
The World Vegetable Center

The World Vegetable Center

Development of a new strategic plan 

Marco Wopereis

6 March 2017



The World Vegetable Center

Taiwan

Thailand

India

Tanzania

Mali

Regional Centers and HQ of World Vegetable Center

~400 employees
~60 projects 
~1 HQ, 4 regional centers and 
about 10 project offices
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* public sector

The worldôs largest* collection of vegetable germplasm:

World Vegetable Center Genebank
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Current strategic documents

ÅStrategic plan 2011-2015

ÅStrategic plan 2011-2025

ÅMedium Term Plan: competency 
ŀǊŜŀǎ ǘƘŀǘ ΨǎǳǇǇƭȅ ŘƛŦŦŜǊŜƴǘ ǘȅǇŜǎ ƻŦ 
ǘŜŎƘƴƻƭƻƎȅ ƻǊ ƻǘƘŜǊ ƻǳǘǇǳǘǎΩΦ 

Å9tawΥ ά!±w5/ ǎƘƻǳƭŘ ƻǊƛŜƴǘ ƛǘǎ 
work around achieving 
development impacts rather than 
the production of outputs and the 
implementation of activities by 
ŘƛŦŦŜǊŜƴǘ ǘƘŜƳŀǘƛŎ ŀǊŜŀǎέ
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Towards outcome-oriented programming

Current approach

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

ÅThemes are disciplinary in nature 
ŀƴŘ  ΨŎƻƴǎǘƛǘǳǘŜŘΩ ŦǊƻƳ όǇŀǊǘǎ ƻŦύ 
projects

ÅTheme leaders have no clear role, 
other than reporting 

ÅThere is no clear link between 
discovery research, piloting 
research and scaling activities
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From research to impact at scale 

1. Discovery
2. Proof of 
Concept / 
piloting

3. Impact at 
scale

Research
Development Partners
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Global

National

District, province

Local 
research

Intermedi
ate users

End users

(farmers, value-
chain actors)

Technical 
innovations:
Products & 

services

Need for prioritization, strong partnerships along the R to D continuum and site-specific impact pathways

Institutional 
innovations:

Enabling 
actions

Organizational
innovations:
Action sites / 

Hubs
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Organizational innovations
ÅAgriculture / nutrition / health communities to promote 

home gardens & WASH in rural areas 

ÅAggregation of production, processing and marketing 

capacity & produce for specific markets (pack-house 

model)

ÅLink farmers as out-growers to lead vegetable processing 

and marketing firms

ÅSupport establishment of vertically integrated 

corporations near cities (e.g. tomato or tomato paste 

production)

ÅEstablish direct linkages to markets for high quality, 

nutritious vegetables ςopportunity for urban growers

(e.g. wholesale and retail, supermarkets, hospitals, or health-

conscious consumers) 
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