODUCER ASSOCIATIONS:  
improve quality and productivity; 
sell mangoes to exporters; expand 
market access. 
 

4. FINANCIAL INSTITUTION: provides 
microcredit to producer assoc.  
 

5. EXPORTERS: Sell mangoes to 
anchor firms; establish 
relationships with producers. 
 

6. ANCHOR FIRMS: purchase and 
process mangoes. 

 2: EXECUTING 
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$ $ 
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Potential 
Local 

Processors 

 6. ANCHOR FIRMS 

SMALL  
PRODUCERS 

4. FINANCIAL INSTITUTION $ 

FINANCING 
MIF          $3 M 
Others     $6.5 M 

 5. EXPORTERS 
Local 
Companies 

$ 

MAIN EXPECTED RESULTS 
 

 25,000 mango farmers increase 
income and productivity 

 At least 10% increase in total value 
of mango exports  

 20% increase in women’s 
representation in producer assoc. 
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3. DISTRIBUTION OPTIONS:  
REACHING NEW MARKETS VIA SMALL SHOPS 
 

Context 

 In LAC, especially in rural and peri-urban areas, small shops are the main distribution 
channel for many products. 

 There is a mutually beneficial relationship between companies trying to distribute 
products to new customers, often in remote areas, and family-owned shops looking 
to improve growth prospects.  

 Through the distribution of its products, SABMiller helps to increase small shops’ 
earnings. Shopkeepers, mainly women, can invest additional income in their families 
(education and health) and in their business to spur growth and community 
development.  

Forthcoming regional initiative with SABMiller and other consumer 
goods companies 
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Gender Approach 

Social 
Entrepreneurship 

1. FUNDERS: improve methodology; 
support shops’ access to microcredit. 
 

2. EXECUTING AGENCY: manages 
project in each country. 
 

3. SMALL SHOPS: mostly women; 
receive training; access to credit; 
become agents of social change. 
 

4. KNOWLEDGE PARTNERS: 
incorporate  gender approach; build 
shops’ social entrepreneurship skills. 
 

5. FINANCIAL INSTITUTIONS:  
provide financing to shops. 
 

6. ANCHOR FIRM: distributes products 
through small shops. 
 

7. COMMUNITIES: benefit from 
community development.  

1. FUNDERS 5: FINANCIAL 
INSTITUTIONS* 

3: SMALL SHOPS 

6.ANCHOR FIRM 

2: EXECUTING 
AGENCY* 

4: KNOWLEDGE 
PARTNERS* 

7. COMMUNITIES 

$ 
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Micro
credit 

Commercial 
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Social 
Services 

MAIN EXPECTED RESULTS 
 

 40,000 shopkeepers with improved 
productivity and performance 

 Launch community development 
initiatives 

* The specific partner will vary by country. 

FINANCING 
MIF          $3 M 
Others     $6 M 

Others 

3. DISTRIBUTION OPTIONS:  
REACHING NEW MARKETS VIA SMALL SHOPS 
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4. PRODUCT INNOVATION:  
WOMEN-OWNED BUSINESSES 

Context 

 High rural poverty rate (67%). Guatemala has the lowest school attendance rate in 
the region, disproportionately affecting women and girls. 

 Guatemala ranks 114th out of 135 countries in the World Economic Forum’s Global 
Gender Gap. Women-led households face high barriers to break poverty cycle. 

 Opportunity for Guatemalan company with global brand “Wakami” to source the 
production of its handmade fashion accessories from rural women-owned MSEs.   

 Focus on strengthening women’s design and business skills, while a portion of 
company’s profit covers the cost of training and is reinvested in the community.    

Connecting rural women to global markets: Wakami in Guatemala 
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4. PRODUCT INNOVATION:  
WOMEN-OWNED BUSINESSES 

1. FUNDER: strengthens business 
model.  
 

2. a) NGO: trains women to make 
Wakami brand jewelry; builds 
women’s business skills; provides 
social services (health, education.) 
 

2. b) ANCHOR FIRM: designs 
accessories; buys women's 
products; finances its NGO. 
 

3. MSEs: women produce 
accessories, create new MSEs; 
invest income in health/education. 
 

4. RETAILERS: sell Wakami products 
to US, Canada, Mexico, EU, Japan, 
and Australia.  

2b. ANCHOR 
FIRM* 

2a. NGO* 

$ 

4. RETAILERS 
3: MSEs 

5. COMMUNITIES 

* The NGO and the anchor firm are both part of the Guatemalan company, 
the Saqil Group. 

$ 

$ 

$ 

MAIN EXPECTED RESULTS 
 

 1,000 women linked to value chain  

 Women more than double annual 
incomes ($900 to $2000) in 4 years 

 Wakami annual sales increase from 
$1M to $3.6M 

FINANCING 
MIF          $1.5 M 
Others     $600,000 

1: FUNDER 
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5. SOCIAL BUSINESS MODEL:  
IMPACT SOURCING IN PERU  

Context: 

 Without job opportunities and access to higher education, poor and low-income youth 
in Peru face a lifetime of limited earning potential, perpetuating the poverty cycle.  

 “Impact sourcing” – defined as outsourcing that benefits disadvantaged individuals in 
low employment areas - can help change this situation. Today, Peru is classified as an 
emerging market for Business Processing Outsourcing. 

 Digital Divide Data(DDD) is an impact sourcing firm (social enterprise) that companies 
and institutions – such as Ancestry.com and Stanford University – use for their data 
management needs (i.e., ebook conversions, newspaper/archive digitalization, etc.).  

 DDD recruits poor and low-income youth who have talent and drive, but limited 
employment and education options. Youth receive training, mentoring, and work part-
time so that they can also attend university, with scholarships financed by DDD’s profit.  

Outsourcing with impact 
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4. POOR & LOW-
INCOME YOUTH 

2. EXECUTING 
AGENCY 

5. EDUCATIONAL 
INSTITUTIONS 

3. ANCHOR 
FIRMS 

1. FUNDER: provides financial support to design 
and launch the project. 
 

2. EXECUTING AGENCY: recruits, trains, employs 
youth to provide outsourcing services; 
provides study scholarships; builds 
relationships with anchor firm clients. 
 

3. ANCHOR FIRMS: outsource data 
management needs to Executing Agency.  
 

4. POOR & LOW-INCOME YOUTH: gain work 
experience; earn income; study. 
 

5. EDUCATIONAL INSTITUTIONS: offer 
university/vocational degree programs; 
career counseling. 

$ 

$ 

1: FUNDER 

MAIN EXPECTED RESULTS 
 

 500 youth are employed at DDD and studying 

 95% of youth enrolled in or graduated from a 
post-secondary education institution at 
project end  

FINANCING 
MIF          $1.6 M 
Others     $1.0 M 

$ 

$ 

services 

5. SOCIAL BUSINESS MODEL: IMPACT SOURCING IN PERU  
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6. VALUE CHAIN FINANCE:  

SUPPLIER CREDIT FOR SMES 

Context 

 Limited access to financing is top growth constraint for small enterprises (SEs). 

 Corporate suppliers can be an important source of working capital for SEs; however, for 
suppliers, extending credit to their clients poses liquidity and financing challenges.  

 Through its state-of-the art risk management and collection systems, the TREFI solution 
offers gains to all actors involved: 

 SEs have greater access to credit.  

 Suppliers improve their capacity to increase sales accessing attractive external 
financing through discounting of their accounts receivable (off-balancing) 

 Investors in the capital market benefit from diversifying their portfolios with a new 
investment opportunity.  

TREFI Platform: factoring account receivables to increase supplier credit 
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6. VALUE CHAIN FINANCE:  
SUPPLIER CREDIT FOR SMEs 1. FUNDER: provides grant to structure financing 

mechanism.  
 

2. SEs: purchase products on credit from large 
companies. 
 

3. CORPORATE SUPPLIER: delivers products to SEs 
on credit.  
 

4. SPECIAL PURPOSE VEHICLE: purchases account 
receivables from corporate supplier at a 
discount rate (implicit interest rate). 
 

5. TREFI: platform uses big data to assess risk of 
individual receivables and of the portfolio. 
 

6. INVESTOR: the first pilot in Peru has been 
structured with COFIDE, a public development 
bank.  
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Cash 
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3: CORPORATE SUPPLIER 

4: SPECIAL 
PURPOSE VEHICLE  

5: TREFI 

6: INVESTOR 

CREDIT BUREAU: Companies will 
share information, creating a 
powerful credit bureau of 
corporate data, adding to 
existing data from the formal 
financial system. 

MAIN EXPECTED RESULTS 
 

 8,000 SEs have access to finance from the TREFI 
platform 

 

 $50 million in loans disbursed to SEs via this 
financing structure 

FINANCING 
 

MIF        $1M (grant) 
Others   $2M (grant); $10M (COFIDE investment) 

Cash 

$ 

Asset-backed 
security 

Junior 
Tranche 
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7. VALUE CHAIN FINANCE: ROOT LINK 

 

Context 

 Access to finance is key to linking farmers to high-value global markets.  

 However, pervasive financing gaps persist; most commercial banks and microfinance 
institutions do not offer financial products tailored to farmer needs. For example:  

 In 2009, financial institutions financed only 10% of the pre-harvest financing 
needs of certified sustainable producers.   

  

 Typically, small farmer association financing needs range from $10,000 to $1 million 
in order to export.  

Linking small farmers to finance 
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7. VALUE CHAIN FINANCE: ROOT LINK 

 

1. FUNDER: funds financial training and 
technical assistance. 
 

2. SOCIAL INVESTMENT FUND: accepts 
purchase orders as collateral to issue  
loans to farmers; collects money from 
buyers once they receive ordered 
crops; gives farmers net of loan 
principal plus interest; provides 
financial literacy training. 
 

3. FARMER ASSOCIATIONS: gain access to 
financing during the same harvest 
period; provide financing to members.  
 

4. INTERNATIONAL BUYERS: buy specialty 
coffee from farmer assoc. 

3. FARMER ASSOCIATIONS 

2. SOCIAL 
INVESTMENT FUND 

1: FUNDER 

4. INT. BUYERS 

Loan 

$ 

$ 

$ 

INDIVIDUAL FARMERS 

$ 

MAIN EXPECTED RESULTS 
 

 40 farmer associations access credit 
and 20 strengthen internal credit 
systems 

 $6M disbursed in renovation loans and 
$120M disbursed in short-term loans 

FINANCING 
MIF          $4.9M ($3M loan; $1.9M grant) 
Others     $3.3M 
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 Competitiveness                                         

 Branding, Certification, & Standards 

 Distribution  

 Product Innovation 

 Social Business Models 

 Finance 

CONCLUSIONS 

 

 Over the past decade, approaches to including SMEs in value chains have evolved from an 
emphasis on improving the environment for SMEs doing business to including SMEs in value 
chains.  

 For companies, key factors driving this change include: cost, sustainability, commodity 
demand, and rising demand from socially mobile populations. 

 To increase the market power of small actors, interventions should support:  

 
 
 
 
The MIF’s role is to… 
 

 Test, validate, and scale innovative models. 

 Use its convening power to bring together diverse stakeholders and share practical knowledge. 

 Develop metrics and tools for measuring social impact in value chains (jobs created, wage 
increase, access to basic services, etc.). 
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