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ABSTRACT 

Drawing insights from the literature on global value chains and similar approaches, it is argued that adopting a value 
chain approach could help Micro and Small Enterprises (MSEs) to gain from the benefits of integration into global/local 
value chains and making them competitive. This paper reviews the theoretical perspectives in value chains and the 
emerging market development paradigm for small enterprise development. It provides evidences from experiences of 
practitioners and development agencies on the adoption of value chain approach as a facilitation tool for integrating 
MSEs into market. The evidence from literature suggests that adopting a value chain approach provides enormous op-
portunities for small enterprises to become competitive. 
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1. Introduction 

Global value chain analysis offers a theoretical frame- 
work to understand the integration of firms into viable 
market system [1]. Global value chain studies, mostly 
dealt with the process of integration of developing coun- 
try firms into the value chains of large firms in developed 
countries, examined the inter-firm relationships, govern- 
ance and upgrading practices by which firms improves 
their competitiveness. It is well established that integra- 
tion into global value chain helps the firms to improve 
their competitiveness. However, how far these new win- 
dows of opportunities are available to small producers is 
relatively unexplored. Integration of small scale produc- 
ers into market is constrained by a host of factors: small 
size, limited access to resources, information, skills, tech- 
nology and access to other business services. Integration 
of small scale producers into high value market is a topic 
of current interest. Value chain approach is widely used 
as a tool to facilitate this process of market integration. 
Unlike the traditional approaches to enterprise develop- 
ment, the value chain development emphasizes on facili- 
tating market linkages, developing business services mar- 
ket and improving the environment in which enterprises 
operate. Although much works have been done to define 
and conceptualize the idea of value chain and similar 
programmes, the concept is still in its evolution. It is ar- 
gued that adopting a value chain approach could help the 
small producers to benefit from integration into high 
value markets and improving their competitiveness. This 

paper examines how a value chain approach facilitate the 
process of integration of Micro and Small Enterprises 
(MSEs) in to high value market. The key sections of the 
paper covers: 1) concept of value chains; 2) approaches 
in integrating MSEs into market; 3) the current practices 
and emerging results from value chains and business ser- 
vice market development followed by summary of obser- 
vations and conclusion. 

2. The Concept of Value Chains 

All firms are more or less embedded in network of firms 
[2]. The value chains provide a theoretical understanding 
for this network firm paradigm [3,4]. A value chain con- 
stitutes whole range of discrete, though interrelated, ac- 
tivities involved in the design, production and marketing 
of a product [5]. Various chain conceptualizations men- 
tioned in the literature include: filiere approach [6], lin- 
kage approach [7], Porter’s value chain [5], commodity/ 
global commodity chain [8] and the global value chain 
analysis [9]. All of them deal with the flow of products 
and services along the chain, relationships between firms 
and co-ordination of production chains.  

The linkage approach and Porter’s value chain consti- 
tute the two most influential chain conceptualizations. 
The linkages approach, proposed by Hirschman [8] ar- 
gues that investment in a firm produces demand effects 
that induce subsequent investment (backward linkages) 
by input suppliers. Porter [5] used the concept of value 
chain to explain firm’s competitive advantage within an 
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industry. Porter used the concept to include all of the 
activities that a firm performs to design, produce, market, 
deliver and support its product. The filiere approach ori- 
ginally dealt with the vertical integration of firms in ag- 
riculture trade [6]. It focused to map the actual commo- 
dity flows and to identify the agents and activities within 
a filiere (chain), which is viewed as a physical flow chart 
of commodities and transformations. 

During 1990s, the early filiere analysis was modified 
into a more comprehensive analytical framework called 
Global Commodity Chain (GCC) analysis. A global com- 
modity chain is defined as a set of transnational inter- 
organisational linkages that constitute the production, dis- 
tribution and consumption of a commodity [10]. A major 
difference between these two approaches is that the fil-
iere approach focused specifically on agricultural com- 
modities, but the GCC analysis focused on manufactur- 
ing firms in which economic integration goes beyond 
international trade in raw materials and final products. 
The GCC analysis has emerged as a framework to map 
and analyse the spatially dispersed and organizationally 
complex production networks that are an important as- 
pect in economic globalization [11]. 

The global commodity chain analysis was subsequen- 
tly replaced with a more general term, global value chain 
(GVC) analysis [8,12]. The GVC analysis mainly fo- 
cused on the governance structure of value chains, where 
the lead firms, the governors of value chains have the ca- 
pability and power to define and impose the parameters 
of contracts and subcontracts in their supply chain. One 
of the important distinctions of global value chain analy- 
sis from other chain conceptualizations, as referred above, 
is its emphasis on the typology of governance relations in 
value chains. Gereffi [9] identified two different govern- 
ance types: “buyer driven” and “producer-driven”. The 
buyer-driven chains are led by large retailers, branded 
marketers and trading companies; while producer driven 
chains are led by capital and technology-intensive firms. 
Building on these two concepts, Gereffi and Sturgeon [13] 
later developed a typology of governance relations con- 
sisting of five governance categories involving: arm’s 
length, modular, relational, captive and hierarchical, that 
has implications on governance structure of the value 
chains.  

Another key concept widely used in GVC analysis is 
upgrading. Humphrey and Schmitz [14] developed four 
typologies of upgrading that involves: process upgrading 
(enhanced efficiency), product upgrading (higher unit 
value through increased sophistication), functional up- 
grading (increasingly concentrating on skill content), and 
inter-chain/sector upgrading(moving up to a more profi- 
table GVC in another sector), that have significant im-
pact on the competitiveness of the firms in the value 
chain. The GVC analysis provided new practical insights 

on governance structures and upgrading opportunities of 
the firms in the value chains of textiles and clothing [9], 
fresh fruits and vegetables [15], commodities such as woo- 
den furniture [16] and leather products [10]. 

3. Approaches in Integrating MSEs into  
Viable Market System 

3.1. Value Chain Development 

In recent years, the concept of value chain is widely used 
as a facilitation tool for integrating small enterprises into 
high value market. The value chain development pro- 
grams focus on improving the competitiveness of the 
industry/sector in which the firm operates [17]. The core 
of the value chain approach is the recognition that, the 
strategies for enterprise development needs to focus on 
the entire value chain rather than focusing on a particular 
aspect of provision of credit or input supply. The value 
chain approach emphasizes on identifying the opportuni- 
ties for and constraints to industrial growth by consider- 
ing the value chain actors (firms), linkages among firms, 
supporting markets, end markets, and the business ena- 
bling environment at all levels [18]. The value chain ap- 
proach also emphasizes on other factors that influence 
the chain’s performance, including access to and the re-
quirements of terminal markets, the legal, regulatory and 
policy environment, and the availability and quality of 
support services such as financial services, equipment ma- 
nufacture and repair, business management services and 
information technology. 

Value chain development is fundamentally about streng- 
thening market relationships so that businesses work 
better together to compete more effectively in the global 
market [19]. Kula et al. [18] provides a step-by step 
guide to intervention design for achieving competitive- 
ness that benefits the poor: first industries are selected 
with potential for competitiveness, and then a value chain 
analysis is carried out; a strategy is developed to improve 
competitiveness and achieve an equitable distribution of 
benefits; an action plan is devised to achieve this strategy; 
and finally a system of performance monitoring and im- 
pact assessment is devised to evaluate the effectiveness 
of value chain interventions.  

It is argued that integration into value chains helps the 
small firms to: 1) increase the efficiency of its internal 
operation; 2) develop inter-firm linkages that reduce tran- 
saction costs; and 3) upgrade along the value chain (in- 
troduce product branding, new products, and improved 
version of existing products in the market faster than the 
rivals) [20]. Studies also reveal that, by forging extensive 
collaborative ties between the firms facilitate: sharing of 
knowledge, technologies and inputs [21]; develop greater 
responsiveness to global demands [22]; and attain greater 
export levels as a result of collective efficiency [23] and 
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improving competitiveness. 

3.2. Business Service Market Development 

There is increasing recognition that MSEs need specific 
business development services (BDS) to reach higher 
value markets and/or improving competitiveness [24]. 
However, the MSEs in general are constrained to access 
these business services. An important component of the 
most of the value chain development programs is the fa- 
cilitation of BDS market. BDS refers to the wide range of 
services used by entrepreneurs to help them operate effi- 
ciently and grow their businesses [25]. Formerly known 
as “non-financial services” the field originally concen- 
trated on providing training, consulting, and other ser- 
vices that addressed the internal constraints of enter- 
prises—their lack of education and technical capacity. 
The SEEP Guide to Business Development Services iden- 
tified seven BDS categories that include: market access, 
input supply, technology and product development, train- 
ing and technical assistance, infrastructure, policy/advo- 
cacy and alternative financing mechanisms. More recen- 
tly, the BDS field has grown to include marketing services 
and information resources that help firms gain access to 
services usually enjoyed only by larger firms.  

BDS market development initiatives are increasingly 
becoming part of broad development initiatives rather 
than stand-alone programs for provision of BDS ser- 
vices to individual entrepreneurs [26]. The BDS market 
development aim to improve sector competitiveness, 
develop the private sector, and help micro-enterprises to 
compete in global markets. The BDS market develop- 
ment proposes a new vision for success, one that looks 
like a healthy, private-sector, business services market: 
numerous, competitive BDS suppliers who sell a wide 
range of BDS commercially, to large numbers and types 
of small enterprises [25]. 

The BDS market development process start by under- 
standing the existing supply of BDS from the private 
sector, donor supported programs and government, and 
the market failures that lead to a gap between supply and 
demand for services. The goal of market development 
interventions, thus, is to overcome these market failures 
and take advantage of opportunities to expand the service 
market for small enterprises. The desired result is that 
numerous small enterprises buy the BDS of their choice 
from a wide selection of products offered (primarily) from 
unsubsidised, private sector suppliers in a competitive 
and evolving market.  

McVay and Miehlbradt [27] provide a summary of 
various strategies used to promote business services to 
MSEs. Some of these strategies include: use of vouchers 
and matching grants, providing information to consumers 
that aim to expand the demand for BDS by making small 
enterprises aware of available services and potential be- 

nefits, help small enterprises overcome diseconomies of 
scale in purchasing BDS by enabling them to purchase 
services in groups by operating in clusters and networks, 
create or expand BDS embedded within business rela- 
tionships between them and other firms, build the capac- 
ity of new or existing BDS suppliers to profitably serve 
small enterprises through technical assistance, comer- 
cializing of new products through existing suppliers by 
assisting with product development, market testing and 
initial marketing of new products. 

In response to MSE’s demand for business services, 
some common trends in delivery of BDS are emerging. 
Some of these common BDS practices include: common 
sector-common services; information and communica- 
tion technologies; media sector services; and BDS fi- 
nances [25]. It is found that majority of the programmes 
in BDS have a sector focus. For example, programmes 
that targeting horticulture sector focuses on establishing 
sub-contracting, technical assistance to grow appropriate 
crops, micro-irrigation, organizing producer association/ 
groups, access to inputs and price information [28]. Si- 
milarly, the BDS programs promoting animal husban- 
dry focuses on providing veterinary services at village 
level through paravets and on improving infrastructure 
for marketing of fresh products [29]. Programs promot- 
ing handmade products (crafts) have a focuses on linking 
the producers with international/national markets through 
organizing trade shows, product development and design, 
continuous quality improvement, association and group 
development, ensuring adequate supply of inputs, sup- 
plies and funds [30].  

4. Value Chain/Business Service Market 
Development in Practice 

4.1. The Farm Implements and  
Tools (FIT) Program 

The FIT program is an example of successful private 
sector supply of BDS in Uganda [31]. The Program has 
designed and commercialized a range of innovative ser- 
vices using an action research methodology. This meth- 
odology has tested both the products and commercial 
delivery channels that include enterprise visits and com- 
mercial training facilitations. The FIT program identified 
a demand from small business owners to learn from others 
and experimented with national enterprise visits of MSE 
groups to meet their counterparts in other parts of the 
country. Enterprise visits have emerged as a recognized 
and effective tool for networking, developing new mar- 
kets and exchanges of technologies and skills for MSEs. 
The FIT program had developed and tested two training 
methodologies to help MSEs undertake practical mar- 
keting and demand-based product development. These 
products were tested first through traditional, donor-sup- 
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ported training channels and subsequently sold to com- 
mercial training businesses through training of trainer 
courses in East Africa. These two products and another 
training product (Grassroots Management Training) were 
eventually sold into the private sector where they were 
modified and adapted to meet to the demands of the 
training market. 

Another example of successful private sector supply of 
BDS under FIT program involve a participant of the ILO 
sponsored training program called Improve your Busi- 
ness Training, who offered fee based training to [her] 
fellow enterprises. The commercial small enterprise radio 
program initiated by FIT provides market information 
and promote interaction among small enterprises and BDS 
suppliers. They have been instrumental in eliminating 
policy bottlenecks and opening markets for milk traders 
and fishermen, increasing safety and sanitation in physic- 
cal markets, and reducing electrical and telecommunica- 
tions costs. They reach over 300,000 listeners. 

4.2. Shea Kernel Value Chain, Mali 

Action for Enterprise (AFE), with USAID funding, is 
developing the Shea subsector in Mali by improving its 
access to export markets, which benefit a large number 
of rural women who harvest and process Shea nuts [32]. 
Shea butter is processed from nuts, which grow on in- 
digenous trees in semiarid conditions. A major share of 
Shea is consumed in Mali. The exported Shea is mostly 
traded in kernel form and processed into butter by four 
lead industrial processors, mainly in Europe, who domi- 
nate this high-demand market. These buyers fill only 10 
percent of their annual kernel requirements from Mali 
because of poor product quality, high transportation and 
border crossing costs, and unreliable delivery. 

The project team started by exploring the potential for 
exporting higher value Shea butter, which included mar- 
ket research and development, Shea butter quality as- 
sessment, and assessment of constraints to market pene- 
tration. The project then attempted to induce exporters to 
invest in production and supply chain improvements that 
would result in a more marketable product. These active- 
ties included facilitating contact with international buyers, 
promoting Mali Shea butter and suppliers via a website, 
building the capacity of exporters to respond to buyers 
with quotes and professional samples, and troubleshoot- 
ing logistical (packaging and transportation) issues, many 
of which involved sharing costs with exporters and buy- 
ers. 

In view of the comparatively poor quality of Mali’s 
Shea butter and high cost logistics, the opportunities for 
exporting high quality Shea butter went mostly to neigh- 
boring countries, notably Ghana. However, opportunities 
for exporting high quality Shea kernels materialized 
through contact with European buyers and were devel- 

oped as a means of promoting quality improvements to 
the raw material for Shea butter and increases in rural 
incomes of Shea kernel suppliers. In addition, exporters 
viewed investments to improving Shea kernel quality as 
more manageable and less risky in view of the signifi-
cance of the market opportunity. At this point, the project 
team helped exporters improve their supply chain by 
improving the linkages between exporters and their sup- 
pliers, and between suppliers and women Shea gatherers. 
The project team helped exporters organize their suppli-
ers, for example, by carving out territory for each one to 
cover. AFE developed training materials and trained ex-
porters to use these materials in training their Shea trad-
ers. Some topics included were: Shea quality criteria, 
operational procedures for procuring and handling Shea 
kernels, financing policies and arrangements, attracting 
Shea gatherers, and communicating with and providing 
technical guidance to Shea gatherers. The project also 
developed and cost-shared new types of promotional 
activities, such as radio spots to inform Shea gatherers of 
the opportunity and quality concerns. Costs were kept 
low and techniques simple so that exporters could easily 
replicate the strategies once the project ended. According 
to project management, building these linkages required 
steady attention to the expectations and issues of market 
players in order to coax the process forward in a sustain-
able manner. This meant finding a balance between too 
much and too little involvement. For example, when pro- 
ject staff learned that both the importer and the exporter 
were looking for communication from each other and not 
getting it, project staff coached each party to take the ini- 
tiative to send an e-mail, rather than transmitting the in- 
formation themselves. Although this coaching role takes 
longer than more direct involvement, it establishes more 
durable market linkages. 

4.3. Honey Value Chain in Muzaffarpur, India 

This is a Ford foundation assisted project that operates in 
200 villages in Muzaffarpur region in India [33]. The 
project focused on value chain development of honey. 
Implemented by the EDA Rural System, an enterprise 
consulting firm, the project assisted the bee-keepers in 
the regions in bee-keeping activities. The EDA Rural 
conducted an initial value chain assessment of the sector 
which revealed that the bee-keepers lacked any knowl- 
edge of scientific bee-keeping, honey extraction methods, 
disease control, quality control etc. The initial activities 
included mobilization of bee-keepers in to associations, 
training on basic bee-keeping, and the development of 
bank and market links including promoting professional 
marketing agents. The other activities included; forming 
the bee-keepers federation, promoting the strategic alli- 
ance between a local co-operative marketing institutions 
known as Timul, the development of website, efforts to 
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reduce tax on honey trade and publishing the bee-keepers 
directory. Over a period of three years 42 bee-keepers 
associations were formed with 1484 members from 128 
villages. The associations’ members have a total of 82,000 
bee-hives with an annual production of over 4000 MT. 
EDA also worked to create viable market linkage work-
ing with Timul and Dabur. The result is that honey is 
being marketed through the network of Timul a co-op- 
erative marketing institution, and Dabur India. A network 
of traders called Professional Marketing Agents, were 
also created for marketing of honey produced by the 
bee-keepers. The EDA team also helped to establish new 
suppliers of bee-hives, bee-broods and foundation sheets 
so that the bee-keepers could obtain the supplies they 
needed on time. Two honey processing units were also 
established. A state level federation of bee-keepers was 
formed in April 2005 to help the bee-keepers identify and 
act on issues hindering the growth of their business, and 
to act as a catalyst for the industry. With the guidance 
from EDA, this federation has undertaken several activi- 
ties including ensuring better return on honey, training, 
developing the market and strengthening bank linkages, 
supplying inputs to bee-keepers and policy advocacy 
such as dealing with sales tax issue, the publication of 
bee-keepers directory, and audit and capacity building 
services for the associations. 

5. Value Chains and Small Enterprise  
Development: Emerging Results 

5.1. Market Access 

A vast literature on value chains and BDS market devel- 
opment provide evidences on small firm’s access to mar- 
ket. Humphrey and Alemann [34] have reviewed several 
MSE value chain interventions across different countries. 
Some of these interventions focus on establishing busi- 
ness-to-business linkages along the value chain, while 
others look at improving the broader business environ- 
ment in which the value chain operate. They found that 
value chain interventions that are oriented towards busi- 
ness-to-business linkages typically employed one or four 
methods to improve chain performance. These include: 1) 
identifying and working with weak links within value 
chains that undermine the performance of value chain as 
a whole; 2) improving flows of resources and knowledge 
along the chains; 3) improving the efficacy of linkages 
between chain actors; and 4) developing new alternate 
linkages in the value chains. It was found that interven- 
tions oriented towards the wider business environment 
focuses predominantly on mobilizing stakeholders to 
engage with regulators and government. 

Several organizational forms and business models 
have emerged for facilitating MSE’s integration into 
market. Jenkins et al. [35] have identified six types of 

mechanism by which large companies are supporting 
business linkages and SME development. These mecha- 
nisms include: partnerships along individual company 
value chains; groups of companies in the same industry 
sector or location working collectively together; tradi- 
tional trade and industry associations enhancing their 
capacity to better serve SMEs; joint public-private finan- 
cing mechanisms; dedicated small enterprise support cen- 
ters; and multi-stakeholder public policy structures. 

A study by Harilal et al. [36] examined whether an 
expanding global market provides opportunities to en- 
hance the livelihoods of small cashew farmers in India 
and increase employment in the processing industry. 
Their analysis indicates that concentration and consolida- 
tion in the power of retail giants tend to drive down the 
terms on which in-country suppliers and other even less 
powerful actors engage in the production and processing 
of cashew nuts.  

Harper [37] provides several examples of fully inte- 
grated value chains that demonstrate even the smallest 
producers can be linked to modern markets in ways 
which are profitable for all parties. These case studies 
invariably show that if rightly built, value chains can 
include and benefit poor producers by offering them an 
opportunity to piggy back on growth of demand in dis- 
tant locations, which small producers can never reach on 
their own.  

Deka and Kumar provide the experience of PRADAN, 
a national level NGO in India working on development 
of small holder poultry in Madhya Pradesh [38]. PRADAN 
started work by introducing incremental changes in the 
existing backyard poultry systems through supply of 
cockerels, improved dual purpose birds, marketing sup- 
port and mobilization of poultry producers (comprising 
of women from tribal and dalit families) into Self Help 
Groups (SHGs). Subsequently, PRADAN motivated these 
SHGs to organize themselves into a co-operative called 
Kesla Poultry Cooperative Society. The co-operative has 
set up four state of the art Sukhtawa Chicken outlets in 
Bhopal where chicken are sold live and are processed in 
the machine in front of the consumer. PRADAN provides 
a crucial role in terms of support, capacity building, ex- 
change and providing linkages, research, etc. In their 
study [38], it was found that formation of the Kesla Poul- 
try Co-operative Society has successfully linked small poul- 
try producers to fast growing broiler markets by building 
a transparent collective, filling skill gaps, addressing pro- 
duction variables, providing inputs services and network- 
ing for set-up costs. 

International Development Enterprises (IDE) Nepal is 
helping small and marginal farmers in remote rural areas 
to increase production from subsistence to commercial 
levels [39]. IDE focused on developing commercial mar- 
kets for agricultural inputs, in particular micro-irrigation. 
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In this effort, IDE had developed and comercialized com- 
prehensive input packages appropriate for smaller-scale 
farmers and linked these farmers with buyers to help 
them grow and sell higher value vegetable crops. 

The Tripple Trust Organisation (TTO) in Africa is 
strengthening the links between spaza owners (small re- 
tail shops) and product manufacturers and wholesalers 
who are interested in penetrating the township market 
[40]. TTO is assisting spaza owners in forming a network 
called Shop-Net, which strengthens spaza shops’ position 
in the grocery supply chain. Shop-Net provides three 
basic benefits to spaza owners: 1) membership in a vol- 
untary buying group to purchase stock collectively and 
secure discounts with local wholesalers; 2) access to 
business support services-costing, pricing, store manage- 
ment, and customer relations; and 3) access to linkages 
with suppliers, manufacturers, wholesalers, and other 
trading partners. 

5.2. Access to Business Services 

There is increasing evidences on MSE’s access to a vari- 
ety of business services as a result of inclusion in value 
chains. Kashyap [41] describes the experience of organ- 
ising Gram Shree Mela, an exhibition cum marketing 
event targeted for the rural producers in India. These 
exhibitions helped the participants to directly interact 
with urban consumers and sell their products. In addition, 
the participating groups received free marketing advice, 
and serious effort was also made to bring producer and 
consumer in to direct contact thereby eliminating the 
ubiquitous middleman.  

Manaktala [42] reports experience of International De- 
velopment Enterprise (IDE) in India. IDE is reaching 
over 450,000 poor farmers with micro-irrigation systems 
and other agricultural services through 2000 profitable 
service providers.  

A study by the International Labour Organization [43] 
in Thailand and Vietnam provide information on various 
business models for BDS delivery that include: 1) fee for 
service; 2) commission basis; 3) through business rela- 
tionships; and 4) through the business environment. It 
was found that sales services were typically provided on 
a commission basis. The channel through which the wid- 
est variety of services was delivered was business rela- 
tionships. Services delivered through this channel in- 
cluded training, marketing, product design, and market 
information. Some types of business information were 
also offered through the media and customers. The study 
also shows that even the smallest businesses obtain busi- 
ness services through private sector channels. The ILO 
study [43] also cites several examples of embedded busi- 
ness services found in Vietnam furniture industry. In 
Vietnam, many furniture showrooms in Hanoi sell furni- 
ture sourced from rural small scale producers. Some of 

these showrooms provide market information and prod- 
uct designs to their suppliers; one of them prepares de- 
sign drawings when ordering furniture from rural pro- 
ducers. These services help rural producers stay in touch 
with changing urban market trends and the showrooms 
embed the cost of this service in the commission and 
mark-up it receives on sales and orders. 

In Kenya, Tototo Home Industries is providing busi- 
ness services to a large number of women’s groups [44]. 
In association with World Education, Tototo Home In- 
dustries introduced an innovative participatory business 
training program focused on three specific themes: profit, 
regular return and financial records. It employed several 
participatory methods to engage the trainees. The overall 
impact of the training program reflected on the improve- 
ment in financial performance of the member’s group bu- 
siness. 

The FIT program in Ghana and Kenya facilitate com-
mercial BDS market for MSEs [45]. It facilitated series 
of exhibitions and workshops with farmer groups and 
MSEs in a process of ‘participatory technology devel- 
opment’ with opportunities for entrepreneurs to show 
case their products and interact with a large number of 
potential customers. The qualitative assessment of the 
FIT program revealed that the participating MSEs were 
able to improve technical skills and knowledge about 
improved equipment, improved linkages with suppliers, 
received ideas for new improved products, able to im- 
prove their management skills, particularly in customer 
relations, record keeping and employee relations. 

6. Conclusions 

The various chain conceptualizations, particularly the 
global value chain analysis provide a framework to map 
and analyze the spatially dispersed and organizationally 
complex production networks that are an important as- 
pect of economic globalization. The studies in global 
value chain analysis examined market integration of 
firms in terms of inter-firm relations, governance rela- 
tions and upgrading practices. It is well recognized that 
integration into global value chain improves firm’s com- 
petitiveness. The integration of small firms into global 
value chains is an emerging area of research. In recent 
years, there is an increasing effort in linking small pro- 
ducers into high value market.  

Value chain development and BDS market develop- 
ment constitute two widely used approaches in integra- 
tion of small producers into market. While value chain 
development emphasizes on strengthening market rela- 
tionships, the BDS market development aims to improve 
sector competitiveness through creating a viable market 
for business services. Most of the studies dealt with value 
chain business models and experiences of agencies pro- 
moting value chain development. Experiences of pro- 
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moting pro-poor value chain suggest that integration 
small producers in to global/local value chains provide 
opportunities for them in improving their competitive- 
ness.  

An important outcome of the value chain development 
and BDS market development, as revealed by several 
studies, is the improved market access for small produc- 
ers. This market access is made possible by strengthening 
of inter-firm relationships, fostering collective action and 
creating an enabling business environment. Several mod- 
els of integration have emerged. In most cases the small 
producers are facilitated to work in groups/producers’ 
organization. Another commonly found linkage model is 
the initiative of a lead firm. 

Developing a market for business services is an im- 
portant aspect of integration of small producers into the 
market. In most cases, small producer’s access to busi- 
ness services is made possible through inter-firm link- 
ages and developing market for business services. Unlike 
the traditional approach to provision of BDS involving 
subsidized training or market support, the BDS market 
development emphasize on private provision of business 
services. The emphasis is on building capabilities of the 
BDS providers to extent cost effective BDS to small pro- 
ducers. A key learning from BDS market development 
and value chain development is that even the smallest 
producers will also be able to benefit from market inte- 
gration, by creating appropriate models of market inte- 
gration.  
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