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PURPOSE OF THE PRESENT YETHODOLOGICAL STUDY

The purpose of this methodological exercise is essentially practically
oriented, aiming to provide some guidelines for marketing research concerned
with the development of intra-African trade.

It has to be remembered that techniques and methodology of marketing
researeh are of relatively recent origin and thus, in a process of oconstant
development. As they have been conceived in developed merket economies and
consequently, adjusted to the prevailing socio—economic conditions of these
narkets, many of the concepts and methods need to be re—evaluated and
adapted in order to he of use in a different socio-economic context such as
thoge existing in African developing counhtries. In addition, the market
investigator has 1o give attention to z number of specific factors influenc—
ing marketing posgibilities and methods in these merkets. As a consequenoce
of this, the present methodology intends to incorporate two basic elements;
the "classical® methodelogical elements inherent in every marketing research
as, for instance, the basic market information required for an evaluation of
the demand and supply, and their application to African conditions; and the
sociowgtructural and psychological clemeants which have %o be given special
attention in marketing rescarch work in African markets. Applied marketing
rescarch methodology in Africa is still, fc a great extent, a2t the pioneering
stage. The present guidelines, therefore, include . the experiences over
several years of field marketing research in the different parts of the region.

~ However, and taking into account the changing pattern of demand, supply and

" trade in Africa, it goes without saying that also the methodology will have
te be constantly revised and developed according to need and experiences of
the field staff.

In order to give the theoretical framework a concrete substance, .the
methodclogy has been applied on o number of representative sample products
from the four subregionsg of Africa, showing the consecutive phases of desk
research for product and market identification and selection, pre-mission
precparations and contacts, logistic preparations, activities in the field,
identification of problems and conclusiocns as to penetration methods. The
gtudy will be revised and amplified in the coming years according to available
material and expericnce.

1. Product selection criteria

1. The meat industry has a high potential in the region, as has been shown
by the field studies carried out by the ICA/FAO Food and Agro-Industries
Advisory Group in the last years.l

_2/ Some aspects of the meat industry in African countries, A.J. Weitenberg,
Food Industries Officer, ECA/FAO Foed and Agro-Industries Advisory Group,

1975
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2o Fer many African countrics meat is one of the most important earner
of foreign currencies. 8till! pfrican countries import most of their meat
from outside the region. African annual imports of canned meat are about
15 00C tons, or almost the same qua:rtity exg ted by African producer
countries, mostly to. extro~ilrican markets.

3 Lfrican meat is known to be of a high quality and possesses suitable
characterigtics, especially for prccessing, and could, consequently, compete
with meat from other regions.

A Africa will probebly face & shortage of megt in the near future, if
consumption rises as projected, It is projecte 2/ that Africa's population
will increase by 2.9 per cent psr vear and could reach 430 millicn in 1980,
It has been projecited that meat (beaf and veal) consumpiion will increase

to 6.9 per capita that year and that therefore some 2 967 00C tons of meat
should be available in the region.  This means that Africa should have to
inerease production by 5.3 per cent per year during the last years of this
decade in order %o be able to satisfy her own demand. The present growth
in preoduction is 2.3 per cent consequently and unless preductivity rises
drastically in the coming years, Africa will probably face a shortage of meat
at the end of the decade if ccnsumpiion continues to increase at the present
rate,

Se In spite of this, African meat imports from outside the region
counld, at least partially, bec replaced by African suppliers, provided prices
could e made competitive by improved productivity and lower transport costs,
and the proper storage and transport facilities could be made available.
There are examples when meat imports from outside the region have proved to
be fifty per cent chesper than imports from meat producing neighbouring
countries, in gpite of the long itransports the extra~regional meat has to
pay. This is mainly due to the high producticn cogts of African meat in
some pfoducer countries.

6. The Fifth ECA/CAU Joint HMoeing on Trade and Development recommended
that BCL and OAU should explore the possibilities of concluding agreements
between producing and cohsuming couniries. in the African region - in respect
of primary commodities, espccially focdstuffs.

Ta The unpredictable import situation in the traditional export markets,
e¢gpecially AEC with its present super-production of meat, should rcpresent
an incentive for African meat producers to diversify their export market by
identifying ncw markets in the African regions

g/ Same: Tood Industries ih Tanzania, Mission repert, 1576.

g/ Some aspects of the reat industry in African countries. AeJ. Weitenberg,
Food Industries Cfficer, ECA/FAO Food and Agro-Industries Advisory Group,
1975




Phase 1 : [Preparatory desk rescearch on product availability

8. Source material to be utilized

(i) Teperts ¢z provicus missions, especially of the Lusaka/MIULPOC
team, the Joim# 2CA/FAC Agriiculture Division and the Joint
ICA/UNIDC Industry Division all referred to actual and
potential production in African countries.

(ii) Production statistics (both national and FAC statistios)
(iii) Foreign trade statistics (national and FAO/UN/ECA)
(iv) Specialized surveys (FAO monthly surveys)

(v) Other written source material (monographs, periodical

publications, etc.)

9. Tdentificaticon of main producer countries

An analysis of these sources shows that the countries of the subregion
wiich could be included in the research are the following:

(1) Countries with well-developed meat industrics:

Botswana, Kenya, MNadagascar and Swaziland

Reascns: Taeir animal production is free from diseases and under
vetaorinary control.

Carcas weight is higher than the average weight in Africaj
meal procegsing is on an industrial scale and exporte subject
to regular 1EC veterinary control, which allows them to
export to deoveloped countries.i

(ii) Countries with devcioped meat industries are Ethiopia,
Tanzania, Somalia

The production of these countries is generzlly lesg advanced than that
of group (i), in that:

~ Their cattle are not completely free from disease¢s, and veterinary
control and hygienic conditions ‘are less developed;

- Carcas weight is considerably lower than for (i)

- They are not allowed to export unsterilized neat to EEC, since
hygienic conditions of the slaughter houses do not meet the
standards of doveloped countries, Yet pre—cocked, chilled and
canned meat is being exported to several markets in Africa, Europe
and the Middle Fast.Z

l/ A, Weitenborg: Some aspects of the meat industry in African countrieg, 1975.

2/ Food Industries in Tanzania, A. Wcitenberg 1976,



Phase 2: Egtablishing pfidrities as to the pfoduoer countries

1o be included in the field marketing research

1C. Reason for the selectior:lEimitation as 4o funds, time and

available expertise impcse a gystem of priorities.

Criteria for the selection

(i) Overall importance of the meat industry for the economy of the

country taking intec account the following factors:

— Importance as an actual and/or potential earner of foreign

CUTrrency.
~ Importance as a source of employment.
— Production capacity and availability of raw materials

(ii) Quality of production (including veterinary control and quality

control}
(iii) Competitive production costs and export prices.

(iv) Previous cxport axperiences.

(v) Availablie surplus for export.

According to these criteria, the following producer countries are to
be selected. for the first field sw-vey: Botswana, liadagascar, Kenya and
Tanzania. These countries have all of them previous experiences in exports,
principally to the ZEC markcts, but are presently facing marketing problems.
Thig is valid especially for Tanzania and Dotswana.

Phase 3: Product and target market selection on collaboration with trade

authorities, cxport promotion focal peints and producers/
exporters in the selected producer countries.

11. ALetion 4c be taken :

~ TIstablishing pre-missioncentacts with the authorities and institutions
mentioned above in order to agree on the timing of the mission.

~ Visgit the prnducer countries for consumpatichs with the trade
authorities and produoer/exporters.



12. Purpose of the consulsations *

(1)

Tc establish prioritiss of the products to be included in the
field research taking into account:

— Actual and potenticl production capacity (Slaughtering, freezing,
canning capacity, cte)

* = Production problems

(ii)

-~ Transport facilities (refrigerated transportation facilities,
air transport ofc.)

-~ Availability of labor
~ Capacity(punctuality)of delivery.

To cstablish prioritics as to the target markets, taking into
agccount:

~ Existing consumption, productiom. and import of the target
mariket '

- Growth of income per capita
~ Consumpiion anhd import trends

~ Ixisting competition in the markets (statistical evaluation)

= Paymcnt capacity of the target country

— Ixisting payment facilities and banking connections
~ Existing preferenciil trade agreement:s

- impoff bolicy and rezirictions in the target country
~ Quality requirements and preferences (is known)'

~ Transport links andg costs.

13a These oriteria allow the establishment of a {tentative priority as to
{i) and (ii) as follows:

.

(i1)

(iii)

Products te be included: Preducer countries:
Fresh, chilled, frozen mecat Botswana, Madagascar, Kenyo
cannaed meat ladagascar, Tanzania, Kenya

Target markets: Zambia, Zaire, Bgypt, Libya, Reunion, Ivory Cecast,
Congo, Ghana, Mauritius, the Seychelles.

First priority

Selection criterias Proximity, existing transport facilities
Zambia, Igypt, Reunion, Mauritius, Seychelles

These markets are, consequently, to be recommended as priority targets,
after which the final selection could be made in collaboration with trade
authorities and producers. -
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Phase 4 1 Field marketing resecrch in selected markets

14. Pre-migsion contacts and logistic prépéfétions

General premiges for the work of a field marketing research mission

Marketing research is s relatively new field of activilty both in the
UCA and in its member countries of which most are only undergoing their first
experiences in export marketing in the African region. As such, it has its
own characteristics and requirements as distincet from the Ytraditional®
activities such as meetings and conferences, training courses etc., where
dates and schedules of work are mogtly known in advance to allow proper
administrative and logistic preparations. A field marketing research mission
ought to be prepared well in advance in ordor to ensure the following pre—
conditions for success:

~ Proper contacts in the field;

~ Adequate work programme in the field;

- Adequate informetion meterial (prices, quality and delivery etc.);
— Punctuality:

~ DOptimal utilization of the time available;

~ Proper working conditions and accomnodationss.

All this is required by the "busgineaslike® character of this kind of
mission. Only too often a mission is rushed into the field without proper
pre-mission nreparation and contacts, to find that the UNDP office or the
Imbassy (as the case may be) and the national authorities supposed to provide
a2 counterpart and information are unaware of the arrival and the purpose of the
mission and, consequently, unprepared to recieve it and provide the information
required. Sometimes, both the preliminary contacts (UNDP offices and the
Imbassies) and the national authorities concerned may be having too many missions
to be able to receive more at the relevant time, Moreover, the authorities in
most African countries are very sensitive as to missions imposed on them at
short notice. Such missione are already half a failure because of the attitude
of the counterparts and the virtual impossibility to improvise appointments, in
most African countries. 4 marketing research mission has to rely, to a great
extent, on the business sector and the information provided by it and is,
therefore, supposed to adopt &« "businesslike" attitude as to punctuslity and
programming.

15, Pre-mission contacts
~ Consequently, pre-mission contacts should bes

(i) Well in advance, taking into account the minimum marginal time
required for mail and cable contacts and flight connections,
and allewing the counterparts (UNDP, Zmbassies and/or national
authorities) to renct, positively or negatively, to the proposed
mission. The latter may occur for instance in the case of a
national or religious holiday (visiting a strictly MNoslem
country during Ramedan, as happened in one case), other missions
visiting the country at the same time, or the travel abroad of
rersons in key positions from the point of view of the mission.



(ii} Utilizing the proper 8hannels of contact (UNDP offices in the
case of UN missions and embassies in the case of national trade
promotion autloritics) and through them, the State authorities
and the Chamber of Ccmmerce and/or other associations of the
business scctorg

(iii) Providing contact points well in advance with the following
information:
~ Purpose of the misazion
-~ Date of arrival (including flight number)
~ Proposed length of stay;
~ Authoritics to be included in the work prcgramme;
- ¥ind of information regquired by the mission.
Thig information hes to Le provided bhefore the arrival of the mission
in the field., As has been stressed appointments cannot be improvised without

rick to offend the authorities concerned and hurt the reputation of the
missiohs and the institutions they represcnts.

(iv) Price lists, catalogues and whenever possible, samples are
to be collecied and utilized for the interviews with the

busincss sector and state trading enterpriges.

16, Logistic preparations

As these preparations are ah essential part of the field work programme
they should be given proper advance attention and 'hot be left to the routine
of the travel service tc decide. Failure in timing, unreliable air
connactions and unrealistic transit schedules may.spoil the whole work
programme in the fields Consequeatly:

(i) Visas should be obtained in time. Most African countries are
very strict in this senge and a v¥isitor without wisa rung the
risk to be turned back at the airport. Sanitary requirements
should for the same reason be given preoper attention;

(ii} Flight reservations should be made and confirmations obtained
in time;

(iii) Wotoriously unreliable airlines should, whenever possible,
be altogether aveided, as otherwise whole working days may be
lost;

(iv) Airports known to be over—crowded and difficult in transit should
be avoided, even when this means some additional flight time,
There are examples when several working days have been lost due
te trangit problems,



Proper hotel accommodziions shouid be reserved through contacts
in the field or through the airlines, This is especially
important in marketing field work when time=tables are tough,
stopovers short and cohsequent rest and working facilities are
required, The quality of the accommodation is, moreover,
relevant for the efficiency of work and for the status of

the mission,.

17, Work programme in the field

The actual work programme in the field inciludes the following contacts
and interviews:

(1)

(i)

The public sector:

- UNDP
— linistry of Foreign Affairs

- Ministry or Office of Planning

= linistry of Trade and Industry

— Ministry of Agriculture

- Ministry of Transport

~ Public Health and Veterinary services

-~ Central Bank

~ Customg

- Btatistics

~ Licencing authority (if not a part of the Ministry of Trade)

- State Trading Corporations or marketing boards

= Horbour and airport sdministration

-~ (Other existing other public Corporations dealing with foreign
trades

Business sector

- Chamber of commerce and indugiry

~ Importers associations (if any)

~ Consumer co-operatives (if any)

~ Meat processing industries

- Hotel and restaurants {classified by client groups)
~ Leading wholesalerg and distributors

- Leading supermarkets}/

-~ Central market ploce and street marketsl/

~ Bhipping and airlines ingtitutions

=~ Traditional tradersé/

~ Interviews with buyers (in supermarkets and street markets,
in order to find out preferences and prejudices)

l/ For listing on exigting competitions, branda and prices.



8. Information to be obitainoed

These contacts will allow th> migsion to get an overall picture of
the market situation, including inter alia, the following asgpects:

(1) Existing domestic production and its share of the market

- Number and names of enterprises in the sgector concerned
~ Size and technical lovel;

~ Ownership (nationals, expatriates, multinationals, state
enterprise)

~ Legal and fiscal status (tax holidays, etc.)
— Domestic products enjoying protection against competition

— Find out impact on price and quality of these protected
products;

~ Aotual and potontial production capacity

« Tlons of oxtenzion and investments

~ Length of time thé product hos been in the market
~ 1Its share of the market (hrand leader, others)

- Priccs (ex-factory, wholesale, retail)

~ Comparative quality {as to “our® product: excellent, good,
" mcdium, pobr) :

~ Consumcr segmentation and its implications (income groups,
sex, c¢thanical, religious, tribal, ctc.)

~ Distribution channels utilized (traditional traders, .
street mnrkets, supormarkets, co-cperativesi proportion
of cach for each channel utilized)s;

~ Distribution costs (profits: official znd real)
~ Services and facilitices offered (distribution, credits, etc.)

~ Publicity medic utilized and costs (literacy rate, number
of TV, and radioc sets, movie theatres)

(ii) TImported products

~ List of countries of origin

— Quantities (per éountry of origin)

— DBrands

- Prices (FB, CIF, wholesale, retail, price clasticity)
- Profit margins (official and real per echeslon)

~ Import trcatment (normel, preforcntial, if so, why?)
- Licensing system, licensing criferic and authority

-~ Customs dutics and toxes




(iidi)

(iv)

(v)

- 10 -

Tgtimated amount of unrecorded trade {origin, distribution,
price, guality, consumsr groups) ..

Transport and transport costs

Quality, as compared with (a) domestic produets, (b) "our®
rroducts : :

Present market share of imported products (including
unrecorded trade, if posgible)

Consumer groups (imported product unrecorded trade)
Consumption trends (last five years)

Distribution costs

Terms of delivery

Distribution channels (traditional traders, street markets,
supermarkets, etc. proportion of each in distribution)

Credit and other facilities
Services offered to clients

Publicity uwtilizsd

Total consumption of product

~ In figures and in percentages, showing (a)} domestic product,

(b) legal imports and (c¢) unrecorded irade (estimation)
{d) their percentage of each consumer groups

Official repulations concerning the product and s=ale

Slaughtering regulations{religious; especially important in
multireligious gocieties as Zgypt)

Quality regulations

Sanitary and veterinary regulations

L@Belling and pacraging regulations

Price regulatiohs and their implementation

Regulations concerning unfair combetition

Advertising regulationms.

Consumer atlitudes, habits and preferences

Who ar:s the consumors

Social sogmentation

Rcligious groups (proportions)

Tthnic groups (proportions)

Regional diffcronces.

Purchasc motivations, per consumer groups (Why is tho
rroduct purchascd and how it uscd?)

Consumption cyclos (roligious and national holidays, fasting
poriods, climatological factors, ctc.)
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20.
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What are the factors detcermining the product choice?

Lack of altornatives (legal or dec facto monopoly)

" Tstablished consumer proforences

Source profoircncos

Taste (spicing, fat content, packeging, ctc.)
Pricc '
Quality

Social prestige

Emotional attitudes (religious, nationalistic, ctcs)

Tdentification of compcetition

-~

Who is the brand loader? . Local produccr or importer/distributor.
Who arc the other competitors?

Their share of the market (de facto monopoly, dominatins shares,
egual sharcs)

Tmpact of unfecorded trade

Reasons for the brand leadcer's pésition in the markaot

-~ Protectionism

~ Trade policy of importing country

~ Long cegbablished position in the market

- UGstablished rclations with trade authorities and importers
~ Distributor and concumer profercnces and brand loyalty

~ Product adjusted to local tastc and purchasing power (How?)
~ Credit policy of producer/cxportor

= Serviceg offercd

~ Solid overall position of distributor (large selcction of
products as Yoprogsurc mcdium“)

—~ Investment in publicity (which media, how much?)

Pcnetration problems (mearket position of ™our® product)

(Which are the main problems "our® products will be facing?)
Is "our” product suitablce for thc market?  If not, what has to be
changed (taste, labelling and other componcnts).

—

d—

Import rogtrictions and prefercnces
Santtary and veterinary reglomentations
High transport cogts

Non-compotitive prices (as to (1) local products (ii) imported
products (1ii) unrccorded trade)
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Quality not wdjusted to local taste and requirements
(spioing, etc.) . e

Strong position of the brand leader (share more than
3540 per cent ) -

Reaction capacity and financial regources of brand leader

Distributor/consumer resistence, :due to:

~ Long—established trade channels (expatriate traders)
~ (Conservative consumer attitudes (brand loyalty).

— Prejudices against African products and trading habits
(or agoinsts “our? products due to origin)

— Religious prejudices

~ Supplier pressure on distributors.

Eigh digtribution costs

Other penetration costs (B - costs, etc.)

Lack of adequate digtribution channels

Irregular trade practices as aicost increasing factor
High advertising costs

Mass media monopcly or dominance

Analysis of findings and recommendations

The analysis of the above findings will allow an evaluation of the
merketing situation, as to the posgibilities of penetration. This analysis
should include the following aspects: (i) Penetration targets:

{ii) Penctration strategy; {iii) penetration costs and (iv) cost/benefit
ratio, plus the marketing decision (GC/NOT GO)

(1)

Penetration targets |

Share of market to be taken over
From whom? (brand lsader or other competitors)

Target consumer group(s) (according to price/quality),
in relation to purchasing power)

Distribution channels, according to target consumer group
(street market, supermarkets, etc.) -
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(ii) sStrategy of penetratiwn to be recommended

~ Trade policy measures (utilising official negotiations
channels)

~ Low penetration prices {40 be establighed}
~ Tree sample distrabution

~ Selection of propor distribution channels {as to
consumer groups)

- Adjustment of the product to local tastes, consumer habite
and purchasing power (adjustment in quality, condiments,
cuts, 2tcs)

Publicity {according to target consumer groups and literacy
rate)

(iii) Penetration cosis

~ Investment in marketing and distribution
« Tnvestment in publicity

- Invegtment in free gample disgtribution
~ Vigcellansous costs (PR~costs, etc,.)

. . /
- Acourmulated costs of low penetration price (smaller retur“‘l

(iv) Cost-hanefit ratio

~ Betimated return oycle (short or medium-term, investment)

- Calculate the expeected share and profit gain, and the
cost of achieving it.

Judge whether or not the cost/benefit ratios are satisfacto

(v} MARKIPING DECISICN (CO/NCT GO)

l/ Gain in market share will also mean significant costs of decreased gronw
margins if lower penetration prices are established.






