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Why value chain activities of rural economies in emerging markets are not commercial? Carpenters in
rural Tanzania have been working hard to improve their lives, but they remained poor as they cannot create
value for customers and capture a sizable value from the activity. This qualitative case study uses the Theory
of Constraints to detect the limiting factors for the commercialization abilities of carpenters in rural
Tanzania. Access to finance and basic amenities, technology, business management skills, business attitude,
and commitment are the weakest links that limit the ability of carpenters to commercialize their activities.
Enhancing technology adoption, building business attitude, culture and skills for rural carpenters is
important to commercialize carpentry activities in emerging markets. Linking the Theory of Constraints
and the Value Chain theory in management sciences sets an empirical suggestion to commercialize rural
economies in emerging markets. Commercialization of rural value chain activities can be done by changing
the firms’ abilities to create value to potential customers and capture value from the activity.
Keywords: forest value chain, value creation, value capture, theory of constraints
INTRODUCTION
In developing areas, rural and urban local markets have unique characteristics that include size, growth
rate, competition, and opportunity for innovation (Majumder, 2012; Chikweche, 2013; Jun et al., 2013).
This presents an excellent opportunity for business growth for rural and urban businesses:
Commercialization abilities of the value chain of rural economies. Surprisingly, most value chains of rural
markets like carpentry (Msamula et al., 2016), beekeeping (Tutuba & Vanhaverbeke, 2018), and agriculture
(Kyaruzi & Ngowi, 2011) are still under-served or yet to be explored. They are served by a sector that is
poorly organized, functions through disorganized channels, with uncoordinated actors. Commercialization
practices are still inefficient, weak, and disorganized.
Tanzania is endowed with immense forest resources which are indispensable for sustainable rural
development as they can promote diverse rural value chain activities (Tutuba & Vanhaverbeke, 2018;
Tutuba et al., 2019a). But, the experience is different, “forest resources do not at present provide a sufficient
contribution to the Tanzanian economy. A mismatch exists between the abundance of forest resources and
the socioeconomic gains from such resources” (Msamula et al., 2018, p.188). For example, forests serve
as a potential source of raw materials like logs and timbers for carpenters in the wood furniture industry.
But, rural carpenters remain poor, do not show significant economic and social development: They have
not been able to commercialize the activity by creating value to customers and capture a sizable value from
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the activity. Therefore, it is important to investigate the commercialization inabilities of rural value chain
activities in emerging markets.
To commercialize their activities, firms are required to create value for their target customers, deliver
value and capture a sizable value from the activity (Sanchez & Ricart, 2010; Zott & Amit, 2014; Peprah et
al., 2021) because customers tend to buy products that have [more] value (Osterwalder & Pigneur, 2010;
Tutuba & Msamula, 2020). Similarly, the competitive performances of firms depending on their abilities
to create additional value for consumers (Msamula et al., 2016). Therefore, the inability of rural carpenters
to gain economic advantage and competitive advantage tells us that they are unable to create value, deliver
value to customers and capture value from customers. This raises some questions: why carpenters in the
carpentry [woodworking] sector in Tanzania not creating value for customers? Why are they not capturing
a sizable value from the activity? What are the factors constraining their value-creating and value capturing
abilities? What can be done to promote the value creation and value capture abilities of carpenters in the
industry? The study uses the Theory of Constraints (TOC) to analyze the limiting factors to commercialize
carpentry activities in Tanzania. The study contributes to a theoretical understanding and application of the
TOC, value chain and value theory. Also, it builds on the body of literature on the factors constraining
commercialization abilities in the woodworking sector in emerging economies like Tanzania.
This study is organized as follows: following this introduction, first, we provide the theoretical review
and conceptualize key concepts of the study. Then we present the methods and approach followed by the
findings. Finally, we discuss the findings and provide the main conclusions and implications.
THEORETICAL REVIEW
This section review some work of kinds of literature and theories of the key concepts of the study.
The Value Chain Theory
The value chain concept emerged and comes through business management after the seminal work of
Porter (1985). The term value chain represents a series of activities that provide value to customers in the
form of a product (Walsh, 2011; Jaligot et al., 2016). It is the full range of activities that are required to
bring a product from conception, through the different phases of product delivery to final consumers, and
final disposal after use (Kaplinsky & Morris, 2001; Tutuba & Msamula, 2020). It is a strategic network
between independent business organizations i.e. linking different firms within a supply chain operating to
deliver value to target customers (Collins et al., 2015; Tutuba & Msamula, 2020). Furthermore, Porter
(1985) presented the value chain analysis as a model for the identification and measurement of those
activities comprising a firm's value chain. He argues that “gaining and sustaining competitive advantage
depends on understanding not only a firm’s value chain but how the firm fits in the overall value system”
(p. 34). Carpenters can commercialize their activities if they can gain a competitive advantage by
considering their value chain in the creation system.
In the value system, every single firm occupies a particular position within the value chain structure
and adds value to the ‘inputs’ before passing them to the next actor (Jaligot et al, 2016; Msamula et al.,
2018). What is important here is not only the position that the firm hold in the value chain but also the
capabilities (Teece, 2018; Tidd & Bessant, 2018) to carry out activities to add value: The firm has to perform
some activities to add value before passing it to the next actor (Tutuba et al., 2019b). In this regard, value
creation is not just adding value step after step but the configuration of the roles – redefining the valueadding activities – and relationships among actors of the value-creating system. Therefore, the value chain
creates value by a value system or value-creating system and not a single firm. For example, carpenters
cannot create value alone, they have to strategically link with other actors like timber makers in the furniture
industry so that they can create and deliver value to customers. It is with this understanding that we define
value chain as the ability of firms to co-create value through the strategic interlinkage, and performance of
a series of activities from the acquisition of the raw materials to consumption and disposal.
Moreover, the position that a firm occupies in the value-creating system can play a role in creating
value than other firms as a result of 'position advantage' (Tidd and Bessant, 2018). The position advantage
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can be due to the size or power of the firm, complementary assets, brands and standards, and access to raw
materials, distribution channel, and customers. As a result, a value chain represents a set of activities that
different firm operating in a specific industry performs to deliver the product for the market: different links
connects or work together to deliver value to customers. Each link in the value chain involves a source
input, a process of value addition and selling the material to the next link in the chain: each step adds value
to the product and often generates more revenue than the previous step (Jaligot et al., 2016; Collins et al.,
2015). The commercialization abilities or the benefits to the firm comes in the form of profits when
customers are willing to pay for that value an amount above the costs associated with creating that value.
Therefore, while rural entrepreneurship is essential to stimulate rural economies and foster inclusive
growth, carpenters have not fulfilled expectations in rural emerging economies: They remained poor as they
are unable to create value for their customers and capture a sizable value.
The Value Theory
Value creation is a widely used concept in strategic management. Porter (1985) argue that the value
chain consists of several activities in a business that are involved in creating and making products available
to the market. In Porter's view: value is the amount buyers are willing to pay for what a firm provides them.
But, Osterwalder and Pigneur (2010) argue that value proposition has two faces; whom the value is created
for (i.e., the customer or value consumer) and who creates value (i.e., the firm or value creator). Indicators
of customer value include customization, design, brand, price, cost reduction, risk reduction, accessibility
and convenience. For commercialization purposes of rural value chains, this view of value is the most
suitable description of value in the furniture industry. Therefore, this study adopts the description of value
as many of the lies within the product feature of furniture.
Furthermore, within the value creation theory, firms like carpenters have to consider some factors which
affect value creation and hence the commercialization abilities of a firm. Some of the factors include
strategies and market orientation; human resources in terms of education, experience and resilience of
entrepreneurs (Isaga et al., 2015; Msamula et al., 2016); investment in research and development,
technological resources, financial resources (Tutuba & Vanhaverbeke, 2018); location of the business,
capabilities (Teece, 2018; Tidd & Bessant, 2018); physical distance between upstream and downstream
actors and social capital which includes membership in business associations (Isaga, 2018). Furthermore,
Msamula et al., (2016) argue that business relationships between a firm and stakeholders such as suppliers,
and customers; knowledge and research centres; technology centres; and consultants are of importance as
such relationships are linked to the value creation abilities of a business. The intensity of competition, the
extent of imports to developing countries (Isaga et al., 2015), and the interaction of actors through
governance structures (Tutuba & Msamula, 2020) are all additional factors that affect the distribution of
benefits across the rural economy. However, these factors exist within the industries as well as within the
supply chains in which commercial enterprises operate. The TOC argue that a system cannot be constrained
by so many links but only a few. So, the commercialization of carpentry activities cannot be limited by so
many factors. The study uses the cause-and-effect approach of the TOC to narrow down the "symptoms"
to reach the real constraining factors of value creation and hence value capture.
Theory of Constraints
The TOC has been commonly known as a management approach that aims to manage breakthrough
improvements by focusing on a constraint that prevents a system from achieving a higher level of
performance (Simatupang et al., 2004). Dettmer (1997) argue that TOC views a system [carpentry] as a
chain composed of many links which are strongly interdependent and all contribute to the system goal.
Therefore, if the system fails to achieve its goal, the main reason will be the underperformance of at least
one of the links, also called the weakest links (Goldratt & Cox, 2004; Moynihan, 2014) or a constraint
(Tutuba & Vanhaverbeke, 2018). This is to say that, the overall performance of carpenters is restricted by
its weakest link because the chain is only as strong as its weakest link. To improve the performance of a
system, the first step must be to identify [a constraint] the system’s weakest link.

74

Journal of Management Policy and Practice Vol. 22(2) 2021

Identifying a constraint in a system has been a challenge to most managers because they focus on visible
negative effects, rather than the root cause of the problem. However, based on the underlying foundation
of the TOC, managers can identify the root cause of negative effects. TOC focuses on the cause-and-effect
thinking process to identify the constraints (Dettmer, 2000). To improve the performance of the system, the
rest of the system links will then be restructured around the identified constraint. The cause-and-effect
thinking processes of TOC has been applied to identify, understand, and improve all systems in an
organization (Goldratt & Cox, 2004). The process uses three questions (Rahma, 2002): what to change;
what to change into, and how to cause the change? However, this study aims to identify constraints that
limit the ability of carpenters to commercialize their activities in the woodwork systems. Therefore, the
study is limited to the first question: what to change?
What to change? This is the first question, and the first step of the TOC, and aims to define the core
problems found in a system. Junior et al., (2004) argue that this step is constructed from a cross-functional
logic that analyses the core problems of a system in depth. By using the TOC approach, the what to change
question is answered by the construction of a current reality tree (CRT) from a list of observable symptoms.
CRT is a logical structure of thinking tools that depict the reality in a given system (Rahma, 2002; Junior
et al., 2004). CRT aims to define the core problems found in a specific system. To do this, a scientific
method based on cause-and-effect is used to identify the underlying common cause, and the core problems
for all of the symptoms (Dettmer, 2000). Since this study is limited to what to change the question, the
cause-and-effect technique will be used to identify the weakest link for commercialization inabilities of
carpenters in the woodwork industry in Tanzania.
APPROACH AND METHODOLOGY
This qualitative study descriptive approach (Hair, 2007; Saunders et al., 2009) employs a multiple-case
research design using a holistic approach (Yin, 2014, 2018). By using the saturation criteria 18 cases from
Kigoma (4), Tabora (8), and Iringa (6) regions were purposively selected. Their external conditions differ
and therefore their diverging results can be attributed to such conditions. The level of availability and
accessibility of basic amenities in rural areas and their descriptive nature is the condition for the inclusion
of cases in this study. Data were triangularly collected through interviews and observations. This technique
allows the collection of more information to provide a holistic view of the studied phenomenon (Elliott &
Timulak, 2005; Hair, 2007). Also, the methods make collected data stronger as Yin (2014, p.10) suggested,
“you always will be better off by using multiple rather than single sources of evidence”.
After transcribing the interviews and developing field notes, data coding was conducted. The attribute
coding method is used to capture descriptive features of rural carpentry such as size, age, productivity, and
formalization status; it is a suitable coding method in capturing descriptive features of the study cases
(Saldana, 2013; Msamula et al., 2016). The cause-and-effect analysis of the CTR follows. It uses derived
themes from the codes; with such the TOC suggest that the factors termed as the weakest links be linked to
finding the root cause for commercialization inabilities of rural carpenters in Tanzania. With the research
methodology outlined, the next section presents the research findings.
FINDINGS
This section presents the findings of the research by presenting descriptive characteristics of carpenters
in the wood furniture industry. Followed by the explanations for the commercialization inability of
carpenters in the rural areas of Tanzania.
Description of Rural Carpenters
Carpenters in rural areas have different features and characteristics to include: size, age, ownership or
management, formalization, and capital investment describes rural carpentry firms. Table 1 below
summarizes these findings.
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TABLE 1
CHARACTERISTICS OF RURAL CARPENTERS IN TANZANIA
MSEs Characteristic
Size of MSEs
Formalization
Management
Age of MSEs
Capital investment

Findings on the characteristic
Less than 5 workforces
13 firms (72.2%)
Formal firms
3 firms(16.7%)
Sole firms
16 firms (88.9%)
Less than 5 years
10 firms (55.6%)
Less than 5 million (Tshs)
14 firms (77.8%)

Source: Research Findings (2021).

5-49 workforces
5 Firms (27.8%)
Informal or unregistered firms
15 firms (83.3%)
Limited companies
2 firms (11.1%)
5-10 years
10+ years
7 firms (38.9%)
1 firm (5.5%)
5-200 million Tshs
4 firms (22.2%)

Value Creation
Rural carpenters create value from the forest resources by making different products including domestic
furniture like beds, cupboards, and sitting room sofas; office furniture like office tables and chairs, school
desks and bookshelves; and construction or building furniture like doors, windows, and roofing of houses.
We observed that the most frequently manufactured products are beds and doors.
Carpenters from rural areas have three perceived elements of value creation that are necessary to
commercialize their products: (1) the quality of inputs that are used to make a piece of particular furniture,
(2) the quality of the product's features, and (3) the quality of delivery services. The quality of raw materials
is described in terms of the types and quality of timber used to make a piece of furniture. The former is
measured in terms of hardwoods, softwoods, woods from natural trees, and woods from planted trees while
the latter is measures in terms of dryness and durability. Similarly, durable timbers are the ones coming
from trees as opposed to non-timber materials such as chipboards and fiberboards.
Moreover, carpenters measure the quality of products’ features in terms of designs and styles: Shaping,
smoothing, vanishing, coloring and decorating the furniture. Firms with the ability to smoothen the
furniture, polish well the product and decorating with shapes, corners, and cuttings create more value and
hence commercialization abilities. Regarding the quality of the delivery services, the study indicates that
reliability in terms of timely delivery of products to the customer is the most important factor. Other factors
include trust and delivering the product in the same design and feature as agreed or displayed before
receiving an order. Customers prefer to buy ready-made furniture because most carpenters are not reliable,
cannot be trusted, and in some cases, they deliver products not in the same design as proposed or agreed
with customers.
The Commercialization Constraints
To understand the reasons for value creation inability and hence commercialization inabilities, the
theory of constraints suggests understanding the root causes of the lack of value creation by rural carpenters
in the wood furniture industry. This study indicates that the reasons for value creation inability include:
limited technology, financial capital, raw materials, and skills and competencies. Other factors are
intangible resources, improper planning, and insufficient commitments of rural carpenters in furniture
manufacturing businesses.
Competition and Legal Issues
It is found that the competition and legal concerns cause the inability of the firms to create value.
Carpentry firms face all forms of competition: Price competition, competition within the local area,
competition within the carpentry association, and competition with imported products:
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"…competition is very high in our area, we are competing against each other. For example,
the normal price for a standard bed is Tshs. 150,000. But you may find some carpenters
who sell it for Tshs. 120,000 for the same bed manufactures using the same raw materials
and the same design".
Access to Markets
The lack of access to potential markets is the principal reason for value creation and value capture
inabilities of firms from rural with limited access to transport. Carpenters from these areas serve customers
who are in the localities. But these customers have high bargaining power as they have potential information
on costs, availability of raw materials and competitors prices and services:
Commitment and Business Attitude
Agriculture is the major economic activity of most rural people, carpenters are no exception. Rural
carpenters depend much on other income-generating activities outside furniture: Making furniture is not
their main income-generating activity. With their involvement in other income-generating activities, they
become less committed to furniture making. This lack of commitment limits their ability to confront the
challenges which undermine their commercialization abilities. They lack creativity and innovation in
creating value and delivering value to customers. Although the product's market exists, and raw materials
are available, the attitude towards carpentry business and their commitment limits their productivity,
creativity and innovation, and hence commercialization abilities.
Trust Between Carpenters and Customers
The main cause of value creation inability rests in customers’ distrust of a particular carpenter for the
firm. Consumer trust is undermined because carpenters are not delivering the products to their customers
as promised. The owner of one carpentry firm put it thus:
".… we, carpenters, are not trustworthy. We are losing customers because of trust. When
we tell the customer that the furniture will be ready in three days, then we should deliver
the furniture within time. This is important because it is the trust our customers have in us
that matters. But, most customers opt for ready-made furniture because they have been
turned down by some of the carpenters"
Limited Technology,
Making quality furniture requires good working tools and equipment. Also, to be productive, a
carpenter should have efficient machines and working tools. Limited access to adequate technologies like
modern furniture-making machines affects productivity and the ability to make quality furniture. The owner
of one of the firms said:
"… making a large number of furniture in a short period is difficult because we mostly use
hand tools. Also, making designer furniture with good finishing requires good machines
and tools which we do not have"
Limited Technical and Business Management Skills
Most carpenters in the wood furniture industry have limited technical and business management skills.
Regarding the former skills, carpenters are limited with the use of carpentry machines and tools like jigsaw,
wood spray, and smoothing tools. Regarding the business management skills, carpenters are limited with
the ability to formalize business, record-keeping, customer service, channel management and innovation.
For example, the use of middlemen to sell their products to urban customers limit customer knowledge,
understanding of customer needs, and hence limit their commercialization abilities. Similarly, the lack of
business management skills limits their ability to reach profitable markets in urban areas. The owner of one
of the firms pointed out that:
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Limited Access to Important Amenities
Access to important amenities like electricity, communication services like the mobile phone network,
and reliable transport services limits the ability of rural carpenters to create value, deliver value and capture
value. The potential market for such carpenters is the local customers: They sell their products to the
customers who are only available in the local areas. A very limited market is available for their products.
Most rural customers are farmers who have money to buy furniture after harvesting seasons. So, the peak
season for furniture firms is the harvest season which is mostly three months in a year. Make-to-order is
the dominant production strategy that requires customers to make advance payments for the ordered
products. Such arrangements of advance payments cause consumer inconvenience and increase competition
as customers will go for imported furniture or to other carpenters who have ready-made furniture.
The findings show that different groups of cases have different reasons for the inability of rural
carpentry firms in the wood furniture industry to commercialize their activities. These reasons are both
internal and external to the rural carpentry firm. However, the Theory of Constraints argues that the weakest
links of the system are very few. And if the demand exceeds supply, the link should be from internal. In
this regard, the commercialization inabilities cannot be caused by so many factors, but only a few. In the
next section, we offer the discussion, conclusion and study implication for the limiting factors.
DISCUSSION, CONCLUSION AND STUDY IMPLICATION
Most carpenters in rural areas are informal (about 88 percent) with the capital of less than five million
(about 77 percent), and they are a family managed (about 89 percent). These descriptive features of
carpentry firms in rural Tanzania are more similar to the description of SMEs in Tanzania as found in
(Kyaruzi and Ngowi, 2011; Tundui & Tundui, 2012; Isaga et al., 2015; Msamula et al., 2016). This
behaviour limit firms' ability to access potential business financing sources and hence the inability to invest
in the machine. This indicates that rural carpenters should be formalized and transformed into small
businesses. Also, they should change their ownership and management structures to be able to access other
sources of business financing and support.
For carpenters to commercialize their product in the wood furniture industry they should be able to
create value for customers and capture part of that value from customers. To create value, carpenters should
be able to manufacture quality furniture, improve productivity, improve service delivery, and use quality
inputs in manufacturing. So, any chain in the production process which limits the ability of carpenters to
create value will also limit their abilities to commercialize their activities. This study uses the TOC to
analyze the factors for the commercialization inability of carpenters in the wood furniture industry. The
TOC suggests that the firm is constrained by its internal weakest link when the demand for the product is
higher than the ability of the firm to meet such demand, that is, to supply enough products for the market.
However, in the wood furniture industry, the causes of commercialization inability by carpenters are
interdependent and related to the characteristics of firms. Therefore, for carpenters to commercialize their
activities they should consider the link between factors for value creation inability characteristics of the
firms. Some of the factors are described in the next section.
The use of old-style, mostly non-mechanical or not mechanized technologies such technologies limits
the ability of carpenters to produce quality products in terms of design, shapes, and finishing. Also,
carpenters use much time and energy/effort to manufacture a single product or part of the product which
results in low productivity. Their inability to manufacture quality products and being less productive results
in low sales volume and low profits. In this regard, carpenters remain relatively poor and cannot compete
in the market with either imported furniture or with urban carpenters with technologies. Furthermore, the
inability to create value for customers as well as capturing value from customers restrict the ability of these
rural carpenters to invest in more productive technologies as well as to access quality inputs. This increases
the gap between these firms and their competitors which makes them remains unchanged. This finding
tallies with that of (Msamula et al., 2016). However, by using the TOC, this could be a symptom rather than
the weakest link because different technologies are available for rural carpenters. The question could be,
why carpenters are reluctant or not able to invest in technologies? For example, some carpentry groups
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were given basic machines for different activities, but they demonstrated no significant change in their
product quality and customer service. This suggests that there is another weakest link that limits the ability
of carpenters to commercialize their activities.
The financial limitation is the next important constraint that pointed out to limit the value creation
abilities of carpenters in rural areas. Msamula et al., (2016) observed that most rural carpenters are
constrained with financial resources to invest in their activities e.g. to buy quality raw materials and acquire
more productive technologies. This limits their ability to create value in terms of both making quality
furniture and improve productivity. Similarly, financial resources limit the ability of carpenters to acquire
needed skills and competencies as they cannot afford to pay for the training. This limits their innovative
abilities especially in designing, making, and finishing their products; improving service quality; and
managing channels. The vicious cycle implies that the size of the firm remains unchanged (no firm growth)
and the value creation inability also remains unchanged. However, firms were able to invest in other
economic activities like agriculture and social activities. Even carpenters who have access to financial
resources are still reluctant to invest in the activity. This suggests that financial resources are just a symptom
and not a limiting factor for the commercialization abilities of carpentry activities in rural Tanzania.
Accordingly, most rural carpenters do the furniture making activity part-time and seasonal: They are
mostly engaged in other economic activities like agriculture hence considers carpentry as a secondary
activity. This attitude limits the ability of carpenters to invest in carpentry activities as they commit their
limited funds to other primary economic activities. The inability to commit funds to the activity limit their
access to technologies which affects the productivity and quality of furniture products. Because the furniture
is not of good quality then they cannot access potential markets and hence affects value capture abilities.
As a result, the small size of rural carpentry firms remains the same over time. This vicious cycle is as
presented in figure 1 below:
FIGURE 1
THE BUSINESS ATTITUDE AND COMMITMENT VICIOUS CYCLE

Source: Researcher, 2021
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Conclusively, the commercialization inabilities of the rural value chain in emerging markets, carpentry
activities in Tanzania is due to the business attitude and commitment. Rural business people have a
pessimistic attitude towards carpentry and the forest resources value chain. Most carpenters don't consider
carpentry as an activity that can be commercialized to improve their economic and social condition but a
second and part-time activity. Also, they think that the government and business supporting organizations
should support them to commercialize their activities. And even when they are supported, they do not have
or show total commitment towards the commercialization of the activity. It is therefore important to change
this attitude so that they can be able to invest, acquire skills and knowledge necessary for the
professionalization and hence commercialization of carpentry activities.
This study implies that the TOC, the cause-and-effect of the thinking tree analysis is a useful tool for
analyzing reasons for the commercialization inability of carpenters in the furniture industry in rural areas.
However, other theories like the Resources Based Theory and dynamic capabilities can be used to analyze
such conditions of resources like valuable, rare, inimitable and non-substitutable. Similarly, the findings
and conclusion of this study signify that carpenters performance in value creation is reliant on strategies to
acquire some basic amenities like electricity, machine and skilled manufacturers while capitalizing on
existing resources such as raw materials (timber) and social capital. So, the commercialization of carpentry
activity is facilitated by the improvement of such amenities. Another implication is that focusing on one
level or one factor will not improve the commercialization abilities of rural carpenters in the furniture
industry in developing areas. Business supporting and development actors which support rural development
in the wood furniture industry should work at different levels while focusing on different factors to attain
desired results. That also implies the need for collaboration across such organizations that are meant to
empower rural carpentry firms to be able to create customer value. To policymakers, especially those
engaged in the rural value chain development policy, national forestry policy, and rural development policy,
this study provides important information and finding on which they can rely upon decision making and
policy formulations.
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