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1. Survey Plan

About 18 enterprises were visited during the survey to identify and determine status of food supplements market in Uganda; numbers of businesses a range of products and product origin/composition. A number of food supplements were identified and the data was summarised in a table in Appendix 1 

The survey targeted moringa outlets/dealers in Kampala city and a sample of 50 dealers / processors was surveyed, out of which 14 moringa outlets (wholesalers/retailers) and 4 moringa processors were selected and interviewed. Of the 14 dealers, 11 dealers dealt in other food supplements as well and only 3 dealers dealt in Moringa food supplements exclusively. This sample represented about 65% of the established moringa processors and outlets in Kampala.

2. The problems faced by Moringa dealers
A). Problems identified by individuals interviewed 

· Poor quality of products: The attitude of buyers towards the local food supplements in general is poor. The urban population normally regard local food supplements as inferior products compared to imported alternatives. All the14 dealers interviewed agreed with the inferiority concept.

· Adulteration of Moringa powder products: local products are perceived to be of poor quality.  The common production process and packaging of Moringa powder is simple that it could be done in every home with a Moringa tree. The products are poorly labelled or branded. While initially there was high demand for the powder, the influx of many fake products (with similar colour and taste) were put on the market as Moringa powder undermined the demand. All the interviewed sample expressed this concern. One dealer had abandoned Moringa powder production for other Moringa products with more specialised/ processing and packaging techniques.

· The taste of Moringa powder in its pure form is not considered delicious. Lack of production technology to add value and flavour denies it the market advantages which could accrue to its nutrition potential. All the dealers had received this complaint from their customers / clients.

· Competition from imported food supplements due to more advanced packaging and branding. Clients tend to have more trust in these imported products as they are easy to identify with and most of them are flavoured and have value added. The entire sample interviewed took this as a serious challenge to their business while 68% accepted that unless some remedial action is taken they might run out of business. 

.  

· Poor processing methods: About 82% of the dealers and consumers complained about the lack standard production methods and quality control. The texture of the product differs between different processors.  

· Poor Marketing methods: – 60% of the dealers who carried out some advertisement used poor sensitization methods. Moringa products have been associated more with medicinal drugs other than food supplements due to poor advertisements. The population is not fully aware of the nutrition values of the Moringa.

· Lack of government commitment to promote Moringa business. About 78 % of the respondents complained that the government is not seriously committed to the improvement of the Moringa products. They feel that the government was not offering appropriate support in terms of concessions (e.g. tax waivers and affordable credit) and research in the development of Moringa products. All the respondents lacked   adequate capital to buy equipment to use in the processing, packing and improving on the Moringa products. The current business trend cannot sustain the commercial interest rates on bank loans. 

3. Types of  buyers

About 75% of the respondents (dealers), reported that the majority of the buyers of moringa products have some form of an ailment. These range from complaints of a simple skin rash to complications like diabetes, HIV/AIDS, asthma and high blood pressure. These buyers (85%) perceive these products as substitutes or complimentary to the relatively expensive hospital treatments. 

The most popular distribution centres for moringa products constitute of pharmacies, herbal clinics and health centres. It is also not uncommon for medical personnel to recommend the use of moringa products. 

However about 25% of the buyers do so for nutritional and other purposes and these are specifically from the middle class.

From the available statistics it was established that 78% of buyers were female mainly due to the reason that these are the main custodian of the family unit.

4. Volumes traded

According to the Moringa and Herbal Plant Farmers Association (MHPFA), there are over 260 hectares of land under organised cultivation for moringa trees. However, there are numerous trees under individual care, with almost an average of 2 trees in 800 homesteads around Kampala including Wakiso district.  This association (MHPFA) is within the frame work of the National Farmer’s Association and leaves out most of the dealers and processors, who are yet to register a formal association.

For the above reason, it was almost impossible to establish within reasonable accuracy, the traded volumes of fresh Moringa leaves (given the time limits of the survey). However, working within the surveyed sample magnitude of 50 dealers, the researchers could reasonably determine the volumes of crushed / grinded Moringa leaf powder, for the past six months.  

 The production of Moringa leaf powder products in the last six month totalled to about 33 M tones. This was consumed as follows:

Liquid Moringa products: 10mt of the leaf powder were used in the processing and mixing of different type’s juice. Out of this total, 4mt were utilised to produce a variety of liquid juices. The balance was used by herbs processors for the production of Moringa syrup in different concentration (i.e for various ailments).

The major types of juices produced using the powder included Moringa Multi vitamins, Moringa Oleifera family Juice, Moringa supplement, Moringa syrup and Moringa super vigour (sex booster for both sexes).

Leaf powder: 15mt of leaf powder were consumed in its original form, by the clients (consumed directly or by putting the powder in their meals or tea). Of this total, 5mt of leaf powder was exported in its original form, to the neighbouring countries.

Other forms: 8mt tones of leaf powder were utilised as an input in the production of other products like: soaps (Moringa family soap, miracle medicated soap & Moringa herbal soap) and other cosmetic products (baby ointment, ENT ointment, Moringa family lotion, Moringa massage oil and Moringa oil for rheumatism.
5. Retail selling places

As implied from the above paragraphs, retail selling places for leaf powder products can be categorised into three groups i.e. medicinal, cosmetics (body shops) and others.

Medicinal (liquids, leaf powder & other forms) (68%)

Govt and private health centres
25%

Pharmacies



  6%

Herbal clinics



37%

Cosmetics & soaps only (13%)

Body shops



  5%

Saloon
 / beauty parlours

  6%

Supermarkets



  2%

 Others (19%) (Selling places for leaf powder & liquids) 

Local markets


 
 15%

Individual shops/ retail outlets
  4%

6. Market trends

Estimates from MHPFA indicated that the leaf powder prices were at their highest during year 1999/2000 when the product was introduced on the Uganda market, Because of the belief in its medicinal values coupled by the low production volumes at the time.

	Year
	Quantities (Kg)
	Prices per Kg

	
	
	UGX
	US $**

	1999/2000
	                     3,000 
	                    25,000 
	$              16.58 

	2000/2001
	                     8,000 
	                    23,000 
	 $              12.68 

	2001/2002
	                   15,000 
	                    23,000 
	 $              13.24 

	2002/2003
	                   35,000 
	                    16,000 
	 $                8.76 

	2003/2004
	                   55,000 
	                    14,500 
	 $                7.02 

	2004/2005
	                   60,000 
	                    10,000 
	 $                5.69 


**Exchange rates are based on the Bank of Uganda Annual Foreign exchange Reports

However, the prices have continued to fall as more trees are being harvested while there has been no corresponding raise in the market demand.

7. Potential of Moringa Leaf Powder on the Market

As observed from the previous paragraphs under dealer’s problems the market for moringa products has gone through several positive and negative situations. However the growing volumes indicate a growing market potential for moringa products both in the powder and liquid form. It should be noted that production of other moringa products for the cosmetic industry is also growing at an impressive rate.

It can therefore be reasonably concluded that there is significant business potential for moringa leaf powder as long as positive solutions can be found as regards to the dealers’ problems. 

The following solutions could be viable.

a) Quality control; an independent body probably through an association by moringa dealers and producers should take charge of establishing quality standards and verifying quality by close supervision of the processors and farmers. Further quality control measures would be enhanced through training of those in the production process.

b) Marketing; Demand could be greatly improved through positive advertisement, branding and packaging, more research on the product and educating the public about the abundant nutritional benefits of moringa.

c) The production line; By injecting more funds in the production process, more efficient techniques could be adopted in quality and shelf presentation and thereby eliminate the inferiority concept associated with moringa products. This could be greatly achieved by government assistance through provision of market incentives and concessions. 

Qualitative Analysis of the Market;

	STRENGTH
	WEAKNESSES

	·  Abundance raw material source.

· Strong belief in the medicinal value of moringa products hence catalyst to demand. 

· The prices are still good enough to make any investment in moringa processing profitable and viable.

· Uganda’s climate favours hence high potential to increase production for export markets.  


	· Poor production technology and capacity 

· Negative attitude in the market about locally produced food supplements in terms of quality and food safety.

· Most production is at domestic level hence unrecorded and inconsistency in production. 

	OPPORTUNITIES
	TARGETS

	·  Increasing popularity in Moringa products especially cosmetics

· Increasing demand for the products both locally and internationally.

· Crop production is relatively cheap and simple hence with high potential as a source of household income by local communities. 
	·  Improvement in Quality control

· Investment in processing  and packaging capability

· Increase household incomes for farmers
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