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Decreasing trend-(29 percent) in food imports Between JaP022and Jan2023

Port of Beirut Unloaded Food Weight (metric tons)
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A Decrease in Jan 2023 versus Jan

2022 led by the following
imports categories decreases:

A 64 percent in coffee, tea,
matte and spices;

A 59 percent in cereals;

A A decrease of 12 percent is

registered when comparing the
2022 to 2021, 22 percent to
2020, and 36 percent to 2019;

A The first shipment of 33,000

tons of wheat, financed under
the Lebanon Wheat Supply
Emergency Project, has arrived
at the Port of Beirut on the 11
of February 2023
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Supply chain delivery systenevels similar to previous months

A All shops were functional in

Supply Chain (Feb 22 - Feb 23) February 2023,
Feb-22 May -22 Sep-22 Feb.23 A Stock_ levels in February 2023
98% 97% 98% 8% remain stable;

96% 93% 94% 97% < :
i i i A Shops with more than 2 weeks of

stock coverage at 72 percent;

100% ' )
b/ % s____ A Scarcity in products 6 percent,

80% \/ compared to 4 percent in December

2022, 24 percent in August and 35
percent in July 2022, due to bread
availability issues;

60%

40%

A Delivery of products within one
week affected mainly by fuel

20%

0% availability. Continue to register high
Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22 Oct-22 Nov-22 Dec-22 Jan-23 Feb-23 Ievels, at 98 percent in Febru ary
2023;
A Suppliers delivering full ordered
——Orders arriving within one week ——Orders fully delivered quantities remains high at 97
Two or more weeks of stocks Scarcity in certain products percent-
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USD Pricing at retail shops

WFP-contracted shops displaying the exchange rate

22% - On a digital screen

4% Using a mobile phone application

11% . Not capable of displaying the exchange rate

Sources: WFP Retail URiapid Shop Assessmeras of28 February2023

In February2023 the Lebanese
Ministry of Economy announced
that supermarkets in Lebanon
would price items in USD

A Prices of imported products as well

as products charged to
supermarkets in USD, will be
displayed in USD.

A\ Prices of products that are locally

produced (such as cigarettes, bread,
or fruits and vegetables) will remain
displayed in Lebanese pounds.

A The exchange rate used by

supermarkets will be visibly
displayed at store entrances, cash
registers and on receipts

A\ customers can pay in the currency

of their choice; if paid in Lebanese
pound, the bill is to be calculated
according to the rate displayed at
the store



Monthly Inflation

Monthly Inflation Rates (Jan 22 - Jan 23)
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A Monthly:

The consumer price index increased
by 8 percent between Decemb@R
and January23, while energy and

food prices increased by 11 percent
for the same time period;

A Yearly:

The consumer price index increased
by 124 percent between Janua®y
and Januar23, while energy prices
increased by 142 percent and the
food prices increased by 138
percent for the same time period,
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Informal market rate broke the90,000level

Timeline of the Exchange Rates' Variations and Central Bank interventions (Mar 22 - Mar 23)
Feb 2023
Official, Sayrafa and
Dec 2022 withdrawal exchange
. Sayrafa rate rates increased
100,000 increased and
Oct 2022 transactions limits
£ 90,000 May 2022 CB announced it would temporarily
° Circular 161 stop buying dollars on removed
2 80,000 extended and the Sayrafa platform
8 cabinet endorsed
% 70,000 Economic Rescue
8 Plan
S 60,000
o
o)
-

50,000
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30,000 JW _

20,000 ="
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------------------------------------------------ '
0
2 g ns > o v i i N g 4 v
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= = = Official Rate Lebanese Dollar (Bank Withdrawal) Sayrafa Rate Unofficial Rate OMT Rate

Source: http://lebaneselira.org & https://lirarate.comreported rates for black market and syndicate are the average of tigeabd sell rates

A The Association of Banks in Lebanor
(ABL)alled for a strike beginning
February6, which was suspended on
February24, so depositors would be
able to access banking services.

A During February, protesters attacked
banks while blocking roads,
protesting against informal
restrictions on cash withdrawals and
the rapid deterioration of the
economic situation.

A The informal market rate hit a new
record low reaching LBB,000USD
on 16" of February and reached
LBM0,000JSD on the 1t of March

A Central Bank continues intervention
through circularl61 (extended till
end of March2023);

Sayrafaate was increased to
LBA0,000USDon March2nd  with
the latest increase on MarctD
(LBR3,100USD).
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Currency Depreciation

LBP Depreciation on Informal Exchange Rate Market (Jan 23)

31%

45%

71%

79%

989

Monthly
(Jan 23)

Quarterly
(Nov 22)

Yearly
(Feb 22)

New official exchange rate
(LBP15000/USD)

Since October 2019*

A The national currency depreciated b
31 percent between January and
February2023

A The national currency has now lost
98 percent of its value on the
informal exchange rate market
compared to the former official rate
of LBR,507to the dollar.
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Full SMEB and MEB in LBP (per household)
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A Food and norfood

A SMEB: LBP13.6M or
USD273or a family of
five (+9 percent since
Dec22)

A MEB: LBP16.6M or
USD335or a family of
five (+8 percent since
Dec22)

A Food

A SMEB: LBP1.3M or
USD26er person (+9
percent since De22)

A MEB: LBP1.75M or
USD35er person (+9
percent since DeR2)

A Food SMEB reached LBP1.3I
by person in January 2023
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Non -Food Items (NFI) SMEB and MEB in LBP

(per household)
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A Non-Food ltems

A SMEB: LBR4M or
USDi7for a family of
five (+16 percent
since De&?2)

A MEB: LBR.6M or
USDB3for a family of
five (15 percent
since De&?2)

A Non-Food Services

A SMEB: LBR7M or
USD®6for a family of
five (#4 percent since
Dec22)

A MEB: LBB.3M or
USOL06for a family
of five (# percent
since Deg?2)
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Price increase continue across nearly all components of the food SMEB between Decexd@rand

January2023¢ bread registering the highest price increase since Janu20R2(154%)

Food SMEB
Components
(SMEB per
Individual
Weights)

SMEB Components Price (Jan 23)
LBP
Bread (7.02 Kg) 168,968
Pasta (1.8 Kg) 133,865
Brown Bulgur (1.95 Kg) 88,250
Egyptian Rice (2.4 Kg) 111,096
Potatoes (2.1 Kg) 38,990
Lentils (0.75 Kg) 54,812
White Beans (0.3 Kg) 22,715
Chickpeas (0.9 Kg) 70,747
Powder Milk (0.6 Kg) 182,129
Sunflower Qil (0.51 L) 48,905
Sugar (0.6 Kg) 26,052
Tomato Paste (0.6 Kg) 57,021
Eggs (0.45 Kg) 40,892
Cabbage (2.7 Kg) 23,670
Apples (1.5Kg) 39,000
Salt (0.12 Kg) 1,326
Tea (0.12 Kg) 53,733
Carrots (0.6 Kg) 11,620
Sardine (0.45 Kg) 119,626

Monthly

Percentage Variation

Quarterly

Yearly
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Gasoline prices

Monthly price average and variation (Feb
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=== Average monthly inflation (rhs)
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A Between February 2022 and
February 2023:

A The price of 20 litres of
motor fuels (Octanes 98
and 95) increased by 278
percent;

A The price of 20 litres of
diesel increased by 307
percent;

A The price of a 10Kg gas car
AYONBl aSR o0&

A The price of gas cylinder (L0KG)
surpassed the LBP1M level for
the first time on the 28 of
February 2023
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https://dataviz.vam.wfp.org/version2/country/lebanon

Understanding the potential of territorial
markets in promoting healthy diets:
Evidence from Lebanon

FAOMOA, 2023
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Introduction

FAQ in collaboration witMoA conducteda study on mapping of territorial markets
(TMs) in Lebanomluring September 202ZFebruary 2023

TMs as an essential food retail outlet was studied based on 3 surveys conducted in
number of territories

The study aims at better understandintpe functioning of these marketsia sound
data and evidence generation with emphasis on market inclusivity and access to
healthy and diversified diets and taking into consideration the impact of the
economic and financial crisis on these markets

The study findings to support in planning and implementation of interventioinsit
aim at improving the FSN situation at the level of the territories in alignment with
national strategies : Lebanon National Agriculture Strategy ((202%) and National
Nutrition Strategy and Action Plan (202026)



Mapping methodology

The study was based ¢ime methodology and guidelines for
participatory data collection in mapping of territorial markets (FAO,
2022)

A preliminary analysis survewas carried out in 13 markets in targeted
territories: North (Tripoli); SoutlSaida Sour) Nabatiyeh Bekaa(Zahlg
and BaalbeclHermel(Baalbeck Beirut and Mount Lebanon were
excluded from the study. A total 8fmarkets located in 6 different
districts across 5 governorates were selected.

The selection of the targeted TMgvas based on the following criteria:
diversity of food items available; large number of consumers that visit tl
markets due to easy access, competitive prices, location and proximity;
frequency of the markets (open oa daily basis or more than twice per
week); number of retailers exceeding 15 retailers; comparability of
markets in various territories
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Data collection

Data collectionconducted during Governorae Market ) me
OctoberNovember2022 e
A retailerdsurveywas implemented _
based on a representative sample of for Baabecc  Baabedk Commercia >
retailers B39out of 1099 taking into P R e YT o
consideration the following criteria: Hermel  wholesale&retail market
retailers operating in the market, food Bekaa  Ferzol wholesale F&V -5
groups on sale, sex and age groups of market
retailers Nabatiyeh ~ Nabatiyeh commercial 205
souk
A consumer§surveywas also South  Saida old souk market 151
Implemented in the TMs. The sample o .
. South Sour commercial souk 133
consumers which was randomly selecte
has been kept b|g enougB?{?) to North Tripoli F&V souk/souk el 130
capture the existing diversity among kameh
consumers North Tripoli Taalet el 240
Rifahiyeh
Bekaa Zahle commercial 37

market

No. of
retailers

sampled
(339)
33
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25

55

45

38

38

65

20

No. of
consumers
sampled
(337)
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1- Availability, diversity and origin of the products at the level of TM markets
2- Socieeconomic characteristics of retailers
3- Synthetic indicators



Avallability of products

A Products most offered include grains and tubers, industially processed foods and beverag
vegetables, Vitamin Aich F&V, fruits, processed Artisanal processed foods and beverag
F&B, pulses, nuts and seedsvhile meat, dairy Other fruits | —
products, artisanal processed F&B, eggs, poultry, and Other vegetables I

- itamin A-rich fruits and vegetableJEEGEG—
fish and seafood are the food least offered Vitamin Aich fruits and vegetabl

Fish and seafood I ——

A Grains and tubers have highest volumes of sales Eoos
(15,000 tons /month) , fruits (11,800 tons), vegetables Poultry |
(8,500 tons), Vitamin Aich fruits (5,700 tons)while Meat I
artisanal processed F&B (16 tons), eggs (21 tons), dal Pairyproducts sl

products (22 tons), and nuts and seeds (31 tons ) are Nuts and seeds I
Pulses I

the food groups least sold o
rains, white roots and tubers, and plantainSill -
A The most available food categories are the mostly solc 0% 10% 20% 30% 40% 50% 60% 70% B0% 90% 100%

in terms of volumes u Yes mNo

The economic and financial crisis has decreased the purchasing power ameagdowddle income households
leading to reducing consumption of fish, meat, poultry and eggs and dairy products and increasing consumption of
potatoes and vegetables



Geographical source of products

50% of products offered under the food categorie$
meat, eggs, poultry, artisanal processed F&B,
vegetables and dairy products from same district

Industrially processed foods and beverag il
Artisanal processed foods and beveragdiil
Other fruits NG

Food groups that originate from elsewheia the Other vegetabies IEEG—G—

same governorate include Vitam#rich F&V , fruits, Vitamin Acrich fruits and vegetable SEEEG_—_—

artisanal processed F&B, poultry, and vegetables rehand Se:‘”d—

Food groups that originate from elsewhere in the Pou:f: =
country include fruits, industrially processed F&B, Meat I
grains and tubers, and vegetables Dairy products

1/3 of products offered under food groupsf fish and ruts and seecl mm—n

Pulses NG
Grains, white roots and tubers, and plantainSill g

sea food, pulses, and nuts and seeds are imported,
followed by industrially processed F&B and dairy
products

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

H This district m Elsewhere in the region/ provincem Elsewhere in the countrym Another country

Lebanon is self sufficient in F&V, poultry and eggs but imports considerable quantities of fish, pulses and nuts ant
seeds. Although meat and dairy products are produced locally, quantities produced do not meet consumption nee
which are covered by imports (cattle meat, powder milk and various types of cheeses)



Source of supply

More than 95 percent of products offeretbr all food Industrially processed foods and beveragfl

. . . Artisanal processed foods and beverag
groups (with exception of artisanal processed F&B) ¢ i .
purchased from other producers/traders Other vegetables

Vitamin A-rich fruits and vegetabled

Fish and seafood

Small number of retailers buying their products Eggs

directly from farmersreaching 13% for artisanal PM“T .
processed F&B, fruits (10%), vegetables (9%), Vitam Dairy products
rich F&V (9%) and grains and tubers (7%) Nuts and seeds

Pulses

Grains, white roots and tubers, and plantaing
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

H Exclusively my production
Partly my production, partly purchased from other producers/ traders

Exclusively purchased from other producers/ traders

Most preferred market outlets for producers of F&V are wholesale markets. For dairy products, poultry and eggs, there is a
number of agreprocessing industries that distribute to retail outlets. For nuts and seeds, pulses, meat, fish, industrially
processed F&B, local production is limited and imported products are purchased from traders or distributors



Socieeconomic aspects

Men retailers represent about 86%f total retailers Zahleh Commercial marke {j—
with only 14% women retailers

There are large disparities in terms of net take home
iIncome between men and womereaching more than
40% (LBP 12 million women vs. LBP 17 million men)

Tripoli Taalet el Rifahiyeh_

Tripoli Fruit and vegetables souk /souk el kam_

Sour commercial souk—

There are also variations at the level of the markets S Ol oK —
with highest income disparities #ahlecommercial Nabatiyeh commercial sou |
market (163%) theiNabatiyehcommercial souk Ferz0l Marke! p————

(12 1%) Baal beClcom merCIaI sou k (62%) Wlth Income Baalbeck- Fruit and vegetables wholesale and retail
disparities lowest in Sour commercial market (17%) a market —
Sa|da)|d SOUk market (16%) Baalbeck- Commercial Souk of the il

0 10,000,000 20,000,000 30,000,000 40,000,000

Women B Men

Women retailers face barriers that hinder their full participation in the markets: limited access to financial servicesdand
facilities, limited access to marketing services, saalbural and legal barriers. Women retailers mostly own small businesses
offering dairy products and artisanal processed F&B



Poverty

A Retailers have an average monthly income per capita o0
of less than LBB million with a limited number having
a higher income

A About64% of retailers have a monthly income per
capita that falls below the poverty lindconsidering
the national poverty line of LBR3 million per person
monthly)

80%

70%

60%

50%

A The share of women retailers that fall under the o
poverty line is lower than that of men retailer&67% e
for women and65.5% for men) 20%

10%

0%

Men Women

H Retailers living below poverty line  m Retailers living above poverty line

Poverty has drastically increased affecting 74% of the total population (ESCWA, 2021). Taking into account
dimensions other than income, such as access to health, education and public utilities the rate increases to 82% o
the population living in multidimensional poverty



Business environmenAccess to credit

A 6%of retailers have a credit or loan more than38%
as informal credits28% from nonbank financial
institution, 24% from private commercial banks
from government agency ars®o from
cooperative/business association

A Reasons for not having access to cred@4%o of
retailers) include lack of opportunities and capacities
(50%), do not need creditglp%)

= Private commercial bank

= State-owned bank or government
agency
Non-bank financial institution

Cooperative/business association

s Other informal

5% 28%

Access to finance through private commercial banks has been limited due to the financial and economic crisis. Tht
microfinance sector was also affected (informal credits through NGOs or MFIs) with high risksseftlemnent,
high business uncertainties, fluctuations of the exchange rate and LBP devaluation



Business environmentnfrastructure

A alAy LINRofSYa I FFSOllow 3 o
prices (78%), absence of cold chain (67%), limited
demand (61%), poor storing infrastructure (55%), h|g|
food loss (30%) and poor quality of raw material (28%

A Existing infrastructure includes access to wa(@1%),
electricity (87%), toilets (60%) retailers booths (51%0), s
with retailers declaring poor access to warehouses -
(21%).
A All markets have no access to cold warehouses e
facilities for the collection or transformation of organic 2% I I

waste 10%

0%
No cold chain  Poor storing Poor quality of Limited demand Low prices High food losses
infrastructure  raw material

Market infrastructure, business services and credit services to be developed with emphasis on cold chain (largely
affected by the power outages and high fuel costs) , storing infrastructure and cold warehouses, facilities for
collection or transformation of organic waste



SI1- Gender inclusion indicator

Gender inclusion indicator is highest in Sour
commercial market andaidaold souk marketwith a
difference of 17% recorded in net tak®me income
between men and women retailers

Gender inclusion indicator iBaalbeckcommercial
souk was also high (0.9)

The lowest value of this indicatovas observed at the
level ofNabatiyehcommercial souk

Gender inclusion indicator showed equal inclusion in
Sour,Saidaand Baalbeckcommercial soukexplained
by increasing opportunities of women retailers to
informal credits or loans at the level of these markets

Gender inclusion Sl based on gender income gap (calculated as the ratio between women and mefhagte¢akeome) 9rld gap
0SG6SSY YIES FTYR FSYIFHES NBUOFAfSNAR ¢oK2 R2y QU KI @S | hegumla 02
inclusion of both men and women, a value close to 0 means women not included and a value higher than 1 means men not included



