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1. INTRODUCTION

L1 Background to the study

Populations in developing countnes are expanding at an average of 3% per vear. Urhan
populations however, are expanding at about 4% (FAQ, 1989). FAD (1989) suggests, that the
number of people needing food is likely to double in the next 16 vears. The supply of food in
the towns and cities will need to double approximately every 10 to 14 years (Ibid.), The urban
population in Zimbabwe, like many developing countries is growing rapidly. The population
of Harare has grown by more than 6% per annum in the last two decades (CSO, 1994),

Urban population growth will undoubledly impact upon consumption patterns and the type of
foods produced. Demand for exotic products from foreign markets have encouraged the
development of horticulture production in Zimbabwe, but other contributing factors include
mereasingly dynamic consumption patterns among the domestic population, due 1o an
emerging domestic middie-class and related changes in consumer tastes (Sena, 1997: Poole e
al., 1999). Food habits and tastes are rapidly changing, and therefore producers have to
change their cropping patterns. For example, some households have changed from the
conventional fresh green produce to the consumption of non-traditional foods such as
caulifiower, broccoli, squashes, mange tout, etc, (Sena, 1997),

Food preferences change as populations become more urbanised. Because of urban/rura
differences in lifestyles, food availability and accessibility to disposable income, the dists of
urban and rural residents generally differ significantly (CTA, 1999; Regmi and Gehlhar,
2001 ), Urban occupations are often associated with higher wages than rural sreas—the laner
residents of which are often highly dependent on low-paid agriculture, Increased wealth
brings with it an increased demand for product diversity in the form of new products and off-
season supplies (FAQ, 2001), As society develops and becomes more affluent, the market for
processed horticultural products is also likely to increase. Given that a high percentage of
urban women are likely to be in full-time work outside the home, and will have
correspondingly less time to spend preparing foodstufTs, convenience or processed foods are
likely to increase in popularity (Wiggins, Otieno, Proctor and Upton, 2000). Urban population
growth, higher incomes and changing lifestyle patterns are likely to lead to increased demand
for high-value', horticultural pracessed products such as dried fruits and vegetables, canned
produce, fruit preserves and fruit juiees for example.

Growth in urbanisation, and concerns about food quality and food safety, are shaping demand
a5 well as influencing future prospects for food marketing and consumption pattems ( Regmi
and Gehlhar, 2001). Regmi and Gehlhar (2001 ) point out that consumers in urban arcas have
better marketing facilities and a greater supply of food products from domestic and foreign
producers than consumers in rural areas,

" “The term. “value-added’ when applied 1o agriculturul products represents the difference berween raw
comsmodity costs and the price of the fimshed oupuy. Raw commedinies that have wndergpons some form of
processing adopl the term “value-added’ and the degree of processing significantly affects the consumer price”
(Charlet and Rastegari Henneherry, Year unknown: 4)




The change in populstion distrbution may create new or improved opportunitics for hath
farmers and rural employment, particularly with improved trunspart systems. These changes
may create opportunines for small-scale processors to supply products to urban consumers
However, information on the changing food requirements of urhan consumers is vital if small-
scale food processors are 1o inerease their market share. It is important for the ProCessor (o
know the types of products that satisfy the needs of urban consumers. This information is
often lacking in developing countries due to weak dutahases (Wiggins, 2000). Statistics on
marketing and consumplion patterns may be underestimated, particularly for processed frup
and vegetables. Most of the data reported to the FAO by national ministries of agricultere are
generally informed gussses since few countries have been able o conduct sample survevs
regularly (Iad. b

Information about the marketing and consumption patterns for processed fruit and vepetable
products in Zimbabwe is limited. Data on the noture of consumer demand for these products
are impartant to enable small-scale producer/processors 1o produce and supply potential
markets, thereby enhancing their ivelihoods through value-added activities. and at the same
trme providing consumers with safe and high quality foods.

Consumer preferences in food products are forever changing, driven by the fashions of the
local urban market, different cultures and ethnic groups (CTA, 1999). Increased affluence and
education are impacting upon consumer choice. “Farmers and food processors who arc
interested in expanding their businesses have to take customer choice into account, and follow
the rule of law, and the rule of thumb as far as hvgiene, quality and product image is
concerned” (CTA. 1999:4). This is panticularly impartant for the viability of the small-scalc
seclor in view of compention from the large-scale sector and consumer demand, “There are,
though, changes afoot in consumer tastes for food. Urban demand is growing, and food-
processing enterpnises are expanding therr range of products, sometimes with the traditional
being given a modem, processed presentation” (CTA, 1999:4) New products are being
introduced in response to the needs of migrant communities who bring in new food habits
(Thid. ). “The forefront of these changes is often at the level of street food stalls, popular for
their practicality as well ss their exotic side™ (CTA, 1999:4) In developing countries, up to
4% of the urban consumers obtain their food products from street vendors (FAD, 2001 |

in Zimbabwe, it is comman to obtain products from street vendars at market stalls or sion g
the streets, especially in low-income residential areas. However, with Increasing urbamsation
und changing consumer tastes, ofien such products are also available in middle- and hi gh-
mcome residential areas.

Products from the small-scale sector are marketed through various outlets such as large
supermarkels, streel vendors, general dealer shops, tounst shops, gic. For the processor, if 15
therefore important 1o understand how produce is distributed and sold (FAO, 1989) The prics
relationships between the different produets in the marketing chiin have 1o be studied (CTA,
19991 1t is also desirable t0 gam knowledge about which companies in the distribution chain
have reputations for their products, in \erms of price, quality, packaging, and other relevant
aftributes.

The quality of processed horticultural products does not depend only on processors alone. hu
on improvements in both praducts and hygiene upstream, on the farm (CTA, 1999), However
these may be seen differently from one culture to another. embracing not only the actual
hygiene of the product itself, but also its *environment” ipackaging}). Hence the importance of
a food code to protect consumer health (Thid,). Many developing countries have established




bodies for contrel and standardisation, which sesk 1o guarantes food safety and the quality of
commercialised foods (Tid. ). In Zimbabwe, there are established food control and food
standards bodies. It s a general requirement that food processors engaged in the production of
food apply the reguired regulations and standards (Mutase and Nvamandi, 1998)

Government efforis have been complemented by non-governmental organisations (NGOs)
and other players involved in promoting small-scale food processing activities as a potential
income enhancer, £.p. among communal area and peri-urban farmers. In the last few vears,
there has been a desire to increase the number of small-seqle food processors, particularly for
processed horticultural produce, given losses of such produce (Mathooko, Koaze, Beta and
Lharare, 1999). Most of their support tends to focus on production and processing. Limited
atiention however, has heen given to the marketing of products. Issues such as packaging,
food labelling, use of food standards and hygiene regulations have not been given sufficient
attention. Numerous small-scale enterprises are involved in the production and processing of
horticultural products— hoth exotic and traditional, in Zimbabwe. At the same time. the
small-scale sector competes with large-scale producers in the same products. Over 90 %, of
commercially marketed agro-industrial products in Zimbabwe are dominated by large-seale
urban-based enterprises (Murphy, 1996). This dominance poses a major challenge bath 1o
government policy in promoting the small-scale fosd processin g sector and the producers
themselves in meeting consumer requirements.

Processed products must be packaged in suitable and acceptable packaging materials (CTA
1999). “Packaging a product gives it appeal, keeps it in good condition, and seduces the
customer” {Thid:4), However, not all enterprises can afford good packaging. Many small food-
processing enterprises tend 1o be put off by the complexity of modern packaging and the
investment required (Thid.). Small-scale harticultural processors in Zimbabwe use various
packaging matenals such as cans, plastic bottles and glass jars (often recveled) and palythene
films. In some cases, the products are sold in vender-provided containers or packages. This is
common with dried products such as fruit and vegetables sold by street vendors and a1 market
slalls. Packaged horticultural products with a trademark are increasing (Segré, 19981 The
appearance of this type of produce in the market place suggests that many developing
countries will industrialise the mass production and processing of vegetables, leading to the
establishment of a number of domestic and global name brands of their own.




As more and mare people migrate 1o wwns and cities, they become far removed from natural
sources of fresh foods. Funther, the econamical production of the penshable commaodities 15
generally imited o certain farming seasons and localities. In Zimbabwe, there is &n ahundan
supply of fresh fruits and vegetables duning the rarny scason and the same commoditics are
scarce in the dry season {Mathooko er al. 19499}, Ta meet the demand of the urban population
during the entire year. commodities have to be preserved by processing, or fresh or processed
products must be imported from elsewhere (CTA, 1009)

The supply of value-added products also contnibutes to food secunty and brings hener
sconomy 1o the producer. Value-added products tend to fetch better prices. Typical value-
added horucultural (exotic) products processed by the small-scale sector in Zimbabwe includs
dried mango and paw-paw, and fruit preserves such as jams, jellies and marmalades. The
sector also prodiuces Jow-cost traditional products like dried vogetables (e.g. mufisiwe). Most
of these products find thetr way into the shopping baskets of low-, middle- and high-income
households, There 15 however need to know consumer preferences, in terms of packaging and
labelling, range of products. market outlets where sold, cic. for the provision of desirable food
products to consumers

Far example, m Viemam much of the incressed urban demind for horticultural produce,
particularly penshable crops, 15 being met by peri-urhan production (Segre, 1998). Sepre
(1989) further reports that fresh vegetables provide about USS650 value-added (retums 1o
labour, land and management) per farm vearly for peri-urban vegetable farmers in Vietnam
Guatemala provides a similar example (Segre, 1998),

FAQ { 1989) reported that the production-marketing chiin 1s a two-way process, where
produce flows from rural 1o urban areas. Meanwhile. money and information should flow
back. The rural community can use the information to targel production 1o meet consumer
lastes 10 urban reas

Due to new processing 1echniques, novel products can be developed from familiar Jocal
primary products. Many businesses and cooperatives have launched whole new product lines
based on & namow range of farm produce (CTA, 1999). The demand for novel foods is largely
driven from emerging middle-class urban consumers who have tugher disposable incomes and
different tastes. Further, urban middle- and upper-income consumers tend 1o look for
gencrally high quality products and this can create some kind of compention among the
producers




1.1 Objectives of the consumer survey research
The main objectives of the consumer survey research were:

* To obtain information on the consumption and purchasing patterns of urban households in
relation to o range of processed horticuliural products, i.e. dned fruit and vegetables, and
fnuit preserves;

* To consider any differences in consumption and purchase patterns across income gToupS;

* To obuin information on consumer perceplions of small-seale and large-scale food
processors and their products (dried fruit and vegetables, and fruit preserves);

* To consider consumer preferences for products produced by the small- or large-scale
sector, and the reasons for such preferences:

¢ To gan information on consumer preferences (for dried fruit and vegetables, and frui
preserves), which would be beneficial to small-scale food processors currently operating
in Zimbabwe, or those thinking of entering the market for such products,

L3 Organisation of the report

The methodology used to carry out the consumer survey research 15 described in Chaprer 2.
The selection and use of various research nstruments are discussed. The income and sthic
groups considered in the research are described, and a list 6f the residential areas where the
survey was conducled is included. The section also gives some reflection on the selected
methodologies used. Chapter 3 highlights various characteristics {socio-cconomic group,
ethmcity, education, employment, incomes and expenditures) of the households sampled.

by both the small- and large-scale sectors are discussed. Changes in the econsumption levels of
dried fruit, dried vegetables and fruit preserves are also included.

The main findings of the research are discussed in Chapter 7. Some contrasts and comparisons
of the consumption and purchasmg pattems of the three products are given, The comparisons
focus on the role of the products in the local diet, consumer attitudes and preferences, An
averview of the opportunities available to small- and large-scale processors is also given The
chapter concludes by highlighting the pelicy implications of the research findings and & series
of recommendations.




2 METHODOLOGY

21  Introduction

The consumer survey was carried out with S0 households scross various residential sress of
Hurare. characterised as high-, medium- and low-income suburbs. The charactensation of
suburbs inlo high-, muddie- and low-income areas was essentially based on policies of ragl
segregation of population into residential treas. “The palitical context in Harare has
profoundly influenced the cifv's phvsical form and urhan space, and the policies of
segregation pursued by the settler cormmunity are imprnted on the urban fabric™ (Brown.
2001:321). It is therefore important 10 note that most Zimbabwean cities tincluding Harere)
still “reflect colonial plinmng traditons designed to promote rucial segregation” of population
(Tbid. 319). “Modem planning has reinforced this histonc polansation, and the former racial
divide hus become an income divide in the posi-independence city” (Thid.321). There is
almost complete segrezation of high- and middle-icome areas from low-income {indipenous)
communities (See Figure | ), High-income (or low-density) suburbs dominate the ares norh
of the Central Business District (CBD), and extend castwards as far as Highlands. Middje-
income settiements are locited in the northwest and in the south. Low-income (or high-
density) commumities are found mainly in the southwestern segment of the eity, extending
west of Mbare. The other maimn suburbs with high-density housing are located in the eas:
(Tafara. Mabvuku, and Ruws| and the south (e.g. Epworth, which lies just beyond the cit
boundary). In fact. where possible, housing for the Jocal mdigenous population has been
exported heyond the city imits, so that today & number of low-income freqs are located along
the peri-urban fringe (Brown, 2001 |

23 Selection of suburbs

The survey was conducted across 13 suburbs: two bigh-income, four middle- and seven Jow-
mncome sithurhs (Table 2.1). The suburbs were randomly selected * The sample of households
was divided as follows: 11.2%, of households sampled were from the high-income Eroup,
28.8% from the middle- and 60% from the low-income group. It was particularly difficult 1o
et accuraie information on current income levels in Zimbahwe due to smralling inflation
Data from the Central Statistics Office for the end of 2000, suggests that 6% of Harare's
working population is in the nigh-income group, 30 in the middie- and 64% in the low-
income group. Therefore the sample selected was not too far removed from the latter, apar
from the survey having a sli ghtly ligher representation of high-income households. Although
ethnicity was also considersd, mven the importance of cultural specificity in terms of
household consumption patterns, S0Ci0-conomic status was the key variable used 1o
differentiate households.

-

* Ser Appendix 1 for g list of all ressderiial suburbs i greavsr Harase area




Table 2.1 Residential suburbs where survey conducted

Income Giroup Suburh of Harare No, bousehalds %
sample
High Cireendale 25 5.0
Highlands 3 6.2
Al 56 L1
Middle Maszza Pask 25 . fir
Queensdale 47 G4
Creencroft 1% ER
Mabelrejon 53 10.6
Al i 258
Low Mabvulu 45 9.6
Tafars k1] B,
Mbare 65 13.0
Hatcliffe 58 il.6
Haczlifle Extengion 7 1.4
Kuwadzana 549 11.8
Kuwadzans Extension Lk ()
Al g 0 i

221 Selection of households

Once the suburbs were agreed, interviewers randomly selected households to participate in the
survey. The survey was carmied out ‘door-to-door’. 4 sysiematic (1-in-k) sampling procedurs
was utilised whereby every fifth household was visited and invited to participate in the
survey. Where a household declined to participate, the facilitator simply called on the next
household.

1.2.2  Gender of respondents

The questionnaire tarpeted female heads of households in particular, given that they are
essentially those responsible for the purchase and preparation of food products consumed at
the household level. Where a female head of household was unavailable, the SUIVEY Wis
carried out with another adult household member, preferably someone who was familiar with
the food purchasing habits and consumption patterns of the houschold. The final sample was
made up of 305 female heads of households. However, gender is not given explicit focus in
the analysis, as the survey focused on housshold (and not individual) consumption patiemns

2.3 Research instrument

The consumer survey instrument was drawn up from the findings of a series of focus Eroup
discussions carried out with high-, middie- and low-income consumers in Harare (See Gadaga
et al. 2001). Once drawn up, the survey was piloted with a sample of 25 households across
nine suburbs of Harare * Refinements were made to the research mstrument on the basis of the
pilot study, before being applied to the full sample of 500 housshalds,

" The pilor study was abso conducsed in Jow- (Mbare, Kuwadzana and Mabvulu), middle- (Massss
Park/Queensdale, Parkiown Waterfulls and Greencroft) and high-mcome suburbs { Gresndale. Mount Pleasani
and Bormowdale)




Table 2.2 Profile of the study products

Section

Dhata collecied

Cosgumptiog patiems

Frequency of consimptaon
Source of product. most frequent souses

Furchastig patterns

Types of product porchased

Frespiency of parchases

Qummhity purchased

Mlace of purchate, mast frequent place of purchase
Type of packaging mast freqissnt 1vpe of packaging

Emuum;-pm:pnuns is|
smmll-scale (55
procsssor

& ® ® @ |8 & ®

Whether purchass fram 55 processon

Ratng of 55 overal] rating of 55

importance of Dscoess for 85 processors to bester meet demand
Purchase from particular S5 processis, bncatbon,

Reasoms why purchase from 58, No. years purchasing from 55,
Connections (if any | with 85, Faotors smportant for chooging which 55
processor

Cansumzr perceptioms of
large-scale {L5)

PrOceasars

Whether purchase from LS PrUCERNLIT

Ranng of LS, overall rmtmy of LS

Impartance of fuciors fae LS processors to bener meet demand,
Purchase parnculsr brand of product. brand names)

Reasoris why purchase paricular brand, No, vears purchasing particulir
ibrand., Faciom importanl for choosing particulas brand

Preference

-I"‘I!l‘.'fr_'rrnl:: for 55 or LS products, Reasons for prefrrence

Changes i consumption
f=vels

Consume more/less product than 3 vears ape
Rensons for consumng moreess of product
Rensons whv can'vdon’) consume mare of product

The consumer survey was divided into four sections, including a section on each of the thres
products chosen for detniled study: dried fruit products, dried vegetables and fruit conserves
tincluding jams, jelfies and marmalades). Questions focused on the consurmption and purchase
patiemns of households with respect 1o each product (Table 2.2). The final section of the
survey recorded socio-economic data relating to the household. Table 2.3 below summaries

the data collected

Table 1.3 Soviv-ecansmic data colleeted

Seciion

Dravn ciollecied

Hﬂp\hdnﬁ characteneics

&
-
L]

Ciemder
Ape
Etlmiciny
Edyicanon

Empioyvment stafus (sole bresdwinner)

Houwsehinld charmcieristics

Household structure (Mo children. aduls)
Mo, menme eamers {children sdulig

-
*  Yeani resident in partcadsr suburk, previous residence
& [niome-level. most immortan source of income
- = Urwnership of capital goods, sccess 1o media
Household expenciture ¢ Appion, expemtiture on fosd
& Approw, expendinere on procesged fruit and vegeiahles

-

See Appendis 7 for 3 copy of the survey mstrumeni



2.4 Data collection and analysis
24.1 S5-point Likert scales

Few of the questions in the survey were open-ended. Various sections of the survey involved
the application of a 5-point Liken scale. Respondents were asked 1o indicate on the S-point
Likert scale, the importanee of a number of attrihutes. Such linear ratin g scales list the
attributes, and adjacent to each item, an importance scale of *1 to 5' is marked. Each
respondent is then asked to rate the imponance of each attribute using the rating definitions. A
definition of what cach importance rating value means is provided (e.g. 5 =Very good, 4 =
Good, 3 = Neither good nor poor, 2 = Poor, | = Very poor). The average rating (mean score)
and stendard deviation are then computed for sach attribute.

24.1 Data analysis

The pre-coded survey data was entered into the SPSS statistical package. Simple descriptive
statistics such as means, percentages and frequency distributions were estimated to UM Se
responses for the entire sample. The second part of the analysis involved the application of a
vanety of multivariate methods.

L5 Reflections on the methodology used

Drespite making significant changes to the research instrument in response to the pilot study,
the survey was stll lengthy and heavily laden, Therefore the actual application of the survey
was a lengthy process, Facilitators experienced difficulties, particularly in low-Income areas,
obtaining data on socio-economie status and ownership of capital goods, as respondents were
often not willing to divulge such information. Therefore there are some instances in the
presentation, where data are missing, Where necessary, the number of households tha
responded Lo a particular question is clarified (n= x).




3. CONSUMER PROFILE
LA | Distribution of houscholds

The consumer survey was carried out with 500 households in the Greater Harare area Mot
households (96.0%) were of African ethnic origin (Table 3.1). Households of European,
Asian and other ethnic ongins accounted for the remaining 4% of the sample. The ethme
division of the sample was similar 1o the national picture (1992 census). However, given tha
the study focused on Zimbabwe's urban population, it is possible that the European
population is not over-represented within the sample

Table 3.1 Distribution af sumple by ethnic origin

Eshniz Group Mo, of M National fipures®  Mational fipures
bouseholds Sampie [ 10U2) % fifate unkenown) %o

Black Afrcan 450 B 9E.E B 1

Whate/ Enropean |4 I (N A

Agan | 032 il

Cither 3 1.0 03 1R

Tatal 5K 14 41 L0006

*Source; TS0, 199816
**The other group includes those of mixed African and Eurepesn or Indan descent, and Astans of Indins
Source hinpiwww, RAET iniriew i

OF the sample, 11.2%, 28.8% and 60% of households were classified as high-, middie- and
low-income respectively (Table 3,2). Note that income groupe were based on residence
high-, medium- or low-density areas as explained in Chapter Two. The majorty of
houscholds of European ethnic onigin were among the high-income group—71% in all. In
contrast. just 9% of households of Afncan ongin were among this socio-economic group and
62% were among the low-income group

Tabile 3.2 Income group of household scearding to ethmiein

Ethmic income group Tomwl
Caroup
Hujth Milidle lom
Comni Ay ) ! Coirn i i Ciownt = i Counl s -

Ethnic  Incomie Ethnie  Income Ethmic  Incoeic Ethiie  Imcaine

COrsup  Ceoup Gironp  Grmaigs Gmaup  Groum Gireap  Cirowh
Africas 42 EE TE0 13 2n 945 e mI o7 480 (000 Oddl
Europ 10 714 17.8 i 8.6 | 14 1D 2k
Ading 1 160 ILE | 1000 {2
Cither i fill ] 44 | 206 07 | Mo 03 5 g 1n
All 56 112 1000 144 3h& 1000 360 AO0 10O S5O0 jO0d [

Of the 500 households sampled. 204 households (40.8%) indicated that they had been living
m thetr current suburbs for & period less than five years (Table 3.3}, OF the latter group, 124
households had previoushy lived in other suburbs of Harare, and 42 households had resided in
other provinces—1en i Mashonaland East province. However, approximately 35% of
houscholds had been residing in their current suburb for more than 10 vears—355 3% of hiph-,
A7.3% of middle- and 30% of low-income households had done so. Only 2.6% of households



had lived in their current suburh for 2 period of 31 years ar more—all of whom were among
the low-income group.

Table 3.3 Number of vears houschold resident in suburb

Income Ciroup Taois!
Mo, of years Hiaph Middle Laiw

Count % Group Count % Group Count % Growp Count % Group
Less than 5 yvears 14 25.0 53 3B 137 457 g 400K

6-10 veary 11 196 E ) i 3 4.3 121 242
[ i-200 years 25 446 a7 257 5K 18.3 120 4.0
21-30 years 6 167 I7 11.8 I 63 43 B4
31 wears or more I3 43 13 26
All S [LETRN] lahad 14306 J0 10H3, 0 SO 10

3.2 Distribution of respondents

The questionnaire targeted female heads of househalds, given that the v are essentially thoss
responsible for the purchase of food products consumed within the home. In fact, 61% of
respondents were female heads of households, Where the female head of household was not
available. the survey was carried out with another adult (usually fernale) household member
who was involved in the purchase of foodstuffs and/or preparation of meals within the home.
Of the 500 respondents, 89.4% were females and 10.6% were males (Table 3.4,

Table 3.4 Gender of respondents

Gender of respandent Toml
Male Female
Poaititn m househald Count k] Table Coumt % Table Counl L Tahle
Ciroug e Group T Ciroup T

Head of housshold o G7.9 7.2 E]1:3 6E.2 Gl ER B GE.2 6.2
Oither aduli howsshald 17 321 34 |42 1K 254 159 31.H ILE
member

All 33 LE N 106 447 1420 BR.4 Sl LRI 1,0

The majority of respondents (§7%) were between 20 and 49 vears of age {Table 3.51. Just
.8% of respondents were aged 50 vears or more,



Table 3.5 Age of respondents

Grender of respondem Tom|

flnle Female
Cohori Couni % Cohom ¢ rromp Counr s oot % Group Count % Cobor % Garnap
1819 yeary 2 [ L5 By b3.s [ 31 LR T &2
20-M yvean MW [4.2 o It E5R 9.2 204 L G0.0 4019
30-3% veany 0 d 170 [L2 L 5.1 121 100,10 4.2
4049 vears -4 E3 | 7.0 1] 9.7 234 1014 140,00 21E
SO-50 vean 4 113 s k.| Ef.T is LLH] LR E 6.
all-GY vears ] 10,0 1 B 3 1000 (V]
Tl veurs | |00 0.2 I 100 i
Adl b | k6 g0 4o L 1000 Ay 100,10 1000

Note: Misking data far ot responden

3.2.1  Education and emplovment

Table 3.6 suggests that just 1%y of respondents had received no formal education—all of
whom were females of African ethnic ongin and among the low-income group. However,
80% af respondents had been educated 1o at Jeast "0 level grade, and 21% had received a
posigraduate or professional qualification. However, sdueation levels across sthnic ETOUpS
differed. Omly 19% of respondents of African ethnic ongm had been educated to
postgraduste/professional diploma level, compared to 12 of the 14 respondents of Europesn

arigin.

Tuble 3.6 Educaiion of respandent secording te ethnicity

= Ethnic Group Total
A frican Eurapean Asian Hher
Count e Cours % Lo T Cromimns ) BT
Ciroigp Cirougt Ciroup Cirnup T

Mo education § [0 5 10
Compleied primary schoo 33 [ i3 d
Up o form 2200 61 27 fi] 123
Up o O'level M6 5L 7 1 800 %0 S0
Up tis A" level 27 L | 1] | L. | 00 30 f.l
Undergradisare 15 £ 14 in
Postgradusse'Professionnl 4z 193 12 B57 | 2061 i 30
Driplotma
Chibres 1 02 | 1 J
Adl 4+l {R |4 PR A | | WL :' 10 &S00 10040

Males of Afncan cthnic origin tended 1o recerve much higher levels of education than their
female counterpans—only 23.6% of females were educated hevand "O"level, whereas 64.6%;,
of males were educated bevond this level (Tahble 3.7}




Table 3.7 Levels of education smeng male and female respandents of African ethnic origin

Male Femals Tatal

Coumt % Group Court % Group Count % Group
No edization 5 132 5 Lo
Completed primary school ‘. 19 i1 72 L 6.9
Lip to form 2ZIC 4 15 §1 133 i1 12.7
Up tov O] 12 2335 234 5d.5 236 ald
Lip 1o A'leve] 5 17.6 IE 47 2 56
Undergraduais ) 13.7 B 19 ] L8|
Postgraduate Professional Diplomas 17 3313 5 178 &2 19.2
Other 1 0.2 I 12
All 5 LAY 429 1000 480 100.0

Of the respondents, 35,3% were in employment at the time the survey was conducted and a
further 28.5% were self-emploved (Table 1.8), Employment levels across income groups
differed somewhat—351.8% of high-income respondents, 46.5% of middle- and 26.8%, of low-
income respondents were in employment at the time the SUTVEY was carried out,
Unemployment was more common among respondents in the low-mcome group.
Furthermore, a higher share of respondents in the low-income group was self-emploved
(335.5%), compared to those in middle- and high-income households (16, 7% and 21 A%

respectively).

Table 3.8 Employment status of respondents

Income proup Toml
High Micldle Low
Count % Group Count % Growp Coum % Group Count % Group
Employed 24 51E a7 465 &0 26,8 176 353
Self-emploved 12 214 14 16.7 [ {3 35.5 143 285
Unemployed 15 26.8 53 368 13 17.8 181 36,3
All 36 1000 L 1060, ¥ 206 10600 495 1004}

Note: Duts messing for one respondent

3.3 Household membership

The majority of households (57,4%) had ai least one child under the age of five years. Cmly
17.8% had two or more children less than five years of age. Most houscholds (70%) also had
at least one child between 6-17 vears of age. Just 18.4% of households had thres or mare
children within this age group. The median number of children (17 years or under) per
household was 2,04, irrespective of income group {Table 3.9),




Tahle 3.9 Number of children per ekl

Sgas Medn

Eml:lﬂt afl children url_:'i-nr 5 ven rl;

High (n=36] R T¥] Ih

Middle =144, {1 &1 i

Livay ir=200 g |k
All {m=5iH) i} |0
Number of children between &-17 vears

Hiph 5 R
Middie .56 | A0
Low [.43 | faf
All 147 .0
Total number of eliildren

High [ TR T
Middle 2058 3N
Liow 236 2.0
Al 128 200

Most households (80.2%) had between two and fous adults within the 18-64 vear cohort. Fea
households sampled (6,2%) had only one adult member within this age proup. Only 4 8% of
houscholds had an adult over 63 vears of age * This low frequency of sdults over 63 vears
may he due to the tendency for elderly urban dwellers 1o relocate o rural areas 1o spend their
later vears of life. The median number of adull members per household was 3,00, except
among the low-income group. which had slightly fewer adults, with a median of 2 .00 {Tahle
3.1

Tabbe 300 Number of adults per househald

hfzan Median
Income Ciroup
High 136 1040
Middle 238 1K)
Low Bl Rl ]
All 3,07 100

34 Houschold incomes and expenditures

Far the majonity of households (70.3%. their most Important source of mcome was a salary
ar wage—urrespeciive of the income group to which they belon ged (Table 3.11). However, o
grealer share of lugh-income households depended on income fram self-emplovment in o
busimess than middle- or low-income howseholds—25 The, 18.2% and 27 0% respectivel

" Figures { 1990} from the ¢ entral Stapstical Cifice supaest that fife sxpecisncy ot birth & &1 wears {805
199E:19% Thar of males 14 58 vears and femsles 6 vears i T |




Table 3.11 Most important source of houselhold incmme

Income group Toml
Source of mcome High hliddle Low
Counl % Groap Count % Group Count % Grosp Count % Giroup

Salarviwape 35 6.5 106 74,1 210 TO.0 351 3
Chwn business 20 357 el 182 K1 Xa 127 A4
Farming | 0,7 I e 2 4
Pension 1 1.8 T 4.9 d 1] 11 .o
Oher A i1 5 1.7 i L&
All ih [ (W0} 142 1004 300 1000 499 10610

Nate: Missing data for one housshold

Of the households sampled, 44.3% had enly one breadwinner within the home (Table 3.12)."
Low-income households were much more likel ¥ to rely on a sole breadwinner than
houscholds in other income groups—34.5% compared to 29.5% of middle- and 28.6% of
high-income households. In fact, the median number of adult income earners per houschold
was 2.00, with the exception of the low-income group, which had a median of 1.00 per
houschold. Across the entire sample, only eight houscholds had an income eamer that was g
minor—all of which were low-income households of A frican ethnic ongin,

Table 3.12 Shure of houscholds with sole brrendwinner

Income Sample* Householde with sols breadwinnes Mean Median
Ciroup {No, households) Mo, %o Group

High 56 16 2.4 2,38 2.00
Middle 115 4] 0.5 219 2.00
Low 258 157 M5 L.70 1K)
All 493 214 441 | .92 2.00

Nete: *Insufficicnt dats for 17 households in the sample.

Of the 449 households tha: gave estimates of their net monthly incomes, 2%.44% of households
indicated their income was greater than Z5100.000 per month (Table 3.13). The high-incame
group had incomes in excess of 850,001 per month, compared 1o the Jow-income group, of
which 68.9% of households had incomes below Z$50,000 per month,”

" 94% of houscholds had berween one and three adult income enrmers,
" Note that &t the time the consumer survey was carmied out (November 2002), the official exchanpe rate was
LW3EU to GBP1 and the parallsl rate (ie. rate on the black markeri was ZWSE 1000 1o GBP1.

IS



Table 3.13 Approximate monthly houwsehold income

Income group Toial
Approximude tatal monthly meome Huph Middle Liw
Count % Group Couri % Group Count % Group Coust e Ciroop

<5 10N ) 13 2] g3 1 N
25 10,001 -20.0400 g Bty a8 167 L 13-
Z% 20000 - 30,000 3 332 7 181 f 1L
Z5 30,068] 30,000 i3 K fil n7J T4 165
Z3 E0,007-70 000 3 £.x 24 Lo L] {25 L] [ X
£3 0,001 104,000 ] | e ir 6.} 4 | B2 54 11
=25 100, 0R 41 %2 L3, 453 & [0.5 113 4G4
All 23 HEG 137 lDO0 357 (000 444|600

Notz: Missmig data for howsehalds that declined 1o respond 1o question

Tahle 3.14 sugpests that 98% of high-income households spend in excess of 2520,000 per
month on their food bill, This contrasts with the low-income group, 73% of whom spend less

thain Z520,000 per month on food

Table 1.14 Approzimate mwathly househald expenditiere on fosd

Inceimi Graup Totl
High Middie Low
Count % Growp Count " Growp Couni " Group  Coumt % Girowp
= ] e i £ 1.3
&5 1L500-5.0610 £ |15 i B8
5 5 0001 0,000 16 T4 k] 19,6 G2 138
ZE 10,000 - | 50K 11 R 54 210 70 154
2% 15 Wy |- 20,010 i ol || 6 118 4% 17.8 i3 4.1
L5 20,00 25 000 1] i I 4 i 162 L] i « i 14
25 25.005-30.000 1t i 4 4 17.6 14 E & iE a7
=25 30 00 o L 83 nn n 11.1 110 241
All 44 L1 [ | 0.0 270 (WD 45} 1000

Note: Missmg daa for households that declmed fo respond o question

Across the entire sample, 86.9%, of households spent Z$5,000 or less per month on processed
fruits and vegetsbles. However, expenditures on processed fruits and vegetables differed
#Cruss income groups—a quarter of high-imcome houscholds spent more than 755,000 per
manth on such products, compared to 13% of middle- and 11% of low-income households
(Table 3.15). Almost half the low-income group (49,.3% of households) spent less than
£31.500 per month on such products, compared to 32.9%. of middle- and 21% of high-incame

households.

|




Table 3.15 Approximare monthly household expenditure on processed fruits and vegetables

Incomi Croup Total
High Middie L
Count % Group Coumt % Growp Count % Group Count % Group

<% 1,500 11 £1d 44 328 [3a4 45,3 19] 412
Z§ 1.507-5,000 23 LR ) T 543 108 38.7 22 457
£3 3,001-10,000 Il 212 14 107 149 T 45 8.7
£3 10,001-15,000 1 15 i 2a 7 1.5
Z5 15,001-20,000 1 0.7 3 1.1 4 0%
Z3 20.001-25,00d ] L9 1 0.7 1 0.4 3 0.6
ZE 25.001-30,000

=25 30,00 I &7 | 4 i .6
All 52 160 14l 1000 272 1L A6 | (W1}

Note: Mssing data for households that declmed 10 respond 1o question

35  Ownership of capital goods

The ownership of capital goods differed considerably among the income groups (Table 3.16).
For example, the ownership of consumer durables such as 8 VCR, microwave, and an
automobile was heavily skewed towards the middle- and higher-income groups. The Mmajorty
of households however, owned a radio, television and an electric stove—irrespective of
mcome group.

Table 3.16 Ownership of capital gosds

income group
High Middle Low Total
Count % Group Count % Group Coumt % Group Count % Total
Radw 54 .4 139 972 23 1.1 434 876
™ 55 9E.2 33 H944 203 1l 193 Hl.2
VCR 52 el L1 6.9 5 6.3 237 440
Refrperator 56 100.0 136 B5.1 |44 449.1 33z 5.6
Elestiu: stove i6 100.0 142 603 251 EE.1 430 D1E
Paraffin stove 7 a5 4K EEN 181 35 236 520
Microwave a4 6.7 45 315 21 7.7 104 0.9
Bieyele el 1 d6 4 52 64 Kl 284 159 x4
Auriomohile 56 1040 g7 7.8 1 133 191 5.5
Tioaal 56 1.6 144 28K 284 487 454 106D

Note: Missing data for 16 low-income households
Of the 484 interviewees, only 12.5%. 8.3% and 1% of households from the high-, middie- and

low-income groups respectively, owned all of the capital goods listed above, representing
merely 4.5% of the sample (Table 3.17)

Table 3.17 Degree of ownership of consumer durables

Income Group Tenal
Hig Middle Low
Count % Group Count % Group Count % Group Count % Group
Chwnetship of all capital poods ] 123 12 E.3 3 Lo Zd 4.5
Cromership of all poods except microwave 12 N4 16 11.] 7 2.3 35 732

All LT} 1oon 144 1000 284 10DD 484 1000

17
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4. DRIED FRUIT

4.1 Introduction

Drying is probably the oldest method of food preservation (Dauthy, 1995), and involves
reducing the water content of fruits {and vegelables), and therefore extending their shelf life;
increasing their convenience and valus (Fellows, 1997), Furthermore, drying brings about
substantial reduction in the weight and volume of produce making transportation easier and
mare cost effective (Fellows, 1997, Dauthy, 1995), Many fruits however, become fragile
upon drying and therefore require suitable packing to prevent damage during transportation.

Dehydration may be defined as the “removal of moisture by artificial means and in some
cases in combination with sun-drying” (CAC, 1971:1), By reducing the water content of
fruits, this prevents the growth of micro- orgamsms that lead to the deterioration of the
product, and also minimises some of the moisturc-mediated deterioration reactions. Given the
low monsture content of the finished product, dehvdrated fruits can be stored at ambient
temperatures without significant deterioration by decay, mould, enzymatic changes or other
causes (CAC, 1969; Dauthy, 1995), The methods of preservation or treatment of the fimished
product should protect the product against contamination, deterioration or development of a
public health hazard (Thid.).

In addition to applicable drying, the finished product may be treated with approved chemicals
10 allow the product 1o remain safe and not spoil under normal non-refrigerated storage
conditions (CAC, 1969). Fruits may be preserved with sulphur dioxide, usually in the form of
sodium metabisuplhite, which may be added to help maintain a fresh and natural colour and
inhibit mould growth during drying (Fellows, 1997-6). Sulphur dioxide can also be generited
from burming sulphur (Ibid.),

Dried fruits are classified as low-volume, higher-value foods® (along with vegetables, herbs
and spices), and offer good opportunities for profitable production by small-scale processors
(Fellows, 1997), Due 1o their high sugar content however, fruits tend to dry slowly. Therefore
the use of artificial dryers is preferred in order to reduce drying times. Under suitable climatic
conditions, solar dryers can perform well. However, air-dried products are the most common
type of dned fruits. Other more expensive dehydration methods (e.g freeze-drying) may he
used, although such techniques are usually beyond the scape of small-scale processors given
the capital investment required (Dauthy, 1995, Fellows, 1997),

Crystallised fruits and fruit leathers, peels for marmalade and cake production, and
osmotically dried fruits (known as ‘osmasol’ products when dried in a solar dryer) are fruit
pieces that are soaked in hol concentrated sugar syrups to extract some of the water before
drving (Fellows, 1997). * The shelf-life of dried and erystallised fruit depends mostly on the
‘equilibrium relative humidity’ (ERM) of the product under the expected storage conditions
This refers 1o the amount of water available within the product, which would support the
growth of contaminating micro-organisms (Fellows, 1997

* In contrast, cereals are defined as high-volume, lower-value crops {Fellows, 1997},
" Some fruits (e.g. fmes) may be sahied before drying. The high saltl concentration preserves the product by
drawing out water by osmases and by the ansi-bacierial propemies of the sal jmelf (Fellows, 1997

(L1



The Codex Alimentaries Commussion (CAC), (1969, 1971) has prepared hygienic codes for
the production of dried fruits. The codes of practice apply to all fruits produced by natural or
artificial means, or a combination of the two techmgues. No local Zimbabwean standards for
dned fruits were available af the tme the suidy was conducted

The following section discusses the purchasing and consumption patterns of dned froit in the
Crrenter Harare Arga

4.2  Consumption and parchasing profile

Of the 500 households surveyved in Harare. 346 suggested they consume dred fruit products
(Tabie 4.1} As regards frequency of consumption, 34%, 20.2% and 17.9% of low. middie and
tigh-incomes households consume dned fruits at least once & month; 17.8%, 7,75 and 5.4%
of households (respectively) consume dned fruits at least once @ week. Meanwhile, ahout

11 8'% households indicated that they never consumed dned fruts. Dned fruit consumption
was found 1o be less pronounced among high-iscome households—50%, 43% and 31% of
hagh-, muddle- and low-income households (respectively) sugeesied they do not normally
consume dned frut, Dned fruit products are largely consumed as snacks throughout the day,
and nfrequently form part of any particular meal

Tahle 4.1 Freqgueney ol consuamptian

Ipcome privug
High Middle Lerw Tetal

Frequency Count % Growp  Cound S Group  Count % Group  Coumt % Total
MEver 25 LLERY i 431 = g 154 30,8
Afewtmesayeur 18 Xl 5] 154 a7 132 Lty 33.2
Cince 8 month [ 10,7 11 Th r &, T.4 10 TR
2-1 e 8 manth | Lk T 46 34 E4 22 B4
Once n week 3 id 5 15 |E 51 26 5l
2.1 wrmed 3 week | 14 b fi.4 ¥, LI
4-5 mmes 3 wesk 4 ik 13 14 17 B
Every day 14 3.8 14 >
CHier - | 4 5 . 1] e 4
Al =h | L, Pk | {HEA 14,1 100 30D 100,00

Of the 346 households that consume dried fruits, 87.6% indicated that therr most frequent
source of the product was by purchasing it. About %.5% of househoids relied on obtmning
dried fruit products as gifts, while 2.9% processed products ot home (Table 4.2),

Table 4.2 Most freguent source of dried froi

Income proup

High Pl dde Low Crioviggs Toatal
Source Coamt % Grouwp Count %% Group Counl " Goowp Coumt % Grop
Priscess 3t home | 3.64 J 2d% 7 308 1 24
Gifi I 3.6% 13 [5.8% L B 1% 13 B.5%
Putchase 2r a3.ul 6 Ei.Ta il ] R EE] BT .6%

All I8 1AHAF T al | EHLEF e 236 LR Tdi 1601 (¥
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Nearly half the household sample (46.4%) purchase dried fruit products just a few times a
year (Table 4.3). About 51% of households purchase dried fruit at least once a month— 9%
of low-income households, compared to 38% of middie- and 26% of high-income houssholds.
respectively, Low-income houscholds are more frequent purchasers of dried fruit than other
income groups—34.8% of low-income households purchase dried fruit at least onee g week
compared to 18.1% of middle- and 3.6% of high-income households, respectively. However,
with respect to purchasing, it is reasonable to suggest that given their greater degree of
disposable income, high-income households are more itkely to purchase in bulk than other
mcome groups, which may explain a lowered frequency of purchase.

Tabie 4.3 Frequency of purchase

Income Group .
High Middie Low Tooal

Frequency Count % Growp Count % Growp Coumt % Group  Count % Tatal
A few tumes a vear ] 679 45 62.5 ] 8.5 145 46,4
Once & manth fi 214 7 9.7 21 LA £ L] 10.9
1.3 times & month I .6 7 a9.7 32 14.5 40 125
Omce g wesk T 8.7 28 127 35 I0o
2-3 npies a week 1 L 4 5.6 | 122 iz 1]
4-5 fimes a week 1 1.4 1 4.5 11 34
Every day 1 14 12 54 L3 34
(e i b 5 13 fr 1.9
All 28 oo ] T 22] 100 EF| 1004

Muost households procure dried fruit at local markets, from street traders ar af supermirkets.
When households were asked to state their most frequent place of purchase {Table 4.4), local
markets {53.6%) and street traders {26.5%) proved 10 be the most imporant outlets where
products are obteimed. Just under a fifth of households stated that they were mare likely 1o
make purchases at supermarkets. However, when ohservations are made across each income
group, interesting comparisons can be made, The majority of low-income households (65.2%)
rely on making purchases of dried fruit at local markets. In contrast, the overwhelming
majority of high-income households (almost 90%) prefer to buy products at supermarkets.
Local markets, street traders and supermarkets were all popuiar outlets frequented by the
middle-income group, Less than 2% of households frequent grocer/general store or dealers,
specialty shops/tourist outlets, or go to processors directly, in order 10 make purchases.




Table 4.4 Must frequent place of purehmse

ncome proug = ==
Maiddis L I vl
LIRIThET L il 81151 A Loty
L] LSl NI
AU ST Kt . ] i TT & | £ z 4
roee EETieril Hiore dd |
LEST A Lt B
:‘:[':'.IJ'I' Ne o sl oiglle .
Local mirket 1 | 14 b1 14 & [T
atteet trade J 11 & 351 W3
Chireet from processor i 3 i d
Al d I | 23 I 12

4.3 Type and quantity of dried froits purchased

The findings sugeest tha households purchase a wide range of exotic and indigenous dried
ruits. Crenerally, the main fruis purchased were masan'™ fhy 34 of households), mawuv
(69.8%), matohwe™® {54.295), ruisins (19 A%, currants (12.8%) and mazhanje'” { 10,9
Indipenous varieties of dried fruit ippenr 1o be more popular that exotic varieties (Figure 4.1

<iztpi Mavritians - Indigenous wild i of Zimbahw

Adeiromia Digrisesa { Baobak Indit
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Figure 4.1 Most papular types of dried fruj prurchased

%= Househalds

However, there was some differentiation in the types of dried fruit purchased by households
in different income groups (Figure 4.2). For example, high-income households were much
more selective about the types of dried fruit purchased, buying only 24 of the 35 types of
fruits listed, compared to the middle- and low-income groups which purchased 32 and 33
types of fruit, respectively, Among the hi gh-income group, raisins, sultanas and currants were
the most popular products, purchased by 92.9%, 46.4% and 39.3% of households,
respectively. Such dried fruits are likely to be used as ingredients in baking breads, cakes and

similar products. Dried exotic fruits such as apple, apricol and guava were also popular
among this income group.
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Among middle-income houscholds, masay (purchased by 75%: of households), mawuyy
(39.7%) and matohwe (51.4%) were the most popular products. Currants, raisins and
matamba’® were also popular. Among the low-income group, masau, mawuvy and matohwe
were also the most popular products, followed by hacha™, 1subvu'® and mazhanje. Thersfore,
mndigenous fruits (other varietics include hute"", nhungury, nzambara™ and tsubvu) were more
popular among lower- and middle-income households. After all these are traditional fruits
which Zimbabwe's indigenous population is likely to be more familiar with, Note that less
than 15% of high-income households consumed masaw, mawuyu or matowhe, the most
popular varieties,

Of the 321 households, 174 gave estimates of how much dried fruit they purchesed per month
(Table 4.5). While the quantity purchased varied little among the high-income group (ranging
from (.25-1.00 kg), among middle- and low-income houssholds, the quantity purchased
ranged from 0.50-24.00 kg and 0.13-20.00 kg in cach group respectively. In terms of the
average quantities, the middle-income group purchased 3.77 kg/month, while the low- and
high-meome group purchased 2,70 kg and 0.77 kg, respectively. Middle-income households
were found to purchase larger quantities of dried fruit (median of 2.00 kg) than other income

Eroups,

Table 4.5 Quuntity of dried fruit purchased per maonth (Kg)

Income Group
High Middle Low Taotal
e Households Q 27 [3% 174
Mimimmum 025 0.30 013 0.13
Maximum 1.00 24,00 20,00 24.00
Mean 0.77 am 270 2
Madhan [.00 24K Lo 1.0

Note: For those houscholds that gave quantitics per week, the values were multiplied by & factor of *4” 1o give
esttmated quantity purchased per month,

44  Packaging characteristics

Vanous forms of packaging materials are used for dried fruit {Table 4.6), Some differences in
the types of packaged products purchased were ohserved across income groups. Unscaled
plastic bags were the most popular type of packaging material used, although the share of
high-income households using this form of packaging was much lower than among the
middle- and low-income groups (11.1%, 65.3% and 61.1% respectively). The available data
suggests that high-income households are more likely 1o purchase products in sealed plastic
bags or packs (88.9%), while the majority of low- and middle-income houssholds obtain

* Strveknos Spinoza, Eleven species of Stryehnos grow wild i Zimbabwe, A deciduous fruit, the sweet ripe
Fu.dp of which may be scraped from the seeds and sundried as & food reserve {Tredgnld, 1986:123).

* Parinari Curatellifolia - One of the mast important wild fruits of the Shoma deet (Tredgold, 1986). The fruiis,
which are harvested in great quanuries, may be sundried as a reserve food (Thid |

" Vangueriopsiv Laneiflorn - Indigenous wild frit of Zimbahwe

" Suzigium Cordanm — Instigersonis wild frant of Zimbatbwe,

" Caressa Edulis — Indigenous wild fruit of Zimbabwe. The fruit also makes o good jum or jelly (Tredgald.
1986)

" Very popular wild fruits such as masau are now a5 precious s exotic fris, mainby due 1o their nutritiona)
vahie and the fact that such produces feech good prices on the market (Kadzere and Jacksan, 1997}




products in unsealed plastic bags. Although 39%, of low-income households suggested they
bought unpackaged products, 1.e. products which were sold loose, only 13.1% of low-income
houscholds erted this as therr most frequent type of packaged product ]'H.ITEhH.&Fd This may be
attributed to the tvpe of market outlet frequented. for example Mbare Musika™, where
eustomers are often expected to provide packaging materials. Some households also
purchased dned frnt products wrapped in newspaper. again more [ikely to be prevalent
among local markets or streed traders.

Tabli 4.6 Most [regquent ryvpe ol packeging

Income Eroup

High Middls |l Tl
1 ¥pe ol '|'I:|.|.'LJ:IE'||'|F. Cpani G:rl_'lu'p Cognl i ':.iTNI;‘ Lol o Liroiep Lol 1 | ol
Mo packspmpisold looar 14 i 13.1 i 4
Wrapped o newspaper 14 14 6.3 |3 47
Plastic bay |not sealed ) 1 11,1 a7 % 1 115 811 145 57X
Sealed plastc pockhag 21 EE.9 a2 EIERES 43 145 Lt ol
Plastic tray coverad in L 14 I 0.7
celiophane clmg flm
ele.
Tonal 27 T e [k 21 e ¢ 320 1EH1

45  Consumer pereeptions of dried fruits processed by small-scale enterprises

Data from the survey show that approximately 65% of households that buy dried fruit, had
purchased a product processed by the small-scale sector (Table 4.7). A sipnuficantly higher
share of low-1ncome households (83 3% bad purchased a product from the small-scale secior,
compared 1o muddie- (26 £%) and high-income households (14.3%)

Tabie 4.7 Purchuse of dried froit products from small-seale procevsor

Hmeseholds that purehase dned fruns from

Income Testal sample
Cimoup sumber houssholds small-scale gecior

Mo, hoteieholds purchiss dned s o hnussholds % Income Ciroug®
High S 2B 4 143
Aiddle Lk . 1% 264
Low 300 221 | 84 B3l
All S t21 07 By &

Fhote: Te proup thar purchase dred fruns

Consumers (n=207) rated dned fruit products processed by the small-scale sector poorly on
all attmbutes, 1.e. all afmbutes were given mean scores less than 4,00 (Figure 4.3). Those
attnbutes rated poorest were “labelling of product” (1.77), ‘guality of packaging” (2.43) amd
‘availability of product throughout the vear® {2.55)

W Mhare Misdks 5 the beppmst frul znd '.'EH'zr.uhIr mearke! in Harie Many lscals bay frios and vegeiahis
products i hulk there, &t prices equivalent to whalesale prices

2t



Figure 4.3 Mean performance of dried frudt products processed by small-scale sector
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Note: Mean performance relates to j--|-:n;m scale where | =-'|.-_¢|:,-pm and § = wr_\;gn;d.

Generally, small-scale processors performed poorly, with the exception of attributes such as
‘price’ and “availability of the product in varying quantities', which were rated good by hi gh-
income households (mean scores of 4,00 and 4.25 respectively) (Table 4.8). The latter
attribute was also rated highly (4.05) by the middle-income group. Among the low-income
group, nane af the attributes received 4 mean score of 4.00 or more. Although low-income
households are the main purchasers of dried fruits processed by small-scale enterprises, they
do not seem (o be satisfied with such products, even on price (3.43),

Table 4.8 Mean perfornance of dried fralt products processed by small-scale sector, as rated by ingome
gruups

Income
Attribute High Middle Low Total
e=d)  (0=19) ([o=184) (@=207)
Frice 4.0y 13 343 1.43
Ehell-life 350 316 146 343
Consestency of produc 335 163 .20 i
Food safety 3,00 1.05 an .12
Quality of packagmg 250 347 132 243
Labebinp of produc: 1LY 247 1.7 LT
Owerall appearance ioh 342 332 332
Yalue for money 125 3.6E 14] 143
Availability of product in varying quantities  4.25 405 .52 194
Availability of product throughout vear 225 126 148 1,55
Mutritional benefiis 3. (K} 179 L ] 321

Note; Mean performance score relates to 3-pount scale where 1 =very poor and 5 = very pood,




451 Meeting consumer demand

[he factors that househoelds considered maost important in order for small-scale processors i
better meet consumer demand for dried fruit products were *food safety’ (4.49), ‘price’ (4.47)
and 'value for money” (4.36) (Figure £4), Among high-income houschalds, “overall
appearance’ (5.0, "value for money’, avatlability throughout the vear’ and “nutntional
benefit’ (latter three had scores of 4.73) were the most imponant factors ( Tahle 4.9).° The
middle-income group ruted price (4.53), *food safety’ (4.47) and 'numtional benefit’ (4.47)
haghly. Ameng low-income households, ‘food safety” (4.49) and price (4.40) were the mosi
Imporant ctors.

Figure 4.4 Mean importance seares for facwors if small-scale processors are to better meet consumer
ilemand for dried Truits
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Meanwhile, the use of (ood standards (accreditanon 1o SABS and SAZ) and “regstration of
enterprise” were rated of least importance—with mean scores of 2.67, 3.32 and 3.37
respectively (Flgure 4.4). *SAHB acoreditation” was the least imporant factor noross all megme
proups {Table 4.9). *SAZ acereditation” was considered of low pnionty by low-mnoome
households (3.21), but imponant among middle- (4.21) and high-inpome households (4.25)
This ruses the question whether low-income consumers are famular with 5AL accreditanon.

given that they rated food safety as imporiant

* Bud niste that the sample bhere B nrnnll. congmting of just four household:




Table 4.9 Mean importance scores for factors if small-scale processors are i better meet consunmer
demand for dried Truits, as rated by income groups

Incoms: Liroup

Aterabuse High Middle Low Taral
(=4} (o=19) (p=184) (n=207]
Price 450 453 4.46 447
ahell life 4.5 426 4.17 4.18
Cansistency 450 437 4.5 4.6
Food safety .56 4 47 4.49 449
Quality of packaging 425 405 403 4.04
Labeling 4.50 158 370 e B
Orverall appearance 500 447 438 431
Valug for money 4,74 426 436 436

Supplving in varving quanmnes 450 1.95 4.15 4,14
Avnilability throughout year 4.75 379 A4, 10 4,04

Mutmirenal benefi 475 447 1.87 185
Wew prodact lines 200 3B4 3.68 E W |
Indigenous products 435 432 4,20 4.21
Repistration of enterprise 435 145 329 337
SAT peereditmon 435 4.21 in i
SAR: aocreditation 2.0 226 2712 267

Note: Mean importance score relates 1o 5-point scale where | = very ummportant aad £ = very important.

4.5.2 Purchasing products from a particalar small-scale processor

OF those houschelds that purchase products from the small-scale sector (n=207), about 16%
buy products direct from processors (Table 4.10). The majority of processors frequented were
located in high-density suburbs of Harare, particularly in Kuwadzana and Mbare, Mbare
Musika—the largest fruit and vegetable market in Zimbabwe, is located mn the latier suburb.
Only five households purchased products from processors outside Harare, i.¢. in the provinces
of Mashonaland East (Mutoko and Murehwa) and Mashonaland Central (Mount Darwin).

Table 4.10 Purchase of dried [ruli direet from particular small-scale processor

Purchase from Purchase from pamicular small-
small-scale secior scile processor

L’f;ﬂ:“ No houscholds  No. bouseholds % Giroup
High 4 1 350
Middle 19 3 15.8
Low 154 2% 15.2
All 207 12 15.5

Twelve of these households (all low-income) had been purchasing products direct from the
processor for at least a 5-year penod. Half the sample was not affiliated to the processors, but
11 houscholds either knew the processor personally or were a relative, and nine households
were |located in the same area as the processor—suggesting that convenience was a factor. Of
those households purchasing products direct from a particular small-scale processor (n=32),
‘hygiene/cleanliness of processor’ (4.62) and ‘price’ (4.59) were the mest important factors




cited for domng so (Figure 4.5), This was true of all meome groups™, except that midd]e-
income households also indicated the impartance of “convenient location of processor” (4,330
(Tahle 4.11)

Figure 4.% Mean impartunce scores for faetors relating to chaice of small-scale processor
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Note: Mean imparance score relates i A-puint sele where | = very mmpartant ihd & = very bmportan

[he ‘labelling of the product” {284} und ‘quality of packaging’ (3.50) were rated the jeas:
important factors for influencing the choice of processor. There was however some
differentiation across income groups between those factors considered least important. High-
income households rated *femilianty with processor (2.00) as the least important factor when
choosing which small-scale processor 1o buy products fram. The middie-income group rated
‘credit avmlability’ least imporiant (1.67). but also considered ‘fumibarity with processar’ i
be unimportant (2.33). Low-income housshalds rated ‘labelling of product” as the Jeas)
important factor (2,75)

Table 4.11 Mean importance seore for factors refating (o choice of small-scale processor, gs rated b
INCHIE §roups

income (i Toup

Aferibits High Middle Low  Toml
=l in=3]  (w=2E] {30
Priez S0 4.33 4.6 459
Shelflife d (M 367 1E] 3Kl
Comsistency of product qualin 4.0 4.00 4121 4.19
Cruality of packaging 400 167 L [ L 5]
Labelimp of produc 4. it 153 175 25
Famihanty with processms 200 233 ERC 175
Convenien: location of processor & i) L %Ki 5 G
Reputation of processor 4,01 4.00 .25 433
Hygreneizleanliness of processing operation 5,00 433 4. 4.6]
Credit availability 4.0 1.67 175 .56

Motz Mean importance score relatgs b - oint scile where YETY Unimpariand and & = very fhim,
FI

= Bur note that there was anby mme gl inzome household in the samnle

L1




4.6 Consumer perceptions of dried fruits processed by large-scale enterprises

A much smaller share of households had purchased dried fruit products processed by the
large- (17.4%) than the small-scale sector {64.5%). While low-income households were mare
likely to buy products processed by small-scale enterprises (83.3%, See Table 4.7 ), high-
income househaolds were mare likelv to purchase products processed by (he larpe-scale
sector—71.4% of high-income households, compared with only 29.2% of middle- and 6 8%
of low-income households (Table 4.12), This can be explained in terms of the types of
products being consumed by the different households. Far example, indigenous fruits such as
masau, mawuyu and matohwe in the case of the low-income group, and currants, raisins and
sultanas in the case of the high-income group. The former products are almost entirely
processed by small-scale emterprises, and the latier 1end 10 be processed on & commercial scale
by large-scale food manufacturers ™

Table 4.12 Purchuse of dried fruit produets from large-scale processors

Total sample  Purchase dried frurs  Purchase dned fruis from bar resgcale secior

Income Group  No. households — No. households No. households " Giroup
High 56 25 20 Ti4
Middle 144 7 21 93
Low 300 23] 15 6.8
All 500 3121 i 74

Large-scale dried fruit processors performed best on ‘consistency of product quality” (4,20),
‘quality of packing' (4.14), ‘food safety’ and ‘overall appearance’ (both had scores of 4.13)
(Figure 4.6). Those criteria rated lowest were ‘price’ (2.75) and ‘value for money’ (3.70). In
fact, "price’ received the lowest mean rating across all the income groups (Table 4.13),

® Ofien such products are impertsd from South A frica.

b




Fegure .o Mean performance of dried fruil products processed by Inrge-seale sectir
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High-income households rated the large-scale sector best on ‘consistency of product qualiny’
(4. 2U0), followed by “gquality of packaging’ (4.10) and ‘food safety’ (4.10) (Table 4.131
Middle-income households rated large-scale processors best on “availability of produc
throughout the year' (4.14), followed by *consistency of product guality”, *guality of
packaging’ and ‘overall appearance’ (all 4.10), Low-income households considered furge-
scile food manufacturers to perform best in terms of ‘overall appearance’ (4.47), *shelf life

ard “eonsistency of product quality” (both 4.33)

Table 4.13 Mean performance of dried {ruit products processed by large-scale sector, as rated by ineame
Lruups

: lpcome I.:r|.1uFl

Anribuie High Middls Low  Tomul
Mean soores

=2t (=2l de=l5)  in=5a
Price 44 276 260 275
Shelf-life 4.0 404 4.1 4.11
Conststency of produsi gualiy 4.2 a.10 431 .20
Foold safen 4110 404 &7 413
Cuality of packagmy 4.110 4 ey 4.14
Luheolny of produoc 1 ai 4 [ & 70 3.9
Owvernll appearanee 350 4. b 447 411
Yalue [or momey i 0 167 . H] 3,70
Avaiinbility of product 6 vanving guantines 3T 4 e 3TH
Avmlobility of prodoct throughour vear 16t .14 b 1K
Mutritional benefit LN 1 1K) 4. K 19]

MNote: Mean performance relates 1o point scale where | = very poor and 5 = very good




4.6.1  Meeting consumer demand

Large-scale food processors are encouraged to consider all factors except the use of foad
standards from SABS (3.23) in an effort to better meet consumer demand (Figure 4.7). The
most important factors however, were product ‘price’ (4.68), ‘consistency of product quality’
(4.61), "nutritional benefits’ (4.57), ‘overall appearance’ and *food safety’ (both 4.55). In
lerms of importance scores neross income groups, both high- and middle-income households
rated all attributes except *SABS accreditation” as significantly important, i.e. with a rating of
4.0} or more (Table 4.14). High-income households rated ‘consistency of product quality”
maost important (4.95), followed by ‘food safety” and *quality of packaging” (both scores of
4.85). Middle-income households considersd “overall appearance” (4,48), ‘price’ (4.43),
‘consistency of product quality” and *value for money” (both 4.38) as the most important
attributes. Meanwhile, product ‘price’ (4.87) and ‘nutritional benefit’ (4.73) were rated

highest emong the fow-income group,
demand, Along with
registration” and ‘SAZ accreditation’

‘SABs accraditation’

in order for the large-scale sector to better meet
+ the “intraduction of new product lines®, *enterprise
were considered ‘neither important nor unimportant’

among the low-income group,

Figure 4.7 Mean importance scares for factors
demeand for dried fruits
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Table 4.14 Mean importance scare far factors if larpe-seale processars are to betier meet consumes
demand for dried fruits, as rated by inpome groups

income Ciroup

Atribute High  Middle |ow [ota!

o= =¥l  im=] iR
Price 480 4 43 4K 4GB
ahelf-hife 4 ps 4.4 41 4 4]
Conkigtency of product qualin jUs 418 447 €41
Food safers 4 K= 4.3 d.47 455
Quality of packaping 185 419 4. 141
Labeting of produc 4 A= 4.14 3.7 438
Civarall appenrance 4 KO 4 .45 43 444
Walue for mopesy, & T 4 15 4.3 445
Availamliny of prodsct m varyme quaniines 4 At ain g0 4320
Avatlability of product theouglmt ve Jd 5 4733 4 4l 4.4
MNurminonal benelfs 4.75 & 4.7 4 57
Introduction of mew' prodict lnsy 4 1 4.4 K A1
Introduction of ndipenous producrs i A0 4,10 477 4.as
Registration of éntempriae 4 5% EN L 1 61 31k
S arcredinminng d.T5 4.05 191 437
SABs aceredration 135 2,04 347 133

Nute: Mean impartance score relates i S-poanr scale where 1 = very unimportant and § = very e

4.6.2  Brand lovaln

Only 12 of the 56 households that had purchased dried fruits processed by the large-scale
sector, tended 1o purchase & purticular brand of product. The Iu;ﬂ'.-mcum: group showed the
least concern for brand lovalty i terms of dried fruit products = Brands mentioned included
Caumns, Cashel Valley, Charhons, Heinz, Katope, Nature's Choice, Sunbird, Valley Fresh and
Marlon. However, none of these brands stood out as particularly popular. The most Imiportanl
reasons cited for prefemng parucular brands of dried fruit products included product quality
and their availability m marketing outlets. Although some households showed considerable
degrees of brand loyalty (five households had heen purchasing particelar brands of dred frui
for a period of 16 vears or more), but the sample 15 very small. In general terms, ‘shelf-life
(4.67), "food safety’ and “price’ (both 4.58), and “nutritional benefit of product” (4.50) were
the most important factors influencing the choice of brand (Fizure 4.8

3 i
" Only o hi-meome household fended 1o purchage o particular brand of prodiser from Use hurpe-soale seew
compared to seven mddie- and four Jow-meome hoisehoids




Figure 4.8 Mean importance scores for factors refating to brand choice
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4.7 Preference for products processed by small- or large-scale sector

Shghtly mare households expressed a preference for products processed by the small- than the
large-scale sector (25.9% and 20.9% of househalds respectively) (Figure 4.9}, However, aver
half the sample (n=321) suggested they had no preference. This questions the perceived
supenionty of (dried fruit) products processed by large-scale food manufacturers. Although
the high- and middlc-income group showed a greater preference for products processed by the
large-scale sector, the numbers involved were relatively small (42.9% and 20.8% of
households respectively).™ In contrast, low-income households showed a greater preference
for products from the small- (34.8% of houscholds) than the large-scale sector (18.1%).

* Note that 72.2% of the middle-income proup sugpested they had no preference, and 53.6% of the high-income
Etinmp,




Figure 4.% Preférence [or produets processed by small- ar large-seale sector
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Among those houscholds that suggested a preference for products processed by the small
scale sector, ‘price’ was overw Iv_'lrmngj_'; the most impanant reason ciied 1o L,"I'Fl|ill!'| this
preference (Table 4.15). However, *availability of the product’ was also considered to be
important. This suggests that some products are not readily available on the open markel, fo
example, indigenous varieties of dried fruits. As discussed previously, small-scale protessors
may potentially control the supply of some types of dried fruits, e.g. indigenous dried fruns
Whether demand for these products can be developed into niche markets remains to be seen

Table 4.15 Reasons for preference of products processed by small- or lurge-seale secior

small-scale food pmcessor Large-scale food manufacturer

Freguenicy Frequencv

Price 5% Hypiene 7
Aovarlnbilary i1 Chaality 23
Varen 7 Food sfen i
Hygiene T Packugimy i
Credn ovadlababin t Avalibile 5
Convemience b Price 4
Familiarit 3 Sheli-life 2
Food safer 3 v areeLy -
Varying guantitics availoble 3 Familanh 2
Accesibiliny 1 Value for monsy |
Tasie 3 Convegnsence |
Chialsty 2 Hepuintion 1
AfTordobaliry ] C omiabepoy ]
Promote mligenisaton i Favpurite |
Lriscoani Labelling
Shelf-laife I Taste i

IS I

Varyinp guantities svailable

Although products from the larpe-scale sector are generally regarded 1o be more expenzive
they are favoured because of good hviiene practices, product quatlity and food safety
concerns. Packaging was also an important reason for preferring dried frun products
processed by the large-scale sector, but much less important than the above factors

i1 |




In terms of their overall mean performance ratng, large-scale processors of dried fruil
performed better than small-scale processors (scores of 4.11 and 3 49 respectively) (Figure
4.10). In fact, the large-scale sector received a mean score of 4.00 or more by all income
Eroups, in comparison to the small-scale sector, which received u score of less than 4,00 by all
groups. Large-scale food manufacturers received the hi ghest rating from the low-income
group (4.20). This may be attributed to the general opinion by low-income households thar
large-scale processors are better equipped 1o deliver safer and high quality products, as
portrayed in the local media thraugh advertising. However, low-income households may
aspire to consume products processed by the large-scale food manu facturing sector (e.p. statys
associated with particular consumption patierns) and therefore may have an overly positive
opinion of products produced by this sector,

Figure 4.10 Overall mean performance rating of products processed by small- and large-scale sector
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Note: Mean performance relates 1o S-paint scale where | = very poor and § = very pood.

4.8 Changes in consumption levels

Nearly half the sample (n=321) now consumes less dried fruit then they did three vears ago
(Table 4.16). Meanwhile, consumption of dried fruit had increased among 11% of househalds
over the same three-yvear period.

Table 4.16 Current consumption levels of dried frufi compared to that of three years ago

Incoms Group Growp Toal
Hegh Middie Low
Lot % Grroup Count % Crroup Count s Groap Coamns %4 Tatal
Maore 3 17.99; o 1255, 20 0,09 u 1.6%
Less & 2 1% 19 26.4% 116 52.5% 14 44 9%,
Same 14 S0.0r%, 44 61.1% K5 I8, 5% 143 44 700
All 18 100.0% 72 100.0% pind | 100, 0% 32 1000, 4194

In terms of seggesting which factors influenced this increase in consumption, the onl y
atribute o receive a mean score of 4.00 or more was "other factors’ (4.67) (Figure 4.111,
However, only three (high-income) households indicated the importance of *other factors®,
and therefore they cannoi be said to be significant. These other factors included “‘enmjoy dried
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fruit,’ “increased nutritiona)l knowledge” and ‘taste’, In terms of sygnificant factors withim
particular income groups, among the high- and middle-income group, the only significant
atribuie was ‘consistency of product guality' (4,80 and 4.1 | respectively). No sigmifican!
reasoms were given for the observed morcase among low-income households, i.e. none of the
artributes received a mean score of 4.00 or maore

The factor of least importance was the “availability of imparted brand® of product (2.50). This
wis true of both the middle- and low-income group. Among the mgh-income group, the
“number af household members’ was the least significam factor ( 1.80) to explain any mercase
in the consumption of dried frum

Figure 4.11 Mean importance seores lor fuctors relating o inereaved consummpition ol dried Troit
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The most significant atinibutes contributing 10 & decrease in the consumption of dred fruu
were “other factors” (4.80), ‘prevailing economic hardship’ (4.95) and ‘price’ (4.51) (Figure
4.12). However, only five households cited *other factors' (including *drought”, *health
reasons’ and a ‘preference for doing so°}, and therefore they cannol be smd to be paniculariy
significant. ™ The above patiern was wilnessed across all mcome groups, except that the high-
Income group rated ‘price’ more important than *prevailing cconomic hardship’. The factor of
least imporance was associated with the ‘availability of imperied brands®. This was slso trus
for the muddle- and low-imcome group. Among the high-income group, ‘shelf-life” and the
“avaiiability of product in varving quantities” were considered least important

b Thre= of which werpe Im 1he wnvsi-ihcomme= Eroup, and one @ bodh the muddle- und I:IIE.']I LRComE group)
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Figure 4.12 Mean importance scares for [uctors relating to decreased eonsumption of dried fruii
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Of the 321 households that purchase dried fruits, nearly two-thirds (60.6%) suggesied they
would like to consume more of the product than they currently do.*’ The main factors
inhibiting their ability to do so include product *price” (4.49), ‘prevailing economic hardship’
{4.49) and “other factors’ (4.17) (Figure 4.13). The same general trend was found across sach
income group. However, only six households cited “other factors’ (including “drought” and
‘tasie”) as bemng 'rmpunam.:"

Among the Jow- and middle-income groups, “convenience’ was not an important atiribute
inhibiting an increase in dried fruit consumption (scores of 2.56 and 2.40 respectively).
Among the high-income group however, the “availability of product in varying guantities”
was the least important attribute (2.29).

¥ AcToss income groups, the fipures were 63% of high-, 41.7% of middle- and 66.5% of low-income

houssholds,
* Three nigh-income, one middie- and two law-meome bouseholds

Lt




Figure 4.13 Meun imporiance scores for [mctory inhibiting increase in dried frait copsamptien
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4.9 SUmmary

The consumption of dried fruit products was much more pronounced among low- and middie
income households, than the high-income group. This observation wes true lor both the
frequency of consumption and the average quaniity of products consumed per househaold
Households purchased both indigenous and exotic vaneties of dried froit products. However,
the former producte were much more popular amonyg low- and middle-income houscholds,
especially fruits such s masau, mawuyu and matohwe. ™ High-income households preferred
dried exobe fruits, such as raisins, sultanas and currants

Whilst high-income households tended to frequent supermarkets 1o purchase dred fruis, low-
and middie-income househoids made purchases with sireet traders and ot local markets. Agamn
this relates 10 the tvpes of products purchased Indigenous dried fruits (preferred by the
middie- and low-income groups) are largely unavailable in supermarkets, Furthermore, street
traders and local markets tend 10 offer relatively lower prices than other outlets and hence are
preferred hy the low- and middle-meome proups. Packaging can also be related to the types ol
products purchased and the place of purchase. Dried fruit products packaged in unseaied
plastic bags were mare likely to be purchased by low'- and muddic-income groups, while high-
income households preferred products in sealed packages. Therefore one guestions whelher o
niche market exisis for dried indigenous frut products, which are well packaged, sold through
formal supermarkets in Zimbabwe, if the key issue constraining the consumption of such
products among the high-income group, is actually their availabality in formal outlels

Of those houssholds that purchase dred fruits, it seems that many more purchase products
processed by small- than large-scale enterprises. However, panticular income groups show

= Less than | 9% of the high-income group consumed thewe products




allegiance to particular food sectors. High-income households overwhelmingly buy products
produced by large-scale food manufacturers, and low-income households buy products
processed by the small-scale sector. However, consumers showed little loyalty to either
sector—either by freguenting a panicular small-scale processor to make purchases of dried
fruits, or by buving particular brands of products processed by large-scale food
manufacturers.

Although the large-scale sector performed better than small-scale processors in terms of their
overall mean performance rating, slightly more houscholds expressed a preference for
products processed by the laner sector. Small-scale producers seem to have a pnce advantage
over their counterparts in the large-scale sector, and hence the greater preference for products
processed by them. On the other hand, larpe-scale manufacturers were preferred due to their
attention 10 hvgiene, product quality and food safety 1ssucs,

Low-income houscholds rated products processed by the small-scale sector just as poorly as
the middie- and high-income group, and were panticularly complimentary of large-scale food
manufacturers. This could be due (o the general opinion by low-income households that large-
scale processors are better equipped to deliver quality products, as generally perceived in the
local media through advertising campaigns,

The ability to supply products in varying quantities was one of the atributes for wihich small-
scale processors were particularly noted. Product labelling, packaging and the consistent
supply of products throughout the entire vear appear to be constraints facing the small-scale
sector. However, consumers felt that food safety, price and value for money were the most
important attributes which small-scale processors needed to give attention if they are to make
an impac! upon the market for dried fruit. Large-scale food manufacturers were particulariy
noted for their attention to the consistency of product guality, guality of the packaging
materials used, compliance to food safety measures, and the overall appearance of their
products. The main constraints facing large-scale food manufacturers however, were the need
1o reduce the price of their products, to be more consistent with product quality, and to
mmprove the nutritional benefit of their products.

The findinps would seem to sugges! that there is potential for small-scale processors 1o
increase their share of the market for dried fruit products, given that product price is
undeniably one of the most important factors influencing purchasing paterns, and & particulur
constraint facing the large-scale séctor. The small-scale sector seems 1o have a price
sdvantage and potentizl 1o increase production of indigenous fruit vanetics {in particular) that
are rarely, if at all processed by the large-scale sector. Appropriate technologies adopied by
the small-scale sector are suitable for processing indigenous fruits, which are generally not
available in large quantities. Hence, substantial investment in more capital-intensive
equipment may not be warranted. However, food safety and hygiene are impaortant consumer
concerns, which the small-scale food processing sector will have 1o meet in order to realise
greater opportunities in the market for (indigenous or other} dried fruit products. Middle-
income houscholds in particular represent a potential consumer group 10 be targeted by small-
scale processors, given that nearly three quarters of them did not state a preference for
prowducts from either sector,




. FRUIT PRESERVES

5.1 Introduction

“Frwl preserves’ is a collective term for jams, jeilies. marmaiades and fruit paste, which are
sweet spreads made from whole frait, fruit pulp or juice (Dauthy, 1993), The products differ
in firmness, clarity and ingredients. Jam 15 a solid gel made from fruit pulp/puree or fruit juice
from & single fruit or from a combination of fruits (Fellows, 1997), Jellies are crystal-clear
yams made from filtered fruit juice or aqueons extracts. Marmalades are produced mainly
from the squeous extract or clear citrus juees (&g orange, lemon, lime and grapefruft). and
have fine shreds of citrus frui peel suspended in the gel (EU, 1982, CAC, 2002; Feliows,
1997}, Fruit paste 15 produced in the same way as non-jellified fruit marmalade but has a
iower water content. The concentration of solids in the paste 15 normally about 36%. The high
solids content and natural acidity are sufficient to preserve the produet for several days but
pasicunsation in botile ar cans iz needed for 4 longer shelf life. The most common type of

frult paste is tomato

Fruit preserves may also be referred to as *fruit sugar preserves’ because of their high sugar
comtenit (about 60%), which is responsible for preservation. Fruil preserves may contain up 1o
6 total soluble solids i the form of either added sugar or the inherent fructose
concentrated by boiling. Because of their high 1otal saluble solids, fruit preserves have sood
keeping quality even at ambient temperatures. However, preservation is not only dependent
on the osmotic pressure of sugar solutions, but also by witer activity in the liquid phase,
which may be reduced by the addition of sugar or by evaporation. to (.84% (Thid.). At this
level of water activity, the products are not protecied from spoilage by moulds and asmophilic
VEASIS,

Depending on consumer tastes and legal standards, sugar and other additives such as colour
gelling agents and acids may be added 10 commercial products. However, the additives may
be omatied when following traditional home-hased methads of preservation, especially when
output is low. For example, pectin is a constituent of nearly all fruite and vegetables and can
be extracted and used in food processing to form the characteristic gel in jams and
marmalades. The nchest sources of pectin are the peels of citrus fruits such ss lime, lemon.
orange and passion fruit or apple pulp—known a5 “pomace” aiter the juice has been extracted
(Fellows, 1997). Where commereial sources of pectin are used. it is usually in the form of a
light brown powder, or as n dark liguid concentrate ([hid. )

Fruil preserves can be prepared from exotic or indigenous varieties of fruit. Fruit preserves
made from indigenous fruits (e.g. maruls. masau) are often produced for niche markets such
as tourist centres. Exotie fruit preserves include those based on strawberries, apricot, apple.
peach and guava However, some ‘exotic’ fruits (e.g lemon™) have been successfully
domesucated hecause of their tolerance to local environmental conditions, and are now

abundant in Zimbabwe {Kadzere and Jackson, 1967)

" For example. the mazoe kemon | Cirrics Limon), pamed so because i wis frund along the Mazoe Baver, was
established m soqdhern and central Afnca over 500 vears ago. The species bus sdepted and pone wild, thoagpi i
m ool widespread. The fni resembles o cultivated kemon but o smalier. drver and rougher, with o thicl wrinkled
skin (Tredgald, 1986-05%)




The indigenous category includes gooseberry, masau, mawuyu and matowhe. It is interesting
to mention that fruit preserves based on gooseberry may be considered premium products
because the fruit is not abundant. Physalis Angulata (wild gooseberry) 1s commonly found
growing wild in Zimbabwe. This may be cooked as jam or other preserves, and stewed as o
dessert. Physafis Pruvigna (cape gooseberry) 15 2 similar plant, but less commonly found
growing wild, but they are sometimes cultivated for sale, canning or jam making (Tredgold,
1986). Indigenous fruits have generally been collected from the wild for houschold
consumption, until recently as small-scale enterprises have become involved in the
commercial processing of such products (Kadzere and Jackson, 1997).

The production of fruit preserves is controlied by food standards and regulations led down by
the government and the Standards Association of Zimbabwe (SACA, 1968). Two grades exist
for fruit preserves—ithe first grade and standard, which are based on fruit content of the
product. Products are packaged in approved cans, glass and plastic bottles according 1o
national food standards and regulations (SACA, 1968)

52  Consamption and purchasing profile

OF the three study products, fruit preserves were more commonly consumed by houscholds—
91.6% of households sampled consumed fruit preserves (Table 5.1). The consumption of fruit
preserves was more pronounced among the high-income group—all hauseholds in the group
consume fruit preserves, compared with 89.6% of the middle- and 91% of the low-income
group. High-income households are also more frequent consumers of fruit preserves, 52.1%
of households consume the product at least once & week compared to 67.4% of middic- and
42.7% of low-income houscholds.”

Table 5.1 Freguency of consumption

Income
Frequency High hiddie v Totl
Coumi % Group  Count % Grogp Cound % Growp  Count % Todal

Wever 15 1.4 r ) L. 42 54
A few times a vear f 10.7 in 6.4 kA 8.7 Loz 204
Cmee a month I 1.5 i ad 3l 10,3 b 54
2-3 nmes o monik 3 4 12 3 el o7 44 B.K
Cmece a week 4 T ¥ LY 3 13 35 7.0
2-3 times 8 week 22 8.3 i 215 34 11.% 87 174
4-5 rrmes a week 11 15.6 13 a4 | 7.0 45 L]
Every day b 16,1 45 313 44 6.3 102 i
Group Towml S 10ek.0 144 10600 300 100 00 1614

The research findings suggest that most households (98%) consume fruit preserves a
breakfast or with other food producis as snacks (22.5%). In both cases, fruit preserves are
likely to be consumed with bread or other derivatives. In the past, wheat bread was described
as a luxury food item catering only to high-income consumer groups (FAQWFP Crop and
food supply assessment mission to Zimbabwe, 2001), However, since independence. Lhe

"go 3%, §1.6% and 61.7% of high-, middle- and low-imcome houschokls (respectiviely | consame fruil preserves
al |east once & month




consumption of wheat has increased considerably, especially among [ow-meome urban
consumers, and 1 15 now considered as Zimhabwe's second staple food (Thid.). With
Increasing consumption of bread, so has the consumption of fruit preserves increased,

5.2.1 Purchasing patterns ‘

Consumers source jams, jellies and marmalodes in varying ways. Generally speaking 96,74,
of households (or 443) purchase products, 18 6% moke fruit conserves a1 home, and 5,9%
receive gifts of fruil preserves from family and friends. When households indicated their most
frequent source of fruit preserves (Tahle 5.2), the findings were similar—95% depended on
purchasing products, 3.3% processed fruit preserves al home, and 1.3% relied on receiving
products as gifis. Regardless of income group, the majority of houscholds purchase frun
prescrves—96.4%, 98 4% and 93.8% of high-, middle- and low-income houssholds
respectively

Tuble 5.2 Most frequent souree of fruir preserves

E Incomie group
High whdidle Liow Total
Coant % Geoup  Coump . Croup Count %4 ¢ iroup Coum Y% Toul
Purchase 34 A4 137 Ph 4 156 G118 437 B54
Process ai home I 0.5 14 5.1 15 1.1
iy ' a0 I 08 3 i1 i I3
All iy} 1001 119 LN P | HaL0 A58 1HED

About a quarter of the households that purchase fruit preserves (n=443), only purchase
producis a few times a vear (Table 5.3). In fact. a third of low-income houscholds purchase
products only a few tmes a vear, suggesting that for & section of the population, fruil
preserves may be regarded 2s luxury products. The majority of households purchase products
at least once & month—80.4% of high-, 89 8% of middle- and 66.3% of low-income
households respectively. Just | 8% of the high-income group purchase fnuf preserves an Jeast
once @ week. compared 1o 7,8% of the middle- and 5.7% of the low-income Eroup

Fabie 3.3 Frequency of purchase

Ingome group
Freguency High Middle Lo Tol
Coumt % Croup Coum % Group  Cownt w Laroup  Coumi % Total

A few tirsies o veas ] T8 13 10,3 E7 ¥1.d L Mk
Crice 3 mnnth 4] T3 Kii T |42 4 64 {7
2-3 times = monih i 4 19 148 15 5.4 37 ad
Creiee 2 weel | |4 4 1] 11 - B Ef EX T
2-3 s o weck 5 £l 4 1.5 9 2
=5 fimies @ week 1 (L8 | 2
ey 1 1.E ! .
Tivial Sy 10610 | 28 A0 2o 1Lk L 441 1 (.4




Fruit preserves are mainly sourced through supermarkets and grocers or general dealer
shops—98 9% and 20.5% of households make purchases at these outlets respectively. When
households were asked to indicate the outlet where they most frequently make purchases,
96.8% indicated supermarkets (Table 5.4). Over 95% of households—irrespective of income
group. were more likely to purchase fruft preserves at supermarkets. A few low-income
households made purchases directly with processors, but the numbers involved were very
small,

Table 5.4 Most frequent place of purchase

Income group
Hiph Wl iddle Liow Total
Count L Coumd b Civtagd % Cioun Ba

Ciroup Grougp Group Grougp
Supermarioet L] U2 125 977 244 9.1 410 LT
Grocer/peneral stoes of 1 0g 3 1 4 ]
dealers
Laocal marie; I 0.4 1 0.2
From street trader
Direet from processor 1 (.E b 23 7 1.6
{ther i 1.E 1 0.8 2 (1
All 56 { {11, 128 100.0 250 10§43 443 00,

3.3 Type and quantity of fruit preserves purchased

In general, mixed fruit, orange, lemon, and strawberry were the most popular types of fruit
preserves purchased by households (Figure 5.1). The findings su geest that fruit preserves
made from indigenous fruits such as hacha™, hute™, mazhanje™, matamba® and subvy™ gre
not popular among consumers. Altematively such products may not be readily available on
the market, and hence the low numbers recorded, There was [ittle difference in the types of
fruit preserves purchased by the three income groups (Figure 5.2). Preserves based on mixed
fruit, orange and lemaon, were the most popular products among the middle-, high- and Jow-
income groups respectively. Fruit preserves made from exotic fruits such as apple, apricot,
lime, peach, plum, raspberry, mulberry and figs, were more popular among the high- and
middle-income group than low-income households. The price of fruit preserves made from
exolic fruits may inhibit their consumption among the latter group,

’ Parinary Curarellifolia
" Suziption Cordais, Tredgoid {1986} suggests that by using equal guantities of white Egar o fhe cooked frun
E_ﬂp or stramed juice 2 pood jam or selly can be made
LUapace Kirtiana
" Servedmo SpTaa,
" Vangwerimpis Largifora
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Figare 5.1 Most popular tvpes of fruit preserves purcalsed
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Figure 5.2 Most popular types of froif preserves purchased by each income group

" Plisssetn ds

& ] - = 3 : T - -
i i - i i ] : i E ;
B DR O B B
| vl ol i

feate: Uther frzits inehade malberry and figs

Of the 332 households that estimated their consumption levels of frunt preserves, the median
quantity consumed was 0,90 ke per month {Table 5.5). The findings suggest little difference
i the mean and median quantitics of fruit preserves purchassd across income groups.

i




Table 5.5 Quantity of fruit preserves purchased per month (kKej

i Income Ciroip
High fliddie Low Toml

Mo, Houschalds 45 115 171 312
Minimum 011 025 0zrs 0l
Maximum XA 340 a.00 L]
Mean [.02 .33 1.0G I
Median b5 1.00 .94 01,96

Node: For those households that gave quantinies purchased per week, this was multiplied by a factor of *4" 10 pive
estumiated quantity per month. Ome canglass jar of product was convenied 1o 0 45 kg

5.4 Packaging characteristics

(lass jars and bottles are commonly used to pack fruit preserves but other cheaper containess
such as plastic pots and plastic bags are becoming increasingly eommon (Fellows, 1997
Canned fruit preserves were found to be more popular than products presented in other
packaging materials, When households indicated the type of packaged product they most
frequently purchased, canned fruit preserves were the most popular —particularly among the
low-income group with 82,6% indicating their preference for this form of packaging,
compared with 55.5% of middle- and 58.9% of high-income households (Table 5.6), Glass
bottles or jars were much more popular among high- and middle-income houscholds.
Although fruit preserves packaged in glass containers may be seen as superior o products
presented in other forms of packaging, they are not the most popular, even among the high-
Income group.

Table 5.6 Most frequent tvpe of packaging

Income proup
Figh Middle Low Toviul
Count % Group Coumt % Group Count % Group Count % Ciroup
Sealed plastiz pack 1 0.4 i 0.2
Plastic bottle/as 1 54 4 1l 4 L5 11 L5
Canped/tnmed 53 LR 7l 555 214 B2.6 318 TLH
Cilass boitle’ar 201 35.7 -3 414 4 154 113 o

5.5 Consumer perceptions of fruit preserves processed by small-scale enterprises

Of the 443 households that buy fruit preserves, fewer than 10% had purchased a produs!
processed by a small-scale enterprise (Table 5.7). Perhaps surprising, but high-income
households (19.6%) were more likely to have done so, than middle- (7.0%) or low-income
households (8, 1%

47




Table 5.7 Mirchase of fruit preserves fram small-scale processors

Purchase truil presenes moml areiiil]

Income Tnfal sample
Citoay Number hozsshobds purchase __Eopie Reclof

Mo s hiokds i presenye Mo, household %, Group
High by 5 il 156
ikl |44 | 1% g = o
[ g lali} i 71 %
All S 447 ul 9.4

Small-scale processors of fruit preserves performed 'neither poar nor good” for all of the
apiributes listed (Figure 3.3). ‘Price” received the highest mean score, hut this was still below
4.00, the score which reflected *good’ performance. ‘Price’ was rated highly by high- and
low-ineome households (4.18 and 4,00 respectively). and the high-income group also ratec
them highly on ‘value for money” (4.09) (Table 3.8). Middle-income households rated none

of the atiributes with a mean score of <.00 or more

Figure 5.3 Mean performances of fruit preserves processed by small-scale sector

walue fur e

rvprall appewrance
Miritipnal kEngfin

NS o |1r|||||||.'| i

Food smicr

Chiadiry ol packapirg
Sheld-life

gzl oty ond procdduet IRFIigREnul vaEn

A yailemhity gl prodlucs 0 YESYINE quargrisce

| E=ziinp ol produed

Wote: Mean perfurmance score reloies 1w S.pomt scale where | = very poor and > = very guod

Small-scale processors were rated poorest on “product labelling | Figure 5.3). However, there
was some differentiation across income groups (Table 5.8), High-income households ruted Lhe
small-scale sector poorest on the consistent supply or “avmlabilny of products throughout
vear' and ‘availability of product in varving quantities’ (both with 2.73). The middle-income
group also rated them poorest on the latter auribuie, along with ‘pice” and ‘shelf-life” (all

3 44). Low-income households rated them lowest on ‘product labelling’ (2.71) and “shelf-life

(334§




Table 5.8 Mean performance of frult preserves processed by smuall-scale sector, as rated by income groops

Encome Group Totn!
Attribate High Middle Low
(=1l (=9} (n=21] (n=d1)
Price 1.18 ddd 4.00 ERE
Shell-life 15t 144 3.24 346
Consistency of product qualiey 1812 3.78 357 3.68
Food safery 155 1.7k 367 36k
Qualaty of packaging 364 3.67 143 154
Labelling of product .04 1.67 i 317
Overall sppearance 391 3.67 3181 330
Value for money 4,09 3.B9 1.76 188
Availability of product in varving quanties 273 344 57 3Iixn
Availability of produst throughiout vear 273 356 B e e .
Mutritional bensfits 1.9 1.67 T 376

Notz: Mean performance score relates w S-point scale where | = very poor and § = very good.

5.5.1 Meeting consumer demand

Households were asked to consider the imporiance of various attributes if small-scale
Processors were to sirive to better meet consumer demand for such products ( Figure 5.4 and
Table 5.9). *Other factors’, *food safety’ (4,73), ‘consistency of product quality’ (4.71) and
‘price’ (4.66) were considered to be the issues requiring most attention (Figure 5.4). However,
only one household cited *other factors’ (in this case ‘export quality’) and therefore cannot be
considered to be significant.

44




Figure 5.4 Mean impartance seores far factors if small-scale processirs ire o better meel consimer
demand for frull preserves
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Agross income groups, the most important laclors were as follows: food safety (high), ‘value
lor money” and ‘overall appearance of product” (middle) and ‘consistency of product gualin
(low-income group) (Table 5.9} The accreditation of products by the South African Bureay of
Standerds was considered 1o be the least important factor (2.41), regardless of income group
Two factors, ‘enterprise registration’ (3.80) and the ‘introduction of new produet fines® (3,940
were considered to be ‘neither important nor unimportant’. The use of local food standards [as
in compliance with the Standards Association of Zimbabwe) was considersd impenan: by the
mgh- and middle-income group (4.9]1 and 4 56 respectively], but not by the low-mcome group
(3.33). It is not elear from the results whether the later group fully understood the function
and role of such standards, given that this sttribute received a much lower rating than *food
safety’ (4.67), even though the two are mextiricahly linked

Lk




Table 5.9 Mean importance seores for factors if small-scale processors are to better meel consumer

demandd for frult preserves, as rated by income groups

Inciome Group To|

Atribule High Middls Low
m=11} (=9 (o=21) (n=41}

Price 442 444 467 4. fii
Shelf-Hfe 4,64 4,56 462 4.6]
Consistency of product quiality 4.9] 444 4.71 4.71
Food safery 500 456 46T 47
Quality of packaging 4.82 433 4,14 4.37
Labeling of product .64 4.3 i <.10
Crverall appearance 4.91] 4.67 410 4.4
Value for money 4.8 4.67 435 4,61
Availubility of product m varying guantitiss 4,55 444 4.29 430
Availability of product througho vitar 464 4.56 4133 &,y
Mutritional benefits 4.91 4.54 4.0 441
Introduction of new product jmes 4.55 444 333 380
Introduction of indigenous producis 4,55 d_56 3B6 420
Registration of enterprise 455 433 30 1RO
SAZ scereditnisn 449] 4.56 ERE 4.02
SABs secreditmtion 245 4.56 2.3 241
Chber faciors 5.00 500

Mote: Mean importance seors relates o S-pomi scale where | = very umimponant and § = very imporun|

3.5.1 Purchasing products from a particular small-scale processor

Of the 41 households that had purchased products from small-scale enterprises, 30 houscholds
purchased fruit preserves from a particular processor (Table 5.10). Higher income houscholds
were more likely to make purchases with a particular processor than houscholds in other
income groups. The large majority of these small-scale processors were located in or around
Herare—Greenadale, Kuwadzana, Chitun gwiza and Mbare were the locations most frequently
mentioned, Only two houscholds made purchases with processors located bevond Harare, | ¢
at Julizsdale and Nvanga in Manicland Province

Table 5.10 Purchase of fruii preserves direct from particular small-scale Processar

Purchase from smmall- Puschase from particular small-scalke

scale secior Processof
Income Group W, limiseholds o, iseholds % Group
High 1 10 90.9
Muddle | i a6 7
Low 21 12 fi, 7
All df 20 3.2

Price, product quality and tuste, the convenient location of the processor, and familiarity with
the processor were the most important reasons given for purchasing fruil preserves from a

n i i PR
particular processor.” In fact 22 households were connccied in one way or another with the
processor involved—14 of whom lived in the same locality as the processor and 12 knew the
processor personally.

¥ Credit availability was also mentioned by a senall number of households.

.




The mmority of households that purchase products from particilar processors, have heen
doing so for less than a five-vear period—11 had been making purchases from them for
peniod of 2-3 vears, and eight have been buying their products for less than 12 months The
high-ineome group shiowed the greatest lovelty 1o small-scale processors a1ght of the ten
households in this group have been purchasing products direct from a particulsr processor for
8 perod of 51X vears or more.

LConsumers suggested that the level of "hygiene of the processing operation” as well ns
‘consistency of product quality” and ‘price’ were the most important factors for choosimg 1o
buy fruit preserves from a paricular processor (Figure 5.5) Similar findings were found
across cach income group, The same thres attributes were considered 1o be the most important
by all houscholds, the only exception bemng the high-mcome group which considered ‘tuality
of product packaging” more important than ‘price’ (Table 5.11)

Figure 5.5 Mean imporiance scores for factors relating to cholee of small-scale processor
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Credit availability was considered the least mmportant factor influencing the choice of
processar (Figure 5.5). Although “familiarity with the processor” wie considered to be neither
tnimparant nor impertant in the choice of processor, us we have already seen. of those
noussholds that made purchases with a particular small-scale enlerpnse. 12 knew the
processor personally




Table 5.11 Mean importance scores for factors relating to choice of small-scale processor, as rated by
imCOmE Eroups

Ineome Group
Anribute High Middle Low  Tomwl
fr=10] in=0) (r=14] (p=30)
Price 4,36 4 50 4.7 453
Shelf-life 4,50 417 4.0K) 3.0
Congisiency of product quality 480 4.33 4.50 257
Quality of packaging 4.70 4,17 37 4.13
Labeling of product 400 383 304 157
Familiarity with processor 4. 4,00 143 180
Convenian lecation of processes 4,50 3.E3 EN. 1] 4.07
Reputation of processor 4,00 3150 407 1.81
Hygiene/cleanliness of processing operation  4.90) 4.83 464 4.77
Credit availabiliny =50 R 1.57 ER LY

Modc: Mean impormance score relates to S-poant scale where | = very unimportant and 5 = very imporiamn

5.6 Consumer perceptions of {ruit preserves processed by large-scale enterprises
Of the 443 households that buy fruil preserves, 91% have at some time or another purchased a

product processed by the large-scale sector (Table 5.12). A slighily larger share of high- than
middle- or low-income households have purchased products from this sector,

Table 5.11 Purchase of frull preserves from large-scale processors

Total sample.  No. of households Purchass frust preserves from large-

Incame (Mo, purchasmg frui seale secior

(ol hioussholds) PreseTves Ma, houssholds o Ginosip
High 56 5 53 04
Maddle 144 128 112 BT.5
Low 00 150 218 91.0
All A 4473 403 910

Large-scale processors performed best on the consistent supply of products (“availability of
product throughout vear’ = 4.41) and *food safety’ (4.38) and on attributes refated to the
visual appeal of their products— 'quality of packaging’ (4.37) and the ‘overall appesrance of
the product’ (4.34) (Figure 5.6). However, consumers consider fruit preserves processed by
large-scale food manufacturers to be highly priced, and therefore do not offer value for
money, given that such atiributes received the lowest ratings. Although consumers rated
products processed by the small-scale secior highest on these same two attributes (“price” and
‘value for money"), both received scores less than 4.00, which suggests they performed
‘neither good nor poor’ (Section 5.3, Figure 5.3).




Figure 5.6 Mean performance of fruit preservies processed by large-scale secior
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ACTOSS Income groups, there was Jitte differentmtion in terms of which atrbmes received the
highest scores (Table 5,131 The consistent supply or “availability of products throu ghoul the
year', ‘quality of packaging’, *food safety” and the "overall appearance of products’, tended i;
recerve higher ratings within cach incomes group. Low-meome househoids rated products
processed by the large-scale sector much higher than the middle- and high-income group m
terms of “food safery” (4.57, 4,13 and 4.06 respectively)

Table 5.13 Mean performance of fruit preservies processed by Lirpe-scale seetor, us raied by income
Eruops

- Income Croy
Atrribue High  Middle  Low T ot
=11 (=112 r=23El  [=L0E
Prce ER 274 203 L
Shelf-fife F 4141 {38 4.2%
Lonsistenty of product HTETL Y 211 4. |4 4.50 435
Food aofery 2 (i 413 § s g
Quality of packaging 4.4 4.0 156 437
Labelling of produc .11 1 iy .50 4.3
Owvermll eppearamee 42k o, (5 2.5 £34
Vialur for money 1,63 3.6 100 1.E1
Aviailability of produst in varving quanties 4,06 1 o 4 (4 4.0
Avuilability of produz thioughow vepr 4 13 4,14 4.56 441
Mutmiiona! benefits .77 152 | g5 i gy

Mole, Mean performance score relai=s F-point scale where | = very poor and 5 = very Pl




5.6.1 Meeting consumer demand

Among other factors, consumers sugaested that large-scale processors need to consider
‘product price’ (4.70), “food safety’ (4.53) and “value for money' (4.50), if they are 1o better
meet consumer demand for fruit preserves (Figure 5.7).”° Middle- and low-income houssholds
considered product ‘price” to be the most important factor if the large-scale sector 15 o
improve its performance. However, the high-income group considered the “consistency of
product guality’ to be more important than “price’ (Table 5.14).

Figure 5.7 Mean importance scores for faciors if large-scale processors are io befler meel consumer
demand for fruil preserves
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Although food safety was rated as a very important factor in terms of improving the sector's
ability to meet consumer demand, the use of local food standards was deemed 1o be neither
important nor ummportant (SAZ accreditation received mean score of 3.91), and the use of
standards certified by the South African Bureau of Standards (SABS) was considered 1o be
the least important factor (2.92) (Figure 5.7}, However, by differentiating between meome
groups, we can see that the high- and middle-income houscholds rated *SAZ acereditation” as
significantly important {mean scores of 4.72 and 4.26 respectively). The high number of
houscholds in the low-income group however, which gave a mean score of 3.56, brought the
overall score down considerably (Table 5.14). The findings therefore sugpgest a lack of
consumer knowledge and understanding surrounding the use of food standards—among low-

* *Onher factors’ (1.2, meeting miemanonal food standards) were also considered to be important fmean score
5001, but only by ope middie-income bowsehobd, and therefore is not significant hers

£5
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imeome househoids. This causes concem grven that this sector constitutes the largest
consumer group in Zimbabwe

Additionally, households did not consider the introduction of new product lines to be “netther
Imporiant nor tnimportant’ in order (o betier meet consumer demand. However, there was
some differentiation across income groups—from 1,66 among the low-ncome group 1o 4.26
among the high-income group (Table 5.14) Let us now forget the nsk involved 1n ryimg new
products. particularly by the low-income group, which are more sensitive 1o price and thus
expenence a narrower choice of products dus o income constraints! High-mncome households
are i & much stronger position 1o expeniment with new and different products end are more
fikelv o exhibit hedomstic behaviour in terms of their consumption pattemns

Teble 514 Mean importance scores for [newres iF lsrge-scale provessors are to better meet consumer demuand for
frull preserves. as rated by income groups

. [ncome I.'irmrp
Annibuie High  Middle Low Tomul
in=%3] (n=112] (op=238) (;n=403)
Frce 485 4.5 aTn 470
Shelf=lilz 4 .fiE £ 45 437 4 43
Comsstency ol pooduct gualimy 487 4444 442 4 48
Food safery & 75 444 4353 453
Chaskity of packaging 462 416 419 4.24
Labelmp af produc 4 5K 414 4 i 415
Uwerall appesrance 4,77 4.33 4 445
Valus for money 4.E1 441 47 4.50
Avatlability of produet 5 varveRy guantibes 442 410 4.1% 417
Avatlabality of product throughouot vear 4 5K 437 432 434
Mutritiomal benefit 4.79 414 4 [N 4.24
Inraduction of new prodoct lines 426 4.4 5 il 184
Ireduction of mdigepoes producn 406 198 404 4,03
Regisiration af enterprise 4 5F i@ T 1.B8
S8 aocredimtion 4,12 424 156 1.91
5S4 Hy aecmdatatisn »TT T HE 37 ol
Other factor (m=1] 5. ) £.00

Mot Mean Imporiance soore relal=y B .‘--p:nnl icaly where 1 = very unrmpartant ] & - VETY g tanl

5.60.2 Brand lovalmy

Of those households that buy fruil preserves manufactured by large-scale firms, 0% tend to
buy particular brands of products (Table 5.15). Middle-income households were more likely
to show allegance to a particular brand than other iIncome groups—75% of muddle-income
households tended 1o purchase a particulur brund of frnt preserve, compared to 49.1%, of
high- and 54 8% of low-income households.

S




Table 515 Purchase of particular brand aof prinfuct processed by large-scale sector

Purchase from large-scale sector  Purchase particular brand of producs

income Group No. houssholds Mo. households % Group
High 53 26 45,1
Mickdle 112 B T3.0
Low 238 131 4.8
Al 403 241 59.7

Consumers exhibited significant brand awareness with respect to the fruit preserve sectar. The
most popular brands of products purchased by consumers were Sun Jam™. Cashel Valley™
and Border Streams™ (Figure 5.8). Low-income households overwhelmingly preferred Sun
Jam products. However, Border Streams and Top Jam were also popular among this income
group. Again Sun Jam products were preferred by the middle-income group, but Cashel
Valley produets were also highly popular, Among the high-income Eroup, no particular brand
dominated, although Cashel Valley was the most popular—but marginally so. The most
important reason given for choosing the particular brand of product mentioned was taste,
However, other important reasons given included familiarity with the brand, price, product
quality, and “the particular brand is a favourite of the household”. The findings were similar
ACTOSS INCOME Eroups,

Figure 5.8 Brands of fruit preserves purchased
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Mo Fm:ru:nq.- refers wo the number of times Imh_mmh were ml.'.rl.linuf-d by the 241 h!-urhn.lﬂs thiai
suggested they purchased particulor brands. All 241 houssholds sugpested at least one brand. Up to thres brands
were recorded for each housshold

A large share of households have shown considerable degress of allegiance 1o panicular
brands of fruit prescrves, by continuing to buy panticular brands of products over significant
peniods of time (Table 5.16). In fact, only 3% of households had been purchasing the
particular brand they mentioned for less than a 12-monih penod. About 57% of houscholds




however, have béen purchamng a particulir brand for 4 period of |6 vears or more—23 % of
mugh-, 68% of middie- and 35" of low-mecome houscholds have done so

Tabile 5.16 Number of vears purchasing particulur brand of fruit preserve

Incume Groa

Mumiber ol vears High ] 8l le L Total
Count % Growp Count "N Group  Coumt % Group  Couns % Touwl

Less han 1 vear k] ) | [.a 3 r ) 1 LYy
25 weilrs k i.& il 131 | o 4 164
b= 111 year 4 5.4 9 107 15 [4.5 i, 134
11«15 vears : 11 f 1 I 122 2, 4
I wenrs or moe K 0K 57 7.8 73 550 137 inK
All s LR ERE LI 10000 05 131 1 {1 24) 103,10

As theory would dictate, the high-income group showed lesser degrees of allegance 1o o
particular brand— 57.7% of high-income households have been purchasing a particulsr brand
for a period of al least six vears, compared to 85 7% of middle- and 81,7% of low-income
bouseholds. Given their ngher incomes, the upper-income group experiences greater choice
mn the markel. Furthermore, this group Is usually more willing to try new products, pven the
reduced nisk they expenence i comparison 1o low-income households for example, “Brands
usually have consistent quality and consumers may be able to obtain particular benefits by
selecting particular brands. Routine buving of a familiar brand can reduce risk and sometimes
ensure quality or value for money™ (East, 1997:43), Additionally, high-income households are
likely to desire greater variety in their consumption patterns. Hedomistic, or pleasire secking
anributes are also of significance. High-income consumers may experiment with differen:
brands i the quest of fulfilling such behaviour

Product ‘price” (4.51) was considered (o be the most importsnt factor penerally influencing
brand choice among products manufactured by the larpe-scale food sector (Figure 5.9). *Food
safety” (4.35), the ‘overall appearance of the product’ (4.27), ‘value for money’ (4.26),
‘consistency of product quality” (4.21) and *shelf hife” (4.07) were also considered 1o be
important. Although “price’ was the most important facior among the low- and midd]c-
Imcome Eroups (mean scores of 4,69 and 4.29 respectively), ‘consistency of product qualin
{4.73) was considered 10 he more important than ‘price’ (4.27) among high-income
households (Tahle 5.17).




Figure 5.% Mean importance seores for factors relating to brand ehpdee
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Meanwhile, the use of local (*SAZ acereditation”) and other food standards (SABS
accreditation) was considered to be “unimportant” or ‘neither important nor unimportant’
respectively. This was regardless of the income group to which the household belonged. This
somewhat contradicts the mean scores for food safety—which received a mean score of 4,00
or mare by all income groups. Again the degree of understanding sbout the role of food
standards, on the pan of consumers, is questionable, Packaging and labelling were considersd
ko be “neither impartant nor unimportant” in the choice of brand, regardless of income group.

Table 517 Mean importance scores for factors relating to brand choice, as rated by Income groups

Incorme Group
Adttribute High Middke Low Total
(r=26) (p=E4] [(n=1311 (m=241)
Price 4,17 429 4.69 4.51
Shelf-life 3.81 308 421 4.07
Consistenzy of product quality 4,73 423 4.1 4,21
Food safery 423 412 48 435
Quality of packaging 158 i it 1.76
Labeling of product 3.54 16l 15 J.56
Orverall appearance 4.31 395 §.47 4.7
Value for mopey 4.23 4.1 437 426
Availability of prodhuct m varying quantities 3.5 168 395 1El
Availability of product throughost vear 196 3.86 198 3,
MNutritionn] benefis 4.08 3EB5 1.63 . fip |
SAL accredriation 392 344 im 3.6
SABS accreditation ll 13 149 1.66 1.54
Crher factor L .00

MNote: Mean importance score relates 1o Sopeim scabe where | = very unimportant and 5 = very important.
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- B Preference lor products processed by small- or large-seale sector

Of the households that purchase fruit preserves (=443 ), the majonty (63%) sugpesied a
preference for products manufectured by the large-scale sector (Figure 5.10). Only ™% of

nouseholds indicated a preference for products processed by small-scale enterprises. Much the

same fndings were true imespective of the income group——62.9%: of low-, 66.4% of mddie
and 33.6% of high-mecome households stuted a preference for fruit preserves processed b
arpe-scale [ood manufacturers, Just B.9% of hgh-, w Ol muddle- and 9.3% of low-income
nouseholds preferred fruil preserves produced by small-scale proceszors

1 98

Frpure .10 Preference for products processed by small or large-scale secior
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Preferences [or frut preserves produced by either the large- or small-scale sector were hased
on several factors (Table 5.18). However, price was the single most important factor 1o
explain a preference for products processed by small-scale emerprises. Hygiene, product
quality, food safety. availability of product and packaging were the most importani reasons

Cam

given to explan a preference for products processed by the lurge-scale sector




Table 518 Reasons for preference of products processed by small- ar lurge-seale sector

Registered enterprise
Well esmblmhed
Mutritonal Value

Sansfy Qualiny Standards
Reputation

Fortificanon of murients

Small-seale processot Fregueney  Larpe-scale procsssar Freguency

Price 17 Hymene 14
Tasee s Produwet guality 24
Promote indipenisation & Foad safery 20
Cruality 5 Availability 17
Value for money 3 Packaging 1

Famniliaraty 2 Comistency B

Convenience 2 Fammiliarty &

Credit availnbility 2 Shelf-life 4

Availabifity | Tasie 4

Varying quantities I Varisty of products on sale 4

Flavour 1 Comvendence 3

Packaping 1 Value for money 2

Accessibiliny I Appearanos ]

Faveournte I

Shelf-life |

Handle consumer complaimnis I

Large-scale sector use betier equipment |

Affordable 1

Exhibit 547 1

Mo lmowledpe of small-scale I

|

|

|

1

1

All houscholds—regardiess of the income group, rated fruit preserves manufactured by the
large-scale sector better than products processed by small-scale enterpnises (Figure 5.11). OF
the thres income groups, low-income households rated products processed by the larpe-scale
sector highest (4.55), whereas high-income households gave the small-scale sector the highest
rating {4.00) of all. The large-scale sector received a rating of 4.00 or more by all income
groups. This suggests that fruit preserves processed by the large-scale sector are popular
across all ncome groups compared to products from the small-scale sector, This observation
15 perhaps not unexpected given the dominance of large-scale food manufacturers in the
markel. Products from the large-scale sector are well established on the market and are
therefore well known,

ol




Figure 5.0 1 Owerall mean performanee rating of prodiets processed b waall- anil larpe-seale sector
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58  Changes in consumption levels

Of the sample, just 10% of households suggesied they were consuming more frun pressrves
than three vears ago. However, 47.0% of households have reduced their consumption of fruit
preserves over the same penod (25.0% of high, 35.9% of middle- and 57.1% of the low-
ineome group). The high-meome group was more likely 1o have increased consumption of
frnt preserves, compared 1o middle- and low-income houssholds (17.9%, 14.1% and 6.6%,
respeciively)

Tauble 5,19 Current consumplion levels of frult preserves comguared G that of thres vears ago

N Incame Giroup CGrroup Total
Hagh “Widdle | ow
Loum e Urowp  Coiumd % Geoup Counl % Growp  Coupd % Giroop
Yore I [ 7 o, & E LT 17 i 6% A~ | 0225
Less 14 2540 46 3504 14 57.1% 0B 47.0Mm
Same 33 ST il 5004 st An 1% G 43 Gy
Adl 11 10 0% 123 {2 259 100.0% 443 1

Several factors contmbuted to changes in the guantity of frutt preserves consamed by
houscholds. Across the entire sample, the only attribute (o recerve a mean score of 4 .00 or
more wits ‘other” factors, 1.e ‘higher incomes’ and “enjoy eaung fruit preserves’ (Figure
5.12). However, this refers to only two cases, and therefore 15 not significant. Within the
meome prouns however, ‘convenience” (4,10) was considerad importan! among the high-
Income group and the ‘number of household members’ (4.11) was considered importani
among the middle-income group. ™ Within the low-income group, none of the factors were
deemed important
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Figure 5.12 Mean impartance scores for factors relating to increased consumption of fruit preserves
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Note: Mean importance scare relates 1o 5-point scale where 1 = very unimportant and § = very imponan:

"Prevailing economic hardship' (4.77) and product "price’ (4.76) were the only attributes
considered significant in terms of explaining a decrease in the consumption of fruit preserves,
(Figure 5.13). This same relationship was also found true within the high- (4.50 and 4.43
respectively) and middle-income groups (4.83 and 4.70 respectively), Within the low-income
group product ‘price’ (4.81) was considered 1o be more significant than ‘prevailing economic
hardship’ {4.78) n terms of explaiming the decreased consumption of fruil preserves among
the group. Four households considered “other factors' (5.00) to be important in terms of
explaining their decreased consumption of fruit preserves—"taste’, *health reasons’ and the
fact that ‘fruit preserves can be processed at home'. * However, in overall terms, "other
factors’ cannol be said 1o be significant.

*Two middle-income housebolds, and one high- and one low-income househald
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Figure 513 Mean imporianee seores Tor fmetors relating 1o decreased consumption of froil preserves
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Nonetheless, nearly 5% of houscholds that consumed fruit preserves indicated a desire to
actually increase their consumption of such products (Teble 5.20). In fact, 63% of low-, 16%
of middle- and 23% of the high-income group indicated so.

Table 5.20 Desire to ineresse consumption of frult preserves

[ncome Group Total
High Meddle |
Lrnrnd '-.'._'lj';lup C i L1 I'_';mup o W Liromms [T Ay Tl
Ye 13 X332 df LR [l bl 5 2 atlh
b [ 41 Tk B2 ied | a3 37.5 ik nli|
Tl ] Bia, e 111 240 {0803, 3 441 N

It 15 perhaps not surpnaing 1o observe that the main {aciors prohibiting an increase n the
consumption of frun preserves were “prevaiing economic hardship® (4.83) and product
price (4. M) (Figure 5.14). Both these [actors were cited by all income groups as the most
tmportant in terms of explamning the constramts they faced in terms of increasing then
consumption of fruit preserves. These same factors—prevailing economic hardship and
product price, had contributed sigmificantly to o reduction in fruit preserve consumption
during the lust three vears. Cmly one low-income househald mentioned ‘other factors™ (5.00)
as bemng of importance. so it i of little significance here




Figure 5.14 Mean importance seores for factors himdering Increase in fruit preserve consumption
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5% Summary

Fruit preserves (e.g. jams, jellies, marmalades) are sweet spreads made from components of
exotic or indigenous fruits. Most households consume fruit preserves, regardiess of their
income status. Products are mainly consumed at breakfast with wheat bread and other
denvatives. The findings suggest littie difference in the quantity of fruit preserves consumed
among the different income groups. Most households consume about 1kg of the product per
month, with the average family consuming approximaiely two pots of jam, marmalade or fruit
Jelly per month. Therefore such products appear to be accessible io the large majority of
cansumers, regardless of the fact that most purchases of such products are made ay
supermarkets. Despite this however, almost half the househald sample that purchase fruit
preserves (n=443) have actually reduced the quantity of product consumed during the las
three vears, mainly due to adverse economic conditions. This 15 no doubt related to
diminishing household purchasing power'' associated with high inflation, srowing
unemployment, and declining real wages, which have taken their 1ol on local food demand
Zimbabwe has been witnessing a steep rise in the price of basic commodities in the fast few
vears. For example, staple foods such as maize meal, bread and milk have gone beyond the
reach of many families. During 2001, the cost of bread more than doubled. The price of a
standard loaf of white bread rose to 50 Zimbabwean dollars (LS 30.90) in August 2001, up
from 23 Zimbabwean dollars (US 50.42) in January of the same vear (IRIN, Johannesburp, 7
August 2001). The price of bread went up by almost 64% between January 2000 and April
2001 (Table 5.21). All this has had a spiralling effect on local demand for processed food

“ The yearly Consumer Price Indes (CPI) has been mcreasing significantly smee the beginning of 2008 and
reached an all-time peak of 97,94 in Ociober of tha: vear. Consequently, the purchasing power of wban
bouscholds in particular (given that they rely on purchasing more foods than niral households) was further
eroded. The price of food items went up by §5%
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products such as pam. Jum sules are closely inked to sales of bread. Given the harsh economic
chmate, houscholds have reduced their purchases, pnontising on the purchase of basic
foodstufls and cuttimg back on more luxunous products such as jam.

Table 5.21 Perventage inereses in price 6l basde commiodities during Jan 2000-Apr 2001

5 {51 Pnce c 2 Jam 2
Commpdit Quansity Price {51 Pnce(5) Chonge since last week  Change sines lon 201

SO A |J:_||.1._'.|.-¢u|. las) wesk 1% (i
Swijrar Ikg a0 1760 N 736
Creokimyg Chl TH0 ml e A 55,90 >3 2.1
Mealis-mcil 16 kg 160 5 TES I35 473
Hread Loaf 2230 23 il B3.6
Meani kg L4 148 Nil 3.
Tomaroes tkg 4,300 46 2 | 250.4
Ted Leaves 3504 42,30 42130 il 614
Mlargarime Heg Th B Ta,us Ml 47,1
hilk 500 ml 1810 LE. 161 il 5E3
Yepetubles Hundle [Rape| 15,60 15,60 Pil 11k
Viegetmhbles Head {Cabbagel 2780 27RO Ml 135K
Bath Soap Tabilet IF5 304! fal 133
Washing Soap  Bar 36,15 kW Wil 436
Pepoleum Jelly 300y TR 20 11 0 il =

Source The Fiancia] Gazets, 12 Apri] 2000

Exouc frunl preserves (e.p. raspberry, apricol, mulberry and figs) were more popular among
high- and middle-income households, given their higher price in companson to mixed frun
Jam, lemon and orange fruit preserves, which are much more accessible to low-imcome
houscholds. Fruit preserves made from indigenous fruits are not popular among consumers
irrespective of thetr income status. The question remains whether niche markets exist for such
products within the domestc market

Products from the large-scale seetor are much more popular than those produced by small-
scale enlerprises, although they are considered to be expensive. Fruit preserves produced by
the large-scale sector are considered safe, well packaged and labelled. The sector is also noted
for consistent product quality and the fact that their products are available throughout the
vear, in companson (o products from the smaull-scale sector. Few households {less than 10%:)
actually purchase fruil preserves processed by the latter sector. OF these however. the majority
show allegiance o partcular processors—particularly the high-income group. The findings
also suggest sigmbicant evidence of allemance 1o particular brands of frun preserves
processed by the large-scale sector. In fact, 60%s of households that purchase frt preserves
manufsciured by this secior. purchase a particular brand of product. Aaker (199)a: 7) defines
a brand as “a distinguishing name and/or symbol (such 48 a logo. trademark or package
degign) miended to wdentify the goods or services of either one seller or a group of sellerz. and
to differentiate those goods or services from those of competitors™ (cited m East, 199730
Households have shown a considerable level of allegiance 1o branded products, given the
longevity of purchase (in excess of 16 years) of particular brands of fruil preserves by s
significant share of households. When households were asked 1o explun their brand
preference, 1.e. why they buy one parucular brand more than other brands in the same
category (East, 1997, product price appeared 1o be the most important factor mifluencing
choice. [ollowed by food safety and the overall appesrance of the product
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The price of products seems to be the most important factor influencing purchasing
decisions—the main reason for preferring fruit preserves processed by the small-scale sector,
or choosing between brands offered by large-scale food manufacturers. The findings seem to
sugeest however, that products from the small-scale sector have a price advantage compared
to those from the large-scale sector. Therefore, there 1s some potential for small-scale
processors to enjoy a share of the market for fruit preserves based on thetr pnce advantage
However, in order to increase their competitiveness in the market, small-scale processors need
to give further consideration to food safety, and the consistency of product guality, if they are
to gamn gregter consumer confidence for their products. These sume attributes were considered
most important when choosing which small-scale processor to purchase products from.
Whether such improvements in fruit preserves from the small-scale sector would be
accompanied by a corresponding increase in purchases largely depends on production factors
since they mainly affect price, Fruit preserves processed by the small-scale sector must
continue to offer pnce incentives to consumers, as this largely affects purchasing decisions, as
mentioned previously, It is also vital that such products are available throughout the vear, as
the consistent supply of products processed by large-scale firms is no doubt an advanage.
which the latter group shares.

The findings in relation 10 food safety and the use of food safety standards were incongruent.
Although [ood safety is perceived mmporiant, the use of foed standards ofien received a rating
on the border of 4.00, sugpesting that the function of domestic food standards 1s not well
understood among consumers, particularly among the low-income group, the largest
consumer group m Zimbabwe. There is therefore & need to encourage greater awarcness of the
function of food safery standards and the use of vanous logos. Such initiatives may improve
how products are perceived by households and could lead to an increase in purchases.

Surpnisingly enough, canned fruit preserves were more popular among consumers than other
forms of packaging (e.g. glass jars), regardiess of their income group. Therefore although
glass may be perceived as supenior over other forms of packaging matenals, such products are
less popular even among high-income households. Canned fruit preserves usually feich o
lower price on the market than products packaged in glass jars. This presents a potential
constraint, as glass (or plastic) packaging is likely to be preferred among small-scale
processors, given that the technology involved in canning products {on a small-scale) 1s more
capital imensive than that involved in packamng products in glass (or plastic) jars which can
be carned oul manually. However, the use of recveled glass jars potentially enables small-
scale enterprises 10 reduce costs and therefore permit their products to compete with canned
products for example. Food safety issues surrounding the use of recveled packaging however.
remain problematic.
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. DRIED VEGETABLES

.1 Torrod netion

The chapter begins with 1 brief look al how dried vegetable products are defined, This 15
somewhat problematic given the apparent lack of formal standards for dned vegetable
products m Zimbabwe, The discussion therefore focuses on processing methods and
techmiques for such products. The chapler then focuses on consumption and purchase patterns
of dried vegetables among households in the greater Hirpre aren. The discussion focuses on
the frequeney of consumption. types of products purchased and their packaging
churacienstics, oullets where products are purchased and typical quantities procured. Where
possible the findings sre presented by meome group, in erder 1o highlight the differentiated
nature of dried vegetable consumption among urhan households, Emphasis 1s then placed on
consumer perceptions of small-scale dried vegetable processors and their products. Contrasts
are then provided from the large-scale sector. [ssues such as brand loyalty are discussed in
detail. The section concludes by considenng whether consumers prefer-drned vegetable
products from the small- or large-scate sector. The chapier concludes by highlighting the ke
findings of the research, and what this may potentially mean for small-scale processors trviny
To enter the marke? for dried veeetahles,

The process of drying invelves removing maosture from fruts or vegetables in arder to
provide a product that can be stored safely for long penods. Properly dried and packed
vepetables can be stored for about one vear (CTA, 1997} Once dned, the product has a Jow
maoisture content, which significantly reduces the processes of detenoration which otherwise
occur rapidly mn fresh produce {Brett, Cox, Tim, Simmons and Anstee, 1996)

Vegetables and fruilt consist munly of water, as much as 80-90% by weight. Drving lowers
this 1o about 109G water, giving a considerable loss of weight and volume (CTA. 1997]

Dryvang 15 o very common method of preserving vegetables in Zimbabwe, Most vegetables in
contrast (o fruits should be blanched (UNIFEM, 1993). Blanching involves immersion of the
prepared produce o very hot water (above 90"C) or exposure 10 sioam for ong or more
minutes, dependmg upon temperature, size of the pieces and quantities (Breft ¢f al 1996
CTA, 1997}, Steam-blanching is often preferred to water-blanching because there s & small
loss of nutrients by leaching with the latter method (UNIFEM. 1993)

Blanching can accelerate the drving time (by mcreasing walsr permeahiity), improve sioroe
(by deactivating enzvmes and destroyving haciena) and improve colour retention. The
treatment also reduces rehydration and subsequent cooking tmies (Brett er al. 19%6)
Blanching prevents undesirable colour and odour changes and avoids excessive vitamin
losees, by deactivating the enzvmes that cause these undesirable changes (CTA, 1997), The
trestment dlso helps 1o allow the dred product 1o sasily take up water agiin and to netain o
good structore after botiing (I, ).

Fruit is sometimes treated with the smoke from burmimg sulphur or dipped in o sulphite o
tisulphite-salt solution to prevent brown colouration. Taste and vitamin content are also betier
preserved afier these treatments. The residua] sulphite in the product can howewver, be
dangerous in high concentrations and can also affect the tasie (CTA, 1997}
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After blanching, suphiting may be useful prior to dryin g (UNIFEM, 1993). This means that
the products have been exposed to sulphur dioxide as a trestment. This helps 1o significantly
improve both the colour of the product and storage life (Brett er al. 1996),

The guality of sun-dnied products can be improved by exercising eare over hygiene and
control aver the drying speed and temperature, which has s direct influence on the
presentation of the final product.

The mechanisms of drying are complex and involve two basic phenomena: evaporation of
maisture from the surface of the product and migration of moisture from the interior to the
surface. The rate of evaporation of moisture depends upon the flow of air over the surface of
the product, and on the temperature and relative humidity | percentage saturation) of the
surrounding air. It increases with higher airflow, with higher temperature and with lower air
relative humidity. The rate of mi gration of internal meisture to the surface increases with the
increased temperature of the product. In drving the aim is 1o achieve an optimum balance
between the two phenomena whilst ensuring product quality. Too high an air flow can
overdry the surface and considerable inhibit further migration of moisture to the surface.
Excessive temperature and insufficient airflow can cause the product to sweat and discolour
thereby causing deterioration in quality (Bret er al. 1996),

Endirect drying methods, involving shiclding the raw material from the sun, are the most
switeble for vegetubles, Choices include drving in the shade, indirect solar driers or
artificial/mechanical drying (UNIFEM, 1993). Compared with drying in the sun, solar dryers
can generate higher air temperatures and lower relative humidity. This results in shorter
drying times and lower product moisture contents, and reduced spoilage during the drying
pracess and in subsequent storage. The higher temperatures attained in solar drying also act as
a deterrent to insect and microbial infestation. Protection of the drying fruit against rain, dust,
msects and other pests is also improved when drying in an enclosed structure. All of these
factors contribute 10 improving quahty and providing a more consistent product (Bret er al,
1996). Compared to anificial or mechanical drying, solar dryvin £ is not capable of such high
throughput rates or such consistent product quality. The market value of the end product will
tend to suggest which drying svstem 1o choose (Thid.).

6.2  Consumption and purchasing profile

6.2.1 Consumption patterns

Consumption of dried vepetebles was high among the sample, given that 87.4% of households
consume these products. Dried vegetables appear 1o be more popular than dried fruits for
example, given that only 69.2% of households consume the latter. ™ Drried vegetables are a
traditional food in Zimbabwe, particularly indigenous varieties, which are cammonls
consumed i rural areas duning the dry season. Given high rates of rural-urban migration in
Zimbabwe in recent decades, such tastes are also evidenced amon g the urban population.

The research findings suggest that most households consume dried vepetables with their main
evening meal (or to a lesser extent with their midday meal), the basis of which is usually

* OF the three study products, the consumption of fruit preserves was hiphest, with 91 6% of househalds
sampled consuming such products
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sadza. Sidra and nyuma (meat) with relish (& vegetable dish), remuns the national dish of
mos: Zimbabweans (Bonzo, Kison and Wardrop, 2000; Belk. 2000). This is true whether
they are factory ar office workers and live in high-density arcas, or live on-site as cooks,
gardeners or drivers for the bourgeoisie (both Shons and of European ethmic ongin), It 15 even
triie of those who rematn in rural areas, working &5 lasbourars on commercial farme or on their
own plots of land as subsistence farmers (Thid |. Green vegetables are the main source of the
relish part of the traditonal meal, although addiives like peanut butter, eooking oil, beans and
occasionally megl are added to the relish o fomm a sort of stew ( Tagwira, 1998). Often the
vegeinbles hiwwe been dned during the rainy season, and are reconstituted to make the relish
(Bonzo er al 20000, That sadza. nyama and relish have not been rejected by & growing black
urban middle-class is evident. since they continue 1o be consumed bath at home and in
restaurants { [ind. )

Dined vogetable consumption was found 10 be Jess pronpunced among the high-incoms
group—32% never consume dried vegetahles compared to 18% of middie- and 6% of low-
mcome households (Table 6.11. As regards frequency of consumption, 635.6% of low-incoms
houschalds consume dried vegetables ot least once a month, compared to 47.9% and 44.5% of
middle- and high-income households respectively. Just 23%, of the middle and high-income
group consume dned vegetables al least once & week compared 1o 32.6% of low-mcome
houvseholds.

Talle 6.1 Freguency of consumpiion
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Fregquency Hegh Middie Liw
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Mever L& 33 16 1E.] §] .l B3 12.6
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2-3 times o week - 74 1 Th B ] 113 48 0
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Caroutp Total 5b 10001 |44 LE AL | 1.0} SO0 100,60

6.2.2  Purchasing patterns

The indings suggest that & greater share of households process dried vegetables at home than
actually purchase them—63.9% and 58.4% of houssholds respectively. While this may not
have been a surprising finding among rural howseholds, it is here, given that the study focuses
exclusively on urban households. Again this hughlights the tradition of preparing dried
veeetables at home—even among urban houscholds. However, the trend was not witnessed
across all income groups. While the majonity of the low-tncome group process dnied
vegetables ar home (77.6%, compared 10 44 9% of middle- and 44. 7%, of high-income
houscholds). the majonity of the high-meome households purchase the product (76, 3%,
compared to 63.6% of pddle- and 33.7% of low-income househalds) About a third of




households—irrespective of income group, receive gifts of dried vegetables from familv
members, usually relatives living in rural areas *

When consumers were asked to indicate their most frequent source of dried vegetables (Table
6.2}, 73.7% of high-, 54.2% of middle- and 31 .1%; of low-income households suggested
purchasing the product. In the case of the later group however, 55.7% of households cited the
processing of vegelables at home as their most frequent source (28.0% of middle- and 21.1%
of lugh-income households did so). Whether the price and availability of dried vegetables 15 g
constraint, or that low-income households exhibit a preference for homemade dried
vegetables, remains to be seen,

Table 6.2 Most frequent source of dried vegetahles

Incons: Crroup Total
Source High Meddie Low
Coumt % Group Coumt % Group Count % Group Count % Towl
Purchase 25 LT 64 5412 §7 3L I 41,1
Process at home E 21.1 3 280 154 ya.T 197 452
Gift 2 53 i | [7.8 37 133 il 13.5
All L] 1060 118 100,00 280 1.0 436 LKk

Mote: Missing data for one housshold in high-mncome group.

Of the households that buy dried vegetables (n=253), approxtmately a third make purchases
only a few times a vear (Table 6.3). 75.9% of the hmigh-income group purchase dried
vegetables at least once a month compared 1o 72% of the middle- and 67.5% of the low-
income group. However, only 4% of middie-incame households purchase dried vegetahles al
least once a week compared to 20,5% of low-income households, The findings suppest thai
high-income houscholds make purchases less frequently, but this may be due to the fact they
purchase dried vegetable products in bulk. Low-income households are likely 1o make more
frequent purchases of dried vegetbles, but this does not necessarily mean they consume
larger quantities of the product,

Table 63 Frequency of purchase

[meome Group Tl
Freguency High Mhddle Low
Count % Group Count % Group Coumt % Group  Count % Total

A few times o vear 7 24 21 780 49 325 7 oz
Cince & month 20 L] 42 20,0 51 1318 13 44,3
23 times 3 month r ) &0 4 120 0 133 il 2.3
Chmce & week | .3 L 132 11 E3
2.1 imes a week 2 27 7 4ib g .5
4-5 tumes a week ] 0.7 I 4
Every day 3 2.0 3 1.2
All il 1010111 74 LoD 151 [0 255 100,60

" Foodsnuffs are ofien exchanged berween urban and rural kin. For example, stores of sugar, salt, tes and od are
brought from Harare when family visits are made to rural arcas. Upon refum visitogs are given gifts of mealies,
[resh fruit and vepetables. and homemade products such as peant butter, honey and dried vepemhles for
example
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The overwhelming maienty of households { 70.2%) moke purchases of dried vegetables at
supermarkets. Less than half the sample made purchases at local markets (43.1%), and jus
one fifth of households bought dnad vegetables from strect traders (21.6%:). The
overwhelming majonty of upper- and middle-mcome groups made purchases at supermarkets
(89.7% and B4.0% respectively) compared to §9.6% of low-income houscholds. The later
group were more likely 1o buy products from street traders than epper- or middle-income
houscholds {31.8%, 103% and 3. 3% respectively), Grocers, general stores, speciality shops
and ounst outlets are not much freguented. even by the high-meome group

When consumers were asked 1o indicate their most frequent place of purchase, the
supermirkel proved the most popular outlet (Table 6.4) The majority of high- (B9, 7} and
middle-mmcome households (8(.0%5) made purchases of dried vegetables in supermarkets
Shightly more low-income househalds cited the iocal market as their most frequent place of
purcnase (han supermarkets (47. 7% and 45 ™ of households respectively)

Table 6.4 Most frequent place of purchase

I Income Ciroup Total
Dutle High hddis Low
Count " Croup Couni % Growp Count % Group Cosmt %% Tow!

Supzrmarkei Fi ] 89,7 i} EO.0 6 457 155 L8
Lincal murkes A 10.3 T 53 72 47.7 B2 3z
Sreet rader . 40 B 53 il 13
Dhrect from processos - (5 2 1.2 7 3
All 14 100 i Hat 151 [ {30 2535 Lup

6.3  Type and quantity of dried vegetahles purchased

The findings suggest that different socio-economic groups exhibit particular preferences in
terms of the types of dned vegetables they purchase. Generally speaking, the most populir
dried vegetables were beans, tomatoes, covo, okra. rape™, nvevhe'”, cabhage, sungn ™,
chillies and rugare, in that order (Figure 6.1

The most popular vegetables purchased by the high-income group were beans (862",
chillics (48.3%:), tomatoes (41 4%), butter beans {24.3%), okra (24.1%), andon (24.1"%) and
cabhage (24,1%) (Figure 6.21. Beans {9{.7% ). cove (27.8%), rape (26.5%), tomatoes (26.5%,),
nyvevhe (23 2%), and okra (21.2%) were the types of vegetables most likely to be purchased
by low-income households Traditional or indigenous dned vegetables (e.g. rape, tsunga.
TUEHATE, COWPEa oy es’ and n¥evhe ) were more populier among maddie- and lower-incomes
households

* Bravice Mapur (Tredpald. 1986

B lenane Crwitarnairg. This s ane of the modt ]'ur'rlu.l;l.l wild green v:gruinlﬂ_ the leaves e alien dned aml siored
for wse during the drv season {Tredpnld, 198641

* firassiea Jumees (Induan mestord or Chinese testard ) Crrgamsally inpoduced from the Easy thas plant i no
culirvaied of foumd prowmy wild on disturbed soil [ Tredgold 198625

* Vigme Unpuicadong (Shona = muonwo wenvemba |
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Figure 6.1 Most popalar types of dried vegetables parchased

|: | :;“ M ; ’_-f - :_-1: L =

5§ £ = B 3§ i g " "
ﬁguiﬁzﬂgiai‘ggf%iggglﬁzl
T £ i |

Note: The table refers to the percentage of households that puschase each rype of dried \I':_g-'l.‘hlhit..

Figure 6.2 Most popular ivpes of dried vegetables purchased by each incomie group
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Mote: The table refers 1o the percentage of households in each income group that purchase a particular type of
dried vegetable

The minimum and maximum guantities of dned vegetables purchased varied significantly
among households in the middle- (0.25-22kg) and low-mcome groups (0.25-20kg), but little
50 among high-income households (0.5-2.5kg) (Table 6.5). In peneral, the average quantity




purchased per month by houscholds was 203k, The median suggests however, thal high-
and middle-income households purchase larger quantities of dried vegetables (2kg) than the
low-meome growp (Lkg). 1 s important to remember however, that the later group
supplement purchases of dned vegetables with homemade products. Hence. the data does not
miicare that the low-income group necessanly consumes lower guantines of dned vegetahles

Tuhle 6.5 Cuantity of dried vegetables parchased per month (hg)

= Income Ciroup

Hiph Melicidle Livw ol
{1 . b 14 178
Hiouseholds
Minimum 03,501 025 0.25 {1,235
W axarmum 150 31K 20000 22 00
Mewn .71 i, L&~ Rl 5.
Median 2,00 200 |00 L0

Mote: For those households that gave quantitfes per week, this was multphed by & lscier af ‘4w pive a0
estimated gquantity purchased per monih

The low-income growp represents the largest market for dried vepetables in terms of actual
numbers of consumers. Althoush a larger share of the iow-mmcome group consume dned
vegembles, a higher percentage of high- and middle-income hotiseholds purchase the product
Low-income households are much more likely 1o supplement purchased dned vegetable
products with homemade subsiitutes. Small-scale processors would do well to also targer
pro<iucts 1o middle- and high-income consumers, given that these consumers tend 1o purchase
larger quantities of products than the low-income group. This may also poientially imfluence
the 1ypes of praducts which small-scale processors make available to the market, given that
the {indings suggest some variation in purchesing patterns across moome groups. Beans,
butter beans, cabbage, chillies, nyevhe, okra. onions and tomatoes are among the most
popular products purchased by high- and middle-income households.

6.4  Packaging charucteristics

Packaging charactenstics of products appuar to be important for some groups of consumers.
Although consumers buy dried vegetable m o vanety of packaging malenals, the majont
{74,9%} tend 1o buy products in sealed plastic packs. Low-income households are the least
likely to purchase products in sealed plastic packs—64.2% of households compared 1o 89 3%
and 93.1% of middle and high-income households respectively. Half of the low-ineome group
also buy products in unsealed plasuc hags (31% of households) and a quarter buy products
that are sold loose—usually at local markets where customers often provide their own
packaging materiaks.

As regards the most common 1ype of packaged product purchased, again the majonity (68 6%
of consumers purchase products in sealed plastiic packs (Table 6.6). High- and midde-income
households are more likely 10 buy products in sophisticated packaging matenals than lower-
income households. Unpacked products (1. products which are sold loose) and products sold
in unconventional forms of packaging (2.¢ newspaper and unsealed packs) are more likely 1o
be purchased by the low-income group.




If high- and middle-income consumers are more likely to purchase products in sophisticated
packaging materials, then small-scale processors must act on this if they are to enter such
markets, Products processed by small-scale enterprises must be sealed appropriately to reduce
the possibility of contamination from foreign bodies, and ensure consumers of the safety of
their products, The following section considers consumer perceptions of small-scale (dned
vegelable) processors and their products.

Tuble 6.6 Most frequent tvpe of packaging

Ineome Groap Total
Type of packaging High Mieldie Low
Ciosuni o Count T Count i Count o

Cieoup Caroup o Ciroup
Mo packaging/sobd leose 1 6.8 3 153 15 9.8
Wrapped in nevwspaper I 13 4 2.6 5 .0
Plastic bag {not sealzsd) | 34 T 9.1 42 7R Sl 104
Scaled plastic pack/bag 26 B9.7 7 893 g2 581 175 68,14
Plastic tray covered in
cellophansicling film et
Grroup Total 29 1000 75 1.0 151 1000 255 AR

65  Consumer perceptions of dried vegetables processed by small-scale enterprises

Just under a third of households (32.5%:) that purchase dried vegetables (n=235) had a1 some
time (1o their knowledge) purchased a product processed by a small-scale processor.™ In the
context of the study, *small-scale food processors’ were defined as individuals, famibes, co-
operatives or groups of individuals who process dried vegetables within their own home, in
their back vard or within small premises. Such cottage, micro- or small-scale enterprises are
often not registered as formal businesses. The enterprises are characterized by the use of basic
equipment or machinery 1o process dried vegetables. Sales of products are largely made on
local mmformal markets.

Table 6.7 suggests that low-income househalds are much more likely to purchase dned

vegetables produced by the small-scale sector than middle- or high-income households
(43.7%, 13.3% and 24.1% respectively).

Table 6.7 Purchase of dried vepetables from smull-scale processors

lmeome  Total sample  Number households Purchase dried vegetables from

Croup (Mo puarchass dned small-gcale secior - ok
households) vepetahles Mo, households % Group

Hugh 73] 29 7 4.1

Middle 144 5 L 133

Low 20 151 fifs 437

All S0y 2ad E3 L e

& 34,9% of households stated that they had not perchased o produst processed by & small-scale enterprise, and
30.6% of houscholds said they were unsure,

!
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The critenon that small-scale processors performed best on was the *avalahility of produoct in
varving quantities (mean score of 4.13 ), when runked by the 83 houssholds that had
purchased dried vegetables from this sector (Figure 6.3). Note that this was the only attribute
o recerve @ mean score of 4.04 or more. This suggests that small-scale processors performed
poorly, or neither poorly nor well, on all other artributes hsted, including pnce. The
availability of lower priced goods 15 ofien considered to be a great advantage offered by the
small-scale sector. This does not appear 1o be the case in terms of small-scale processors of
dried vegetable producis

Figure 6.3 Mean performance of dricd vegetables processed by small-scale seetos
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Those eriteria mied lowest were *labelling of product” (1.75) und “quality of packaging’ (2.29)
(Figure 6.3). Packaging and labelling pose 4 sigmificant constramt to the small-scale secior
given that all income groups ruted these annbutes poorly (Tabie 6.8). Poorly packaged and
labelled products are not necessarily acceptable 1o low-mcome consumers. The “availability
of the product throughout the vear’ also received a low mean score (3.01). suggesting thas
Consumers are concermed with the consistent supply of products by small-scale tood
processing enterpnses. Hence, the seasonality of fresh produce 15 something that the small-
scale sector needs 1o overcome Cold storape facilities for fresh produce, maintenance of shel
life and the appropriate storage of fimshed goods are challenges that the small-scale secior

faces

Among fagh- and middie-income households. 'prnce’ received the highest raung (4.29), Low-
income houscholds rajed ‘price’ {with a low mean score of 3 73] after the “availability of
products in varving guantities’ (4,18} The latier 1s important given that lower-meome
households often purchase foodstulTs tn small guantities. ofien on a daily basis. 10 st their
pocket. lromcally, this may polentially mean that such households end up paying higher




prices for poods compared to high-income houscholds for example, which are able to make
bulk purchases

Table 6.8 Mean performance of dried vepetable products processed by small-scole sector, as rated by
income groups

Income Group  Total

Anribute High Middle Low
Mean seores

Price 4.3 42 373 3R
Shelf-life 400 330 33 38
Consisiency of product quality 400 360 30 320
Food safery 1487 inp 33y 342
Quality of packaging 1% 340 212 229
Labelling of product 1.1 300 155 175
Owernll appesrance g6 B0 144 343
YValue for money 414 380 350 33D
Availability of product in verying quantines  4.14 380 415 413
Availability of product throughout vear X 360 233 3101
Mutritional benefits 157 400 320 3133

Note: Mean performance relates to S-poist scale where | = very poor and 5 = very good

6,51 Moeeting consumer demand

Households considered *food safety’ (4.39) and “price’ (4.58) as the most imporant factors. if
small-scale processors are to better meet consumer demand for dried vegetable products
(Figure 6.4). Those criteria rated of least importance were ‘SABS acereditation’ (2.57) and
"SAZ accreditation® (3.16). The findings would seem to indicate thal consumers are not aware
of the significance of SAZ (and SABS) accreditation for assuning food safety in Zimbabwe, or
that they do not accept that products which meet SAZ (or SABS) accreditation are necessanly
safe. The apparent lack of standards in Zimbabwe for dried vegetable products does not help
this situation. Houscholds across all income groups agreed that *SABS accreditation” was the
least important factor for small-scale processors to better meet consumer demand for dried
vegetable products. This questions the idea that some groups of consumers perceive imparted
products 1o be of supenior quality than domestic products, in this case those displaying the
South Africa standard, which the high-income group are suggested to prefer.

b i |



Frgure 6.4 Mean importance scores for factors (f small-scale provessors are (e BeMer meet cotisuimes
diemand for dried vegetubles
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Among the hugh-income group, the “consisency of product quality’ was paramount (4,86,
followed by ‘food safety’, ‘price’ and ‘shelf-lifc’ (all had mean scores of 4 71) (Table 6.9
Among the middle-income group, “food safety’ received the highest mean imporance score
(4.50). For low-income households 'price” was considered 1o be the mos impertant fhctor
(4.64), followed by *food safety’ (4.59),

Table 0.9 Mean importance scores for factors if small-seale Processors bre to Beier meet consimier
demand for dried vegetibles, as rated by income groups

e income Group Tl
Altribuse Huh Middle Low
Mean scores
Prce 4.7] 410 4 458
Shelf-life 271 4.40 441 445
Comsistency of praduct qualiny 286 420 436 434
Food safeiy £71 430 459 459
Chunlity of packagmy 4.4 43 3198 408
Laballing of produc 4,14 4.3 kgl 3.2
Civerall appearamee 443 430 447 440
Value for maorey 257 310 441 439
Availatrility of product in varving quantines 371 430 415 413
Avilatility of product throughow vear 00 440 4017 4.0k
Mutrmona| benefis 441 A dl 374 3 KK
Introducticn af tew product lmes 1M LR ( 33 340
Introduction of indigenois product: LEe 440 38T 4.0
Repistration of enterprise 3.T1 L] 345 3
SAF pccredpmlion ; 15| 440 <81 51h
SANS accreditation 128 20 X355 AN
Cither foctos 500 400 450

Mote: Mear imporwnce store relates o S-pom scale where 1 = ven unmporm and © = very inparant.




6.5.2 Porchasing products from a particular small-scale processor

Of those households that had purchased products processed by the small-scale sector (n=£3],
only 16 tended to buy products from a panticular processor (Table 6.10). Of these, 12
frequented smail-scale processors in and around Harare, Four households made purchases
with processors in Kuwadzana, and two made purchases with processors in Mbare, Tafara and
Mabelreign suburhs. One houschold made purchases with a processor in Mabvulou and
another with a processor in Greendale. Four households frequented small-scale processors
located beyond Harare, Two frequented processors in Murewha in Mashonaland East
province, One household made purchases with a processor in Mashonaland West (Kintyre
Estates) and another with & processor in Manicaland Province.

Table 6.10 Purchase of dried vegetables direct from particular small-scale processor

Incoms Purchase from Purchase from particular small-
Group  small-scals sector scale processor

Mo, houssholds o, househalds % Gironip

High 7 | 14,3%
Middle 10 4 40,0%
Law b i 16.7%
All 83 16 19.3%

Hygiene, familiarity with the processor (including kin relationship) and price were the main
reasons cited by households to explain why they chose to purchase products direct from a
particular processor, Other factors mentioned included: guality of the product, availability of
the product, convenience, promotion of small-scale processor, food safety, ability to purchase
product in varying quantities, and variety of products on sale.

Six households showed considerable lovalty 1o these processors having purchased products
from them for a peried of six vears or more. Eight of the 16 households suggested they had
known the processor personally or that he or she was a relative of theirs. The location of the
processor was also important, given that six househalds stated that the processor lived in the
same locality as them.

When houscholds were askad what enilena were important for choosing which small-scale
processor lo purchase products from, the critena that households considered most impornant
were ‘hygiene of processing operation’ (4.75), ‘convenient location of processor” (4.31) and
‘price” (4.31) (Figure &.5). Those criteria rated of least importance were ‘labelling of the
product” (2.81) and “quality of packagng’ (3.06),

™




Figure 6.5 Mean importance scores for factors relating to choice of small-scale processor
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Across income groups, there was some differentiation of mean imponance scores. For the sole
high-imcome household, "price’, 'consisiency of product quality’ and “cleanliness of
processing operation” were the most important factors (all ranked 5.00) (Table 6.11), Among
middle-income households, 'price’, *familianty with processor” and "convemient location af
the processor’, received the ighest mean imporiance scores (all ranked 4.75), For low-
mcome households, the *hvgiene of processing operation” (4 2], ‘repulation of the processor’
{4.36) and "convenient location of the processor’ (4.27) were considered to be the mos!
important faciors

The least important (actors ranged from *famibanty wath the processor” (for the sale ligh-
meome hausehold), “shelf-hife’ (middle-income group) and “qualiny of product packaring
imiddle- and low meome groop) and *labelling of the product” (low-income group)

Table 611 Mean imporignee seores for faciors relating w0 choler of small-seale processar,

s rated by income groups

 Ineome Grensg Total

Amnbuie High Muddle Low

Mean scores
Price LR i 3. 74 409 &3]
Shelf-hie 4.0fi 1 0f 373 LS
Conmastency ol product guality .00 1T g 44
Qundiry of packaging 400 300 0D 306
I.uh:l||:r|.||_.' af produc 4.00 F.2 a2.54 2 K]
Farmiliarny with proceseat 8 ] 4,75 4,08 411
Convensent location of processo ER [ 4. 75 4.27 43}
Heputatiom of processo 4 L 4. 10 43 22
Hypiene cicanliness of proceising operation 500 4,50 4,82 478
Credst gvailabihity 4 10 4.00 4.00 400

Mote Mean importance soore relness to S-point scule where | = verv wnmponand and 3 = very amportang
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6.6 Consumer perceptions of dried vegetables processed by large-scale enterprises

Of the 255 households that buy dried vegetables, 52.2% had at some time (to their
knowledge) purchased a dried vegetable product processed by a large-scale food manufacturer
{(Tahle 6.120." In the context of the study. ‘large-scale food processors’ were considered 10 be
an agro-industrial food manufacturing company that processes dried vegetables on a large-
scale. Examples include Lever Brothers {whose brands include Royeo) and Nestle Zimbabwe
(e.g. Maggi), etc. Such enterprises tend 1o use industrial production lines to process dried
vepetahles and are registered as formal businesses. While 62.7% of middle-income
households had purchased a product processed by a large-scale enterprise, 35.2% of high- and
46.4% of low-imcome households had done so.

Table 6,12 Purchase of dried vepetables from large-scale processors

Income  Total sample  Number households Purchase dried vegetables from

Group Mo purchase dried large-scale sector
howsehalds | vepetables Mo houssholds o Ciroug
High 56 2 16 552
Middle 144 75 a7 62.7
Laoow 3 151 L] 464
All S0} 255 131 522

The criteria that large-scale processors performed best on were ‘food safety’ (4.43), "shelf-
life” and ‘availahility of product throughout the year' (both had scores of 4.33), when ranked
by the 133 households that had purchased products processed by them (Figure 6.6). Those
eritena rated lowest were ‘price” (2.69), ‘availabibty of product in varying quanuties’ (3.86)
and *value for money” (3.88). Price was the lowest rated attribute by all income groups (Table
6.13). "Food safety” was rated highly by all income groups.

Figure 6.6 Mean performance of dried vegetable products processed by large-scale sector
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Nate: Mean performance relates to S-point scale where | = very poor and § = very good.

23,19 of houscholds stated that they had not purchased a product processed by a large-scale food
manufacturer, and 24. 7% of houscholds said they were unsure.
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Tahie 6,13 Mean performance of dried vegetables processed by large-seale sector, as raved hy incomw
Eroaps

) Income Group Tatal
Atmibee High Mhddle Low
Sean sgores
Price 104 245 2RO Iah
Sheli-hife 4.0 4.23 446 423
Lonmaistency of prododt quality 40 4 00 42457 4.3
Foed mafen 4.1 417 | .43
Chinlity of paekaging 4 (] LET 454 124
J.:lb.ul]:r'g ol prodiec 5,7 1 =3 4 34 4 4
Owverall sppearance g 3.83 459 424
Vighae for money 140 155 414 14K
Avwatlabilitv of prodiuct 1o varyving ouanttiies 174 1 1 Ly .11
Acvailabiline of product throughour vea 357 400 366 437
Numtionil benefitn 4.1 o (¥ a0 406

Mot Mean performanse relates o & <P scale where | = vEry it anid ¢ VETY Bisisl

fb.]  Meeting consumer demand

The criteria that howseholds considered most important for the large-scile sector 1o acl on
were “price” (4.82), ‘consistency of product quality® (4.49) and *food safety” (4.42), n lerms
of beter addressing consumer demand for dned vegetable products (Figure 6.7}, Those
atiributes rated least ymportant were ‘“SABS” and "SAZ accreditanon” (2.61 and 3,88
respechivelv)

Figure .7 Mean importance seures lor (aetors i lnrge-scale processors dfe 6 belter mesl oonsuimes
demand for dried vepetables
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Both high- and middle-income houscholds rated all attributes except “SABS accreditation” as
significantly important, 1.e. with a rating of 4.00 or more (Table 6.14), The high-income group
rated ‘quality of packaging’ as most importani (4.94), followed by ‘price’, “consistency of
product quality’ and ‘value for money' (all scores of 4.88). Middle-income househoids
considered ‘price’ (4.77), ‘shelf-life’ (4.57) and ‘consistency of product guality’ and *food
safety’ (both 4.49) as the most imponant atmbutes, The highest rated atributes among the
low-income group were ‘price’ (4.84), ‘consistency of product quality” {(4.40) and *food
safety’ (4.29), Low-income households rated a number of attnbutes lower than 4.00; the
lowest rated atiribules being 'SABS’ and *SAZ accreditation’. Again the apparent
contradiction between scores given to ‘food safety’ and *SABS’ and "SAZ accreditation’ 15
noled.

Table 6.14 Mean importance scores for factors if large-scale processors are o betler meel consamer
denmnd lor dried vepetables. as rated by income groups

Income Group Tomnl

Aftribane High Middie Low
Mlean scorss

Price £ RR 4.7 484 482
Shelf-lifs 4Kl 457 416 438
Conswtency of product guality 4BE 449 440 449
Food safery 48] 449 429 442
Chanlity of packaging 404 436 4 417
Labelling of produc 475 434 3894 4.0B
Owverall appearance 481 437 423 413
Value for money 4BE 436 427 4%
Availability of product in varying quantities 460 436 197 420
Availahility of product throwghous vear 481 443 406 429
Mutritionnl bemefits 4.81 447 IR0 4.8
Introduction of new product lines 438 426 357 19
Introduction of indipenous products 450 415 399 4.1
Registration of enterprise 469 432  36h 403
SAZ accreditation 456 411 357 383
SABS accreditation 256 260 2483 18
Cither factor 5.00 500

todte: Mean importance score relates o 5-point scale where | = very unimpartant and 5 = very imporiant.
6.2 Brand lovaliv

Of the households that had purchased products processed by the large-scale sector, over half
buy a particular brand of product (Table 6.15). Across income groups, 57.1% of Jow-, 35.3%
of middle- and 25% of high-income households were inclined to purchase a specific brand.
This contradicts notions of the high-income group being more brand conscious that lower-
income houscholds.

Table 6.15 Purchase of particular brand of product processed by large-scale ssctor
Incoms Purchase from Purchase particular brand of

Cxroup larpe-scale secior product

Mo, households Mo, households Y Group
High 16 q 25.0%
Middle a7 6 £8.3%
L 70 4l 5T.1%
All 133 0 £2.46%,




In terms of brands purchased, the most popular brands were Lever Brothers and Red Szl
followed by Mational Foods, Victaria Foods. Nestle and Blue Ribbon. Lever Brothers,
Nanonal Foods and Victoria Foods were the most popular brands purchased by the low-

meame group. Red Scal was overwhelmingly the most popular brand among middle-income

nouscholds. As regards the reasons why consumers purchase particular brands of product
taste was the reason most frequently cited. Other reasons given included: price, product
quality, fambanty with a pamiculer brand, and availabiliny of the brand, in that order. In fact,
households exhibited 4 considerable degree of brand lovalty with respect 1o dried vegetahle
products. Almost half the sample suggested they had been buving their chosen brand for a

penod of 16 vears or more (Tahle 6.16)

Tabke 16 Number of vears purchusing particatar brand of dried vegemble product

= > Income group Group Toml
High Muddle Low

LCount % Gooup  Cownt %% Group Count © Crrogp. Comnt % Totl
Less thar | yei 1 . y 47
2-5 wears 3 560 I 18 i 234 ) 1T.1
f- Ul vemrs 2 1.7 1 i I'7:4
1115 vears k! LIS [ 15.0 1 128
16 vear dr e ) A0 p ] Tha 11 10 () 14 A%/
Lroup Toal i | Ky 34 1000 40 10140 70 140, 0

"Price’ (4.67) was considered to be the most important factor determining brand choics,
among households purchasing products from the large-scale sector (Figure 6.8), *Food safety’
(4.37), "value for money” (4.27), “overall appearance of the product’ (4.26), ‘consistency of

product quality” (4.14), and “shelf-life’ (4.13) were also considered important. Whether or not

#

a product is imported (e.g. from South Africa) seems of little significance in the choice of
brand, given that “SABS accreditation’ received the lowest mean score (2.40),

Figure 6.8 Mean importance stores for factors relating w brand chies
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This same relatonship was evidenced across all income groups (Table 6.17). All other factors
were considerad to be important or very important for brand choice among the high-ineome
group. This potentially questions siereotype assumplions of high-income consumers showing
allegiance to imported products. However, it must be noted that the high-income sample is
very small in this case

Table 0.17 Mean importance seores for factors relating w brand cholee; as rated by income groups

Income Group Tival

Artribute High Middle Low
hlean scores

Price 500 473 460 447
Sheli-life 500 412 405 413
Consistency of produect quality 500 427 398 4.4
Food safety 500 4327 438 437
Quality of packaging 450 400 398 380
Lobelling of prodisct 450 381 3331 3.4
Crwerall nppearance of product 500 419 43T 4326
Value for money 500 421 411 427
Availability of product ip varving quannines 430 392 3031 19
Avvailability of product throughom year 450 419 383 400
MNutritional valuebenefit of product 500 4019 335 370

Exhibig Zirmbabce food standard (SAT) 475 404 JHED 3137
Exhibis Sputh Africs food standard (SABS) 3040 154 235 .40
Cithet 5040 £ 00

Mote: Mean imporunce score relaies o S-pomi scale wihene 1= very umimporiand and 5 = very imporiang,

6.7  Preference for products processed by small- or large-scale sector

Of the households that purchase dried vegetables, 34.5% said they prefer products produced
by the large-scale sector, compared to just 20% that had a preference for small-scale sector
products (Figure 6.9). Surprisingly enough almost half the sample siated they had no
preference. This may imply, that such houscholds do nol necessarily consider dred vegetahle
products processed by the small-scale sector as infenor to those muanufactured by the large-
scale sector, Such houscholds appear willing 1o acespt products from either sector. Of the
income groups, low-income households expressed a much greater preference for products
processed by the small-scale sector—30.5% compared to 3.4% and 5.3% of high- and middle-
mncome households respectively. Across each income group however. households exhibited a
preference for products manufactured by the large-scale sector. However, the actual figures
were perhaps not as high as anticipated, with just a third of consumers showing a preference
for the large-scale sector (or 38.4% of low-, 26.7% of middle- and 34.5% of high-income
households).
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Figure 6.9 Freference Tor products processed b5y small- or large-scalie secinr
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in terms of the reasons why households preferred products produced by the small- (n=31) o
the large-scale sector (=88}, price ind product guality were the most frequently cned reasons
in euch case respectively (Table 6.18). Prce, hygiene, and familiarity with the product were
also populir reasons 1o expliin a preference for products from the large-scale sector

Table 6,18 Ressons lor preference of prodocts processed by small- or large-ecale secior
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Large-scaie food manufacturers scored better than small-scale processors in lerms of the
overall mzan performance rating (Fieure 6 10). Low-mcome houscholds rated farge-scale
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food manufacturers the highest (4.56 compared to 4 06 by the high-income group) and small-
scale processors the lowest (3.42), It is important to bear in mind however, that the jow-
income group may aspire 1o purchase products processed by the formal sector given the
perceived social status attached to such consumption patterns. This challenpes the somewhat
accepted belief that low-income houssholds are more likely to accept products produced by
the small-scale food-processing sector than other income groups. Middle-income househalds
considered small-scale processars to perform better than the large-scale sector, giving the
former the highest rating of all income groups (4,10,

Figure 6.10 Overall mean performanee rating of products processed by small- and large-scake sector

Note: Mean performance refates o S-point scale where | equals very poor and 5 equals very pood.

6.8 Changes in consumption levels
When households were asked 1o compare their current consumption levels of dned vegetabies

with that of three years aga, 44.3% suggested they now consume less dried vegetables (Table
6.19).

Table 6.19 Current consumption levels of dried vegetables compared to that of three vears apn

Income Grenip Group Total
High Muddle Low
Can| b Couni b Cioani S Coumi %
Group Croug Giroup Ciroup
Move 3 10.3 17 23 18 e AE 149
Less k] 173 12 m 6 2.0 113 44 3
aame 21 724 6 45.0 47 il.] 14 40,4
All M 1.0 ] 1000 151 1000 254 1 (W00

Households were asked to consider the importance of various attributes in terms of sxplaining
their increase (n=38) or decrease (n=]13) in consumption of dried vegetubles (Figures 6.1
and £.11 respectively). The most imporant factors to explain any increase in consumption
were “other factors” (mean score of 5,00)™ and *prevailing economic hardship’ (4.26).




Nole however, only four houscholds mienboned “other factors”, and therefore it 15 nof
significant. This same refationship was found with both the middle- in=17} and low-income
groups |n=181 High-income households (n=3) sighted ‘prevailing economie hardship and
‘price’ s equally important to explin an increase in consumption of dned vegetables. The
facior of |zast importance was the “avinlabiliny of imponed brunds

Figure 6.11 Mean importance seores for factars relating to increased consumption of dried vegetahiles
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The most significant factors o explain a decrease in consumption of dned vegetables wore
‘other fuctors™ (mean score of 4.67) 'prevalling economic hardship® (4.66) and “price’ (4.62)
(Figure 6.12). However, only three houscholds mentioned “other factors’
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Figure 6.12 Mean importance scores for factors relating to decreased consumption of dried vegetahles
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Note: Mean importance score relates o S-point scale where | = very unimportant and § = very impartant. Other
factors melude less mavel associated with the heightened cost of fuel which meant lowered ascess to such
fondsm{ls; the availability of aliemative foodsmaffs, £.p. mzat products; and a decline in prefersence for dried
vepemble products within the family,

Across income groups, ‘price’ (5.00) was most important for high-income households (n=5),
followed by ‘prevailing economic hardship’ (4.40). *Other factors® (4.50, but n=2) and
‘prevailing economic hardship® (4.45) ranked highest among the middle-income proup
(n=22). And finally among low-income households (n=86), “other factors™ {5.00, but n=1),
‘prevailing economic hardship® (4.73) and ‘price’ (4.71) were the most important factors Lo
explain a decrease in consumption levels of dried vegetables. The least important factor to
explain any decrease was the *availability of imponed brands®.

Half the sample group }nhﬁj} suggested they would like to consume more dried vegetables
than they currently do.” However, various factors inhibited their ability to do so. The mos:
imporant were “other factors® (3.007°, ‘price” (4.69) and ‘prevailing economic hardship’
{4.65) (Figure 6,13), This same trend was generally true of all income groups. In general
terms, all other attributes were considered to be unimportant. The factor of least Importance
was the “availability of imported brands'; true for all groups excepl the high-income group.

"' Across mceme groups. the figures related to 62.9% of low-tcome, 34.5%, of high- and 29 3% of middle-
income househalds.
* Howsver, only one household mentioned ‘other factors’ | meun score of 3.00) a5 being of importance.
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6.9  Summary

Of the 500 houscholds surveved. 12.6% mdicated that they never consume dned vegetables
Of the 437 consumer households of dned vegetables, 58.4% are accusiomed to purchasing the
product When the [aner group of hoeseholds were asked about the tvpes of dried vegetables
purchased, the most comman vaneties included beans, tomatoes, covo, okra. rape, nvevhe.
cabbage, tsunga, chillies and ruzare. in that order Low-income houscholds made the most
frequent purchases of dned vepelables. That said, when considenng the median guantity of
product purchased pet month, the dain supgpests that high- and muddle-meome houssholds
purchase larger quantutes of dried vegetablas per month than low-income households

The overwheiming majorty of houscholds that purchase dned vegetables tend 1o frequent
formal supermarkets ( 70.2% of sample; 90% of hiph-income group); just less than hall made
purchases a1 local markets. Although dned vegetable products were purchased n a vanety of
packaging matenals. the majonity of households (74.9%) tended 10 purchase dried vepetables
in sealed plastic packs {93.1% of lugh-income households compared 1o 64.2% of low-incoms
bouseholds), Half of all iow-income households often buy products i unsealed plastc baps
(51%) and approximately one-quarier of them purchase unpacked products (26_5%:)

Just under one third (32.5%) of houscholds that purchase dried vegetables had at some time
(1o therr knowledye) purchased a product processed by & small-scale enterprise. Low-income
households were more likely 10 do so than middie- or high-income households. Few
houschelds purchased the product direct from the processor (again the majonity of them were
from the low-mncome group). In most cases the consumer knew the processor personally or
was o refative. The enfena which consumers considered most mmportant when decading which




small-scaie processor to buy products from were: hvgiens/cleanliness of the processor, and
availability of credit

When consumers were asked to give their impression of small-scale dried vegetable
processors and their praducts, the criteria which small-scale processors performed best on
were: availability of product in varving quantities, and price, Thoss criteria rated lowest were:
labelling of product, and the quality of packaging materials. Surpnisingly enough, low-income
households rated small-scale processors the lowest in terms of their overall performance;
middle- and high-income houscholds rated them higher. The eriteria rated of least importance
for small-scale processors 1o betier meet consumer demand for dried vegetbles were SABS
and SAZ accreditation.

Of the 235 houscholds that indicated they purchase dried vegetables, 52.2% had a1 some time
(to their knowledge) purchased a product processed by a large-scale manufacturer. Over half
of the latter group indicated that they tend to purchase a particular brand of product, Of these,
agamn half suggested they had been buying the brand for 16 vears or more, therefore
exhibiting a considerable degree of brand lovalty. *According to Packard's (1959) theory of
conspicuous consumplion, people consume products to demonstrate a superior level of stams
both to themselves and to their frends™ (Fish, Leyland, Napoli, DeBussy and Dix, 2001:5).
Consumers acquire, own, use, and display certain goods and services to enhance their sense of
sell. to present an image of what they are like, to represent what they fesl and think, and to
bring about the types of social relanonships they wish to have (Thid. citing Goffman. 1959
Belk, 1988). This pattern of behaviour is evident in modern soeiety, where prestigious brands
are acquired as an outward display of status (Fish et al. 2001). The most popular brands were
Lever Brothers, Red Seal, National Foods and Victoria Foods, Price rated as the most
important factor in choice of brand, followed by food safety.

When consumers were asked to give their impression of large-scale dried vegetable
processors and their products, the criteria which the large-scale sector performed best on
were: food safety, shelf-life, and availability of product throughout the vear. Those criteria
rated lowest were: price, availability of product in varying quantitics, and value for money.
Large-scale processors performed better than the small-scale sector in terms of their overall
mean performance rating. Low-income households gave the large-scale food-manufacturing
sector the highest rating. Price, consistency of product quality, and food safety were the
critenia rated most important if large-scale food manufacturers were to strive to better meet
demand for such products. Again SABS and SAZ accreditation were rated of least
IMPOTLAnce,

Of the 255 households that purchase dried vegetables, 34.5% stated a preference for products
produced by the large-scale food-manufacturing sector and 20% for products processed by the
small-scale sector, Half the sample suggested they had no preference. Quality of product and
price were overwhelmingly cited as the reasons for preferring products from the large- and
small-scale sector respectively.

Approximately 44 3% of households (n=255) indicated that they now consume less dned
vegelables than three vears ago (14.9% said they consume more). The mast significant facior
10 expluin & decrease in consumpiion of dried vegetables was other factors, prevailing
economic hardship and price. This suggests that the price of dried vegetables is going bevend
the reach of some households. Interestingly enough, prevailing economic hardship was also a
significant factor to explain an increase in consumption of dried vegetables among some
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households pver the same three-vear penod. Some households appear o be tuming (o dried
vegetables as a means of substituting for other foodstuffs, which have now gone bevond thewr

reach due o the food price increases of recent vears

Hall of the sample in=255) indicated that they would like to consume more dred vegetihles
than they cumently do (of which 74,8% helong to the low-income group), but thet price and
prevailing economic hardship were the most crucial factors inhibiting them from doing so
The latter finding s particularly worrying as dried vegetable products are perhaps one of the
maost accessible processed horticulieral fondsiuffs m Zimbabwe tn monetary terms




8 CONCLUSIONS

7.1 Introduoction

The previous three chapters have diseussed the findings for each of the study products in
turn—dried fruits, fruit preserves and dried vegetables. The focus of the current chapier 15 o
highlight the contrasts and comparisons across the three study products in terms of their
consumption and purchasing profiles, consumer attitudes to products processed by the small-
and large-scale sectors, and consumer preferences for such products, The chapter then
outlines the prospects for small-scale processors of dred fruits and vegetables and frun
preserves, based on the findings of the research conducted. The chapter concludes by
highlighting some of the more pertineni policy implications of the research, for example in
terms of the support needed to facilitate the effective production and marketing of produets by
the small-scale sector, and their acceptance AMONE CONSUMET ZroUps.

7.2 Discussion of the findings: Contrasts and comparisons

7.2.1 Comparisons of consumption and purchasing profiles

Of the three study products, fruit preserves are the most popular products, followed by dned
vegetables and dned fruits, Fruit preserves which are consumed with bread and such
derivatives are widely consumed by the majority of households, and arc maimly accessed
through formal supermarkets—irrespective of income group. While we may be inclined 10
consider dried fruit as a luxury product, in fact dried fruits are least popular among the high-
income group. It is important therefore to consider the function of such foodstuffs in the diet.
Dried fruits for example are largely used for baking among high-income houscholds,
particularly exotic varieties of fruit including raisins, sultanas and currants, Indigenous dried
fruits (e.2 masaw, mawuyu and matohwe), are however more likely to be consumed as snoacks
among lower-income households. The availability of these products is also an issue
considering that they are largely sold in local markets or by street vendors—outlets that are
much less frequented by middle- and high-income groups. Dried vegetables are perhaps the
most accessible product in monetary terms, but nonetheless lack popularity among some
ncome groups—pnmarily the high-income group. Dried vegetables, which are reconstituted
into relish and served with sadza—the local staple, do not form a major part of the diet of
high-income urban households. Although these products are available in formal supermarkets,
the selection is often much more limited than in local markets for example,

The findings of the swdy suggest that different socio-cconomic groups tend to show particular
purchasing pattems in relation to the three products. About 52% of low- and middle-income
households purchase up to 6 and 5.4 kg of fruit preserves per month, respectively, while the
high-income group purchase up to 2.5 kg per month.

Meanwhile, about 54% of households purchase up to 24 kg of dried fruit per month. The
middle- and low-income groups purchase up to 24 and 20 kg of dried fruit per month
respectively, compared to a maximum of | kg for the high-income group. The general
assumption is that the relative amounts of products purchased translale to consumplion.
Relatively large families under this catepory may explain the high monthly purchases of the
two products among the low- and middle-income groups.
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The average quanuty of dned vegetables purchased by the three income groups was abaut 2
kg per month. The hugh- and nuddle-income groups purchase higher quantitics than the low-
income group, The relatve quantity of dried vegetabies purchased by the high-income group
wits in contrast 1o date obtained for the other two processed food products. On a quaneitative
basis. comparison of dried vegetables to fruit preserves should be done with caution since the
products are different and also their function m diet. This observation has no clear
cxplanation, except to suggest that the high-income group now guest for traditional products
as well. Another possibie reason is economic hardship, which has compelled households to
source for locally available and sffordable food products.

Drifferent forms of packaging materials are used ranging from very simple inexpensive types
such a& wrapping in newspapers o more sophisticated and expensive plass bottles, The naturs
of the products tends 10 determine the type of packaging material used. Simple packaging
materials are commonly used for dned fruit and vegetables, while glass jars or plastc boitles
are used for fruit preserves, The majority of the households purchase dried fruit in unsealed
plastic bags, while scaled plastic bags are used for dried vegetables. Fruit preserves are
commonly packaged in cans. However, there were some differences scross the income groups
particularly with dried products, Dried vegetables in sealed plastic packages are most popular
among mgh-income households, while the low- and middle-income groups commonly
purchase unsealed packages. Similar observations were made with respect 1o the packaging of
drred fruits. With respect 1o fruit preserves, canned products were overwhelmingly popular
among all households, irrespeenive of meome group, Frunt preserves packaged in glass jars
were purchased most by muddle-income houssholds, Given the supenority of this type of
packaging over other packagmng materials, it 13 therefore expected 1o be attractive 1o upper
income households. Packaging has an addinive cost 1o the final price of the product, and 1 1
therefore assumied that households (particularly the low-income group) would take this into
consideration m view of prevailing sconomic hardships faced

The man functions of packaging of food products are designed 10 protect the contents,
preserve them and allow convemence dunng handling and storage. Fruit preserves
investigated m this study were packaged in accordance with the national repulations (SACA,
1968 ). Lise of packaging matermals for fruit preserves is reinforced by local regulations
governing the processing of the products. However, the packaging matenals of dried fruite
and vegetables do not seem to be covered by national regulations This probably explains the
use of various packages. and in some cases, where products are not packaged at all.




1723 Consumer attitudes to small- and large-scale food processors

The study suggests that more households purchase dried fruits processed by small-scale
enterprises compared 1o purchases of dned vegetables and fruit preserves from the same
sector. Low-income groups dominate in the purchases of dred fruit and vegetables, while
high-income households tend 1o dominate in the purchase of fruit preserves. There were
hawever some differences in the way the products were characterised by the households.

There was general agreement that the price of products processed by small-scale enterprises
was lower than that of similar products from the large-scale sector. In this regard, consumers
suggested that products processed by the small-scale sector offered ‘vilue for monay’”.
However, food safety, labelling and the quality of packaging used by small-seale processors
wis considered poor across all three study products. Although the large-scale sector
dominates the marke! for these products based on such anributes mentioned, small-scale
processors have an advantage in terms of product price. This 15 an important factor for the
development of the sector especially under prevailing economic conditions in Zimbabwe.
Price appears to the most important factor influencing purchasing patterns of all three
products, The small-scale sector therefore has scope given that their products perform
favourably in terms of price and value for money. Food safety however, was the key concern
among consumers irrespective of product type, and particularly among the high-income
Eroup

Although food safety i1s considered important for mereasing the market share of the small-
scale sector, it seems the use of ‘food safety standards” is not viewed the same, suggesting
that there is little appreciation of the function of such standards among households generally.
There is therefore a need 1o increase awareness of the function of food safety standards and
use of various logos, e.g. the Standards Association of Zimbabwe and the South Afncan
Bureau of Standards mark.

Most consumers frequented small-scale processors of dried fruits and vegetables, and fru
preserves in and around the Greater Harare area. However, some frequented processors in
other provinces, e.g. dried fruit and vegetable processors in Mashonaland Provinees (Central,
East. West), and processors of fruit preserves in Manicaland Province. Most households have
no real connection with the small-scale processors involved, except thal some may be known
because of their location. Compared to the large-scale sector, households seem 1o have been
purchasing products from small-scale processors for significant periods. The majority of
houscholds have been purchasing products from small-scale processors for a penod of 210 5

yTars.

7.24 Consumer preferences: Small or large-scale?

In the case of each study product, the large-scale sector performed better than the small-scale
secior in terms of overall consumer ratings of their products. Small-scale processors were
rated ‘neither good nor poor” in each case, whereas large-scale food manufacturers of cach
product were rated ‘good’. However, small-scale processors of fruit preserves and dried
vegelables were rated ‘pood” by the high- and middle-income groups respectively (Table 7,11




Table 7.1 Overall direet evalugtion ol produets produeed by small- und large-seale secior
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Some mixed feelings about the preference of products were obierved: 1.e. whether the
products were produced by the small- or large-scale sector. On o product basis, an
overwhelming majonty of households preferred fruit preserves produced by the large-scale
geclor, in contrast to those who preferred dned frutts produced by small-scale processors
Households do not seem to have any preference, regarding the scale of enterprise processing
dried vegembles. Across income groups, the high-income group dominated m the preference
for fruit preserves, while the low-income proup dominated for dried frunts and dned
vepetables: Dried products processed by the small-scale sector are preferred because of pnce
compared o similar products produced by the large-scale sector

Fruit preserves processed by the large-scale sector are rted good in most calegones except
pnce and value for money. As mentioned earlier, this 15 1n contrast 1o products produced by
the small-scale sector, which are considered favourable in terms of price, and thereby offermyg
value for money. Overall, all income groups rate it preserves produced by the large-scale
sector good 1o very good

7.2.4 Opportunities for small-scale processors of study products

There are clear price advantages for products processed by the small-scale sector. The price of
such products s considered cheaper than similar products processed by the large-scale sector
This 15 a factor that the small-scale sectar (whether fruit preserves. dried fruits and vepeuhlesi
could 1ake advantage of, Pnce could be exploited n favour of the small-scale secior
particilarly given the present economic hardships faced by consumers in Zimbabwe
However, the products need 10 he safe. well labelled and the quahty of packaging must be
acceptable. Further, the products should be available throughout the vear. These are some of
the concerns rmsed by consumers, who expressed a preference [or products processed by
large-scale food manufacturers

Although the market for dned fruits and vegetables seems w0 be dominated by products from
the small-scale sector, there is room for increasing their market share if some of the factors
raised in the preceding paragraph are addressed. This 15 contrary to the market for frui
preserves. which is dominated by products from the large-scaie sector. The differences in the
market shore of the products mav be influenced by the respective demands of the production
wechnologies used The technnlogy for the processing of fruit preserves requires greater capital
inputs compared 1o dried fruit and vegetable processing. The lurpe-scale sector has therefore

muare technical know-how in the production frunt preserves than the small-scale secior. %
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particularly in terms of packaging Canned fruit preserves are popular, but this type of
packaging requires more capital investment m terms of equipment, backup service and
availability of spare parts. Whereas, the packaging of dried fruits and vegetables is relatively
simple, and in most cases plastic bags are used,

1.3 Policy implications

Concern for food safety among consumers of all three study products, despite the populanty
of dried fruits and vegetables produced by the small-scale sector. Food safety measures need
to be reinforced by government bodies, although some producers may have their own
protocols on food hygiene dunng production. Nonetheless, enforcement of such standards st
remuns the domain of government (WHO, 1999). With respect to the study products, i1 seems
that consumers are concerned ahout food salety, suggesting that there is no clear known
policy on this issue, Furthermore, 1t would appear that local food safety standards regulating
the production of dned products {whether fruns or vegetables) are lacking. However, where
such standards and regulations exist, 1t has been shown that there 158 reluctance on
enforcement. even in developed economies {WHO, 1999; Tavlor, 2001). Poor uptake of
national food safety standards and regulations may be attributed 1o inadequate resources and
infrastructures in small-scale companies. It 1s therefore imperative that government. consumer
associations, NGO's, educational institutions, miernational organisations (e.g. FAQ, WHO)
work together with small-scale food processors with respect to the implementation of food
safery measures (Ibid. ). Food safety standards should cover all aspects of production
including packaging and food labelling. which are often poorly handled by the small-scale
seclor.

T4 Recommendations

The following recommendations are based on the main findings of the consumer survey
research. Although this is by no means an exhaustive list, it is hoped that they provide some
ideas as to the way forward in order to facilitate the effective production and marketing of
processed horticultural products by small-scale producers in Zimbabwe.

» Small-scale processors need 1o ensure that their products are available where
consumers most frequently purchase products, 1.e. in supermarkets. However, the
majonity of consumers are of low-income status and make purchases 1n local markets,
which means giving such outlets greater attention.

s Small-scale processors need 1o ensure the consistent supply of their products
throughout the vear.

s Small-scale processors need 1o produce food products, which are not only
competitively priced (which 15 seen as their main benefit on the part of consumers),
but also of a high and consistent quality.

s ‘Where possible, small-scale processors need 1o produce a distinctive product that
would enable them to enter 2 particular miche market. To this end, further research
needs to be carried out on the suitability of processing indigenous fruit and vegetable
varieties imio a range of end products.




small-seale processars need o be further encouraged 10 adopt stringent food safety
measures within thewr processing operations. This will have the dual benefit of
improving food safery and gaming higher regard for such products mmong particular
consumcr groups, 1e. enabling small-scale processors 1o overcome poor consutmer
perceptions of their products

Mare lugh profile food safety compaigns need to take place.

Price factors exent a strong nfluence on consumer preferences for processed food
products, as well as on performance of processed food products Therefore, small-
scule processors would do well by uking sdvantage of their competitive prices and

increase thewr market shure

ldentification of nation:l |domestic) and regional markets should he considered o
Prioriy
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Appendix 1. List of suburbs in Harare

APPENDIX

| Name | Population density | Incame ares

| Alexandra Park Low | High
Arcadia Mediam
Avondals LowMediom Middie/High
Belveders Midiem | Middle
Bevesley | Low | Hiph

| Borrawdale | Low | High
Hudrmrm High Laorw

| Camnick Creagh Low High
Colne Valley Low High
Cranborme Park Mednem Muddle
Dirivarsgekwa High Low
Easllen Mediuemn Middks
Epworth High Low
Fomainblau Low Hizh
Glen Lome 'Low | High
Glen Morah | High | Lo

| Glen View [-lm_h | Limsas

| The Grangs Lavw: Hajth

| Gireenoroft Medium Middie
Cireendale Low High
Greengrowe | Low High
Greysione | Low High

e Hatclifle Hatcliffe Extension | High Low

Hatfield | Low/Medium | Maddle

| Helensvale Low | High
Highfield High Low
Highlands | Low High
Jaoha High Low
Kambuzinrs Hiph Low
Kuwadzana/K uwadzina Extension High Low

' Mabelreign Medium Middle

| Mabyuky High | Low
Marlhorough Law hiddle
Mandarm Low High
Marimba Faglk High Low

| Masasa Park/Quesnsdale | Medium | Middle

| M hare Higl Low
Midlands | Low/'Medium Middis

| Mount Pleasan: | Low Hiph

o




Nume | Populution density | Income ares
Alexandra Pask | Low | High
Arcadia Medium |
Avondale Low/ Medium Middie High
Belveders | Medium Middle
| Beverley | Larw High
| Boprowidale Low High
Buitrn High | Low
; Carmck Creagh Low High
| Colne Valley | Low High
{ Cranbome Pask | Medm Mliddic
Lrzivarassiowa | High Low
i Easiles Melediam Muddle
|Epuru_nl1 High | Law
| Fommnbiey | Low High
| Glen Lome | Low High
Gilen Norah [ Higk Low
Cilen View | High { Low
| The Grange ' Low High
L | Gireencyoft Medim Muddle
L* | Greendnle | Low | High
; | Grreengrove Low | High
| | Cirevstone Low | High
™ | HaicliffeHateliffe Extensicn {H | Low
| Hatficld |Lﬂmmm Niddie
| | Helensvale | Low High
| | Highfield | Hiph | Low
"_ | H]E.illlﬂd-.l | Low Hl!-h
[ Janhs High Law
i | Kanbwzuma High Low
{* | Kiwadzana Ruwodzana Extenvion | High L
¥ | Mabelresgn | Mediurm | Aeliddle
* | Mabvuke "High Low
 Murlborough Low Muddle
' Massdarn Low High
| Mufukese | High | Low
| Mukeuvisi |
i | Narthwood Low | Hagh
"Park Meadowiand Medium | Middle
Park Ridge Medium | Midadle
Farkmwa Mediism | Middle
| | Philadeiphia Low | High
| Prospect | Mediuwm = Middle
- Queensdaic | Medum Middie
| Rugase High Lo
[* | Tafun Hagh Law
Tynwakl Mixed E=
: Lmwindsi | Low | High
| Y aner | Low High
! | Waeren Park | High Low
Waterfalls | Mednm | Middle

Willowvale

| Indussrial®

“Source Bawyer-Howsr and Tengbeh, 1997, Mhiba, 1995, MOFP [ associanon with [DRC, 300]

Mote: * Indecates suburbs whate consismer survey conducted

14K




REFERENCES

Belk, R. (2000), Consumption pattemns of the New Elite in Zimbabwe (abstract). Joumnal of
Macromarketing, 20 (December), 204-208, Full paper available from:
http:/ieres. bus.umich. edu/docs/'workpap-dav/wp2BE. pdf

"Local and Global Models of Consumption and Their Appeal to Consumers in Zimbabwe,"
{abstract), in Advances in

Consumer Research, Vol. 28, Joan Meyers-Levy and Mary Gilly, eds., Valdosts, GA:
Association for Consumer Research,

2001, 277-278.

Bonzo, J., Kison, N, and Wardrop, J. (2000). Talking food: a conversation sbout Zimbabwe,
cooking, cating, and social iving. Mots Pluriels, No. 15 {September). Available from:
hittpe/fwww arts uwa edu auMotsPluriels MP | 5007w htm| [Accessed § July 2003],

Brett, A, Cox, D.R.S., Trim, D.5., Simmons, K. and G, Anstee (1996). Producing solar dried

fruit and vegetables for micro- and small-scale rural enterprise development. Handbook 3
Practical aspects of processing. UK: Natural Resources Institute.

CAC. (2001). Codex Alimentarius Commission. Procedural Manual. 12" Edition. ltaly,
Rome: Joint FAO'WHO Codex Alimentarius Commission.

Charlet, B. and Rastegari Henneberry, 8. (undated). Intemational marketing of fresh and
processed fruits and vegetables: An Oklahoma Challenge, Available from:

hiip:/fwww aoweb. okstate edu/pearl asecon/marketing/

Codex Alimentaries Commuission (CAC). (20012). Joint FAO/WHO Food Standards
Programme. Codex Committee on Processed Fruits and Vegetables. Document CX/PFY 02/9.

Central Statistics Office (CS0). (1994). Census 1992: Zimbabwe Main Report. Harare:
Central Statistics Office,

Central Statistics Office (CS0). (1998), Statistical Yearbook of Zimbabwe, 1997, Harare:
Central Stanstics OfTice.

Dauthy, E, M. (1995). Fruit and vegetable processing. FAD Agricultural Serviess Bulletin
No. 119, Rome.

East, R. (1997). Consumer behavipur: Advances and applications in marketing. UK: Pearson
Education Limited,

EIU. (1998). Zimbabwe Country Report. 4 Quarter 1998, Harare: EIU.

European Commission. (1982). 5.1 No. 250/1982: European Communities { fruif james, jellies
and marmalades and chestnut puree) Regulations, 1982, Directive No. 79/693/EEC. Available
from: /1193,120124 98ZZSS1250Y 1982 . himl

Fellows, P. {1997). Guidelings for small-scale fruit and vegetable processors. Rome: Food and
Agriculture Orgamsation of the United Nations,

i




Fish, W.. Pirt, L.F.. Napals, J., DeBussy, N. and Dix. 5. (2001 1t's been done befare: An
archasalogical perspective on international marketing. Available from:
hitp: /130,195 95,71 :508 1 WWW/ ANZMACIN0] anzmac AUTHORS pdfs/Fish.pdf

FAQ. (1989}, Horticultural marketing -  resource and traming manual for extension afficers
FAO Agnoultural Services Bulleun 76, Rome: Food and Agriculiure Organisation af the
United Nations. Available from® www, fap.ory/docrep 82 TOE/SEXITOEQ] .him

EAQ. (2001). Street foods around the world. Rome: Food and Agnculiure Orgamisation of the
Unmited Natons

FAO'WFP Crop and food supply assessment mission to Zimbahwe (2007 FAQWTFP Crop
and food supply assessment mission fo Zimbabwe. Available from:
http:/www fan.org/docrep/004/ vORD3e/ yDRO3e00 him# P93 3 45099

RIN, JOHANNESBURG. (7 August 2001) Zimbabwe: Bread prices double since January
httplwww afficsonlipe comysie/ Artcles’] 3, | 8488 150

Kadzere, | Jackson, J.E. (1997 Indigenous fruit trees and fruns in Zimbabwe: Some
preliminary resuits from a survey in 1993-94. In Jackson, ] E. Tumer, A.D, and Matanda.
M.L ieds.|. Smallholder horticulture in Zimbabwe. pp. 29-38. Harare: Uiniversity of
Zimbabwe Publications.

Mathooko, F M., Koaze, H., Bewe, T. and Zharare, P, (1999). Surveillance on post-harves:
handling of fresh horticultural food crops. Part [T A case study of selected retwi] markets i
thrée regions in Zimbabwe. Nairobi; Jomo Kenyatta University of Agniculture, and Harare:
The University of Zimbabwe

Murphy, A (1996), Fruit and vegstable drying n Zimbabwe Cpportunities for micro-
enterpnise development in the Communal Areas (Draft subsector report). Ireland: Depariment
of Food Economics, Liniversity College Cork

Mutasa, M., Nyamandi, T, (1998} Harmonisation of national‘regional standards with Codex
Standards. Report on acceptances, adoption and use of Codex Standards. Codex Alimentanius
Commission. Rome: Food and Agnculiure Organisation of the United Nations.

Poole, N.. Kvdd, J.. Loader, R, Lynch, K., Pouhon, C. and Wilkm, K. (199%) Cvercorminyg
informational constraints: Improving horticultural marketung and technical information flows
1o smallholders. Literature Review for Project R7151 Crop Post Harvest Rescarch
Programme. [TK: Wye College,

Regm. A and Gehlhar, M. (2001), Forces shaping global demand and agricultural trade.
Agnculiural Outlook, May, pp. 1014, USA: Economic Research Service USDA Avaiiable
from: hitp.‘www ers.usda eov/publications AgOutiook/May 2001 /AC2E1d.pd|

Swundards Association of Centra! Africa (SACA | (1968). Canned jums, jellies and
marmalades. Central African Standard No, 54 1968 (UDC 664 858). First Revision. Harare
Sumdards Assoctation of Central Afnci

10z




Sepré, A, (1998). Global horticultural impact: Fruits and vegetables in developing countries.
World Conference on Horticultural Research, 17-20 June 1998, Rome, ltaly. Available from:
www. aeTseo. unibo.it'wehriwe | /segme, himl

Sena, M.L (1997). Horticultural marketing in Zimbabwe: Problems met by smallholders and
experience of the Mashonaland East frunt and vegetable project in addrezsing these schemes.
In: Jackson, J. E.; Tumer, A.; and Matanda, M. (eds.). Smallholder honiculiure in Zimbabwe.
pp 65-77. Harare: University of Zimbabwe Publications.

Stundirds Association of Central Afnca (SACA), (1968), Canned jams, jeliies and
marmalades. Central African Standard No. 54: 1968 (UDC 664.858). First Revision. Harare:
Standards Association of Central Africa.

Tagwira, M. (1998) Mushroom utilisation and production, the case of Zimbabwe
Available from: hiip:/‘'www . zerl.orgmews! 1 998 ‘november/pov_tagw htm | Accessed B July
2003].

Taylor. E. (2001). HACCP in small companies: Benefit or burden? Food Control, (12), 217-

273

Technical Centre for Agricultural and Rural Cooperation (CTA). (1999), What the customer
wants. Spore No. 83, Ociober 1999, pp. 4-5. The Netherlands: Technical Centre for

Agriculiural and Rural Cooperation. Available from: hitp:/'spore.ciz int/sporeB 3/ sporeb 3 pdl

Technical Centire for Agricultural and Rural Cooperation (CTA). (1997} Preservation of fruits
and vegetables. Agrodok series No. 3, The Netherlands: Technical Centre for Agriculral and

Rural Cooperation.

The Financial Gazette. (12 April 2001 ). FINGAZ food price monitor.
http:/www fingar co.zw 2001/ ApnlApnl] 27121 shiml

Tredgold, M.H. (1986). Food plants of Zimbabwe. Harare: Mambo Press.

UNIFEM (1993}, Fruit and vegzetable processing. Food Cyele Technology Source Books.
London: Intermediate Technology Pubhcations.

World Health Organisation (WHO), in eollaboration with The Ministry of Health, Welfare
and Sports, The Netherlands. (1999). Strategies for implementing HACCP in small and/or
Less Developed Businesses: Report of 8 WHO consultation. Geneva: World Health
organisation, Food Safery Programme,

Wiggins, S, (2000). Interpreting changes from the 1970s to the 19905 in African agneultute
through village studies. World Development, 28 (4}, 631-662.

Wigpmins, 8., Otieno, O.L., Proctor, 5. and Upton, M. (2000). Population, nugration and rural

diversification: The implications for the crop post harvest sector. Crop Posi-Harvest
Programme |ssues Paper — 1. Chatham, UK: Natural Resources Intemational.

103




	FACILITATING THE EFFECTIVE PRODUCTION AND MARKETING OF PROCESSED FOOD PRODUCTS
	Contents
	List of Tables and Figures
	1. Introduction
	2. Methodology
	3. Consumer Profile
	4. Dried Fruit
	5. Fruit Preserves
	6. Dried Vegetables
	7. Conclusions
	Appendix
	References


