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1. Identification of food supplements sold in Dar es Salaam

This is a report of the survey conducted in Dar es salaam, Tanzania of products designated as Food Supplements.  In this assignment the food supplement are defined as natural products (generally of plant origin) that improve diet and health. In Europe for instance, you can find products such as spirulina, wheat grass, Amazonian plants and other plants which are rich in proteins, vitamins and minerals. People usually consume them to compensate a diet or to gain energy.

In Tanzania, these food supplements are supplied from local producers and others are imported into the country.  The food supplements identified in Dar es Salaam are from,

· Local Producers – mostly in flour form as blends of cereals, legumes and other ingredients.

· Imported products – mostly in tablets/capsules, syrups and powder form.

As per Terms of Reference the first list of identified products (Table 1) was accepted as the appropriate products under the food supplement regime required by the assignment.  The main supplier and brands of identified products are;

· Power Foods – produced locally and sold from all groceries, supermarkets and shops.

· GNLD products – imported mostly from South Africa and distributed through a network of agents.

· Swissgarde products - imported mostly from South Africa and distributed through a network of agents and selected pharmacies.

· TIENS products - imported mostly from China and Egypt and distributed through a network of agents.

· Other products from various nominal suppliers both local and foreign.

2. The type of buyer concerned by the product (socio-economic status, gender, etc.)

Group A

GNLD, Swissgarde, TIENS products are mainly affordable by upper and middle class, the lower class buy them as prescribed by physicians and doctors. The market demand growth is estimated at 5% per annum.  The growth is attributed to the increased attention placed by the consumers on health hence shifting more to natural products.  Increased campaigns from international and national organizations also add to the awareness of consumers of the adverse effects of chemically produced products. 

The products are kept and sold by specialized distributors, and sales agents. 

The volumes sold by these products are difficult to guess because they are distributed and sold through agents, who keep as confidential their sales volumes. We could only estimate the turnover of the main agent of nearly Tas 700 million, (Euro 0.6 million) country wide, and Tas 500 million for the two other biggest sellers.
Group B

The locally produced products that are flour blend based are afforded by most of the population, however, the food supplements are used mostly to feed children and the sick.  The market growth rate is about 10% although there are new entrants in production and supply, but also the hard to beat competitor is the home-produced products.

Rough figure obtained from summing up information from the shops is estimated at Tas 500 million.

Group C

The moringa products produced by Products of Nature Ltd (PON) and Makai Enterprises are still rare in the market although they are gaining popularity from the promotion provided by the word of mouth.  These are mostly bought by the middle class group, the lower class cannot afford the price, the higher class consider it low class due to the packaging and presentation. The total volume sold by the two companies are around a few hundred kilos per month.
3. The volumes traded.

It was not possible to establish the volumes because all the agents and sellers were not ready to reveal their trading data.  The data indicated in the different products above are estimates from informal discussions with the sales staff and retailers.  However, we estimate a variant of about 20 %.

All group A products are sold through a network of Agents and selected pharmacies, while the group B products are sold in all supermarkets and some groceries.  Group C (moringa products) are only sold at the outlets of the companies producing them.

Prices have been stable in the last three years mostly due to increased competition and new entrants into the selling group; therefore the first line competitive advantage remains to be prices.

Volumes demanded will continue to increase as more people are getting conscious of the use of natural products.

Competition is increasing as indicated above because of new entrants as suppliers and as new similar and substitute products
1. The potential of Moringa leaf powder on this market.

Considering the capacity of moringa as food supplement and even curative product, there is huge potential especially if the availability can be made simple and the prices affordable.  However more promotional efforts will be required to gain fast market growth rate.

Factors that affect the growth potential for available food supplements:
· Most of the imported products are still considered as medicine by the local population especially that most of them appear in the form similar to chemically produced medicines and are therefore bought if prescribed by Doctors.

· The prices of most of imported products are prohibitive considering the purchasing power of the masses, compare the country’s GDP of USD 234.

· The marketing strategy of most distributors of imported products have cut a niche market and identified themselves to high-class people.

· The technology involved in producing local food supplements is inferior, therefore the volumes are low and have less marketing

The most successful food supplements have been the locally produced flour based blends.  
The reason for their success is based on:
· Their appearance is similar to regular staple food that the local population is used to.

· A well diversified distribution system, available at all supermarkets and most local shops and groceries

· Prices are well within the masses brackets and nearly close to the normal food products.
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