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Regional Centers and HQ of World Vegetable Center

Ténzama

Talwan

Thailand

~400employees

~60 projects

~1 HQ, 4 regional centers and
about 10 project offices
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Current:strategic documents
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Towards-outcom@riented programming

Current approach

AProjects drive the research agenda
and look at part of the innovation
process (D, P or S)

AThemes are disciplinary in nature ]
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projects

ATheme leaders have no clear role,
other than reporting

AThere is no clear link between
discovery research, piloting
research and scaling activities
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From researchdorimpacitaicscale

2. Proof of
Concept /
piloting

| Development Partners

3. Impact at
scale
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Institutional
Innovations:
Enabling
actions

Organizational
innovations:
Action sites /

End users

(farmers, value
chain actors)

Technical
innovations:
Intermedi Products&
ate users .
services

Local
research

Need forprioritization, strong partnerships along the R to D continuum andspexific impact pathways




Organizational innovations

A Agriculture / nutrition / health communities to promote
home gardens & WASH in rural areas

A Aggregation oproduction, processing and marketing
capacity& producefor specifiomarkets (packouse
model)

A Link farmers asut-growersto lead vegetable processing
and marketing firms

A Support establishment of vertically integrated
corporations near cities (e.gpmato or tomato paste
production)

A Establish direct linkages to markdts high quality,
nutritious vegetables; opportunity for urban growers

(e.g. wholesaland retail, supermarkets, hospitals, or health
conscious consumers)

TheWorld Vegetable Center

Image sourcewww.adb.org




