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Abstract 
While modern food retail development in Dar es Salaam, Tanzania is sparking capital 

in domestic food procurement systems, the degree to which this development can increase 

food security and alleviate poverty in rural farming communities is questionable. This study 

explores supermarkets in Dar es Salaam and their food procurement practices, the 

implications of such practices for Tanzania's rural smallholder farmers, and the policy issues 

arising in the wake of this shifting food system. The emergence of supermarkets is slowly 

directing institutional infrastructures that are influencing the food procurement system toward 

centralized and regionalized procurement networks, the use of specialized wholesalers and 

supplier systems, and supply for increased consumer demand of quality products. Yet, in the 

wake of an increasingly globalized and capitalized system, competition and increasingly 

common land acquisitions may force smallholder farmers out of the industry, thereby 

compromising their livelihoods. Food procurement development should be directed towards 

supporting rural smallholder farmers, which will in turn also support rural farming 

communities, where 80% of the population of Tanzania below the poverty line reside. 

Though not entirely sufficient, the development of an efficient and effective food 

procurement system is a prerequisite for fostering market-oriented contribution to income 

generation and poverty reduction within Tanzania's rural communities and increasing food 

security in Tanzania as a whole. Ultimately, policy agendas will determine how equitable the 

developing food procurement system becomes. 
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Introduction 
A defining aspect of food procurement systems in developed countries is the presence 

and proliferation of supermarkets within urbanized contexts. Supermarket economies are 

transforming food systems in developing regions as well, albeit at differing rates across 

various regions (Reardon, 2004). While it is happening slower in East Africa than other 

regions, they are also experiencing the emergence of supermarkets into the food supply chain 

system (Kinabo, 2003). Dar es Salaam is no exception to this radical change in food 

procurement systems (Kinabo, 2003). This emergence is directing institutional infrastructures 

that are influencing food procurement systems toward centralized and regionalized 

procurement networks, the use of specialized wholesalers and supplier systems, and supply 

for increased consumer demand of quality products (Eskola, 2003). This shift has complex 

and widespread implications for food security and community health. Given the complicated 

and broad implications, it is necessary to examine the diffusion of modern supermarket retail 

systems in East African urban centers and identify trends within and between the affected 

sectors, particularly those that are most vulnerable. In the wake of a shifting food 

procurement system, institutional policy reform must be managed effectively to ensure that 

food security development models, policies, and programs adapt in ways that sustainably 

develop East African communities. 

As a developing city, Dar es Salaam is no exception to this radical change in food 

procurement systems (Kinabo, 2003). This study was conducted in collaboration with Aga 

Khan University and the greater study of “Urban Food systems in Dar es Salaam, Nairobi, 

and the Fraser Valley: Capacity Building for Policy and Planning.” Funded by the Queen 

Elizabeth Scholarship (QES) program, this food systems project in Dar es Salaam explores 

supermarkets' food procurement practices, the implications of such practices for domestic 

rural smallholder farmers, and the policy issues arising in the wake of this shifting food 

system. 

First, supermarkets in Dar es Salaam struggle to find consistency in both quantity and 

quality of products from domestic farmers and suppliers due to factors such as inadequate 

farming, and indirect lines of procurement. Though the middle class in Dar es Salaam is 

expanding, modern retail within the city is primarily supplying to the demands of upper 

socio-economic communities, which often consist of expatriates whose food habits differ 

from local Tanzanian people. High standards for food variety, sanitation, and quality are 

important to the expatriate community and consequently, accessibility to a consistent source 

of high quality food products is important to supermarkets. Thus, while supermarkets prefer 

to procure food products from domestic sources, they are often forced to rely on the 

importation of products from more developed procurement systems such as South Africa and 

Kenya. 

Second, though the food procurement system is proliferating within Dar es Salaam 

and Tanzania as a whole, domestic food procurement networks remain widely informal and 

unstandardized. This is due to factors such as inefficient farming techniques practiced by 

smallholder farmers, inadequate transportation infrastructures for farmers, suppliers, and 
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customers, and indirect lines of food procurement from farm gate to supermarket shelf. These 

inefficiencies leave supermarkets within Dar es Salaam working within a system that is not 

catered to effectively serve their interests. This undeveloped procurement system also creates 

barriers for smallholder farmers, which limits their accessibility to provide food products to 

Dar es Salaam’s “ready market”. 

Last, depending on how policy is constructed, the proliferation of supermarkets and 

subsequent development within the procurement system can either benefit smallholder 

farmers or leave them further marginalized. Though the Tanzanian Government is attempting 

to stimulate interest and growth within the agriculture sector to increase overall food security, 

this may be to the extinction of smallholder farmers. They are susceptible to being out 

competed by larger producers or becoming displaced from increasingly common land 

acquisition deals. Food procurement development should be directed towards supporting 

rural smallholder farmers, which will in turn also support rural farming communities, where 

80% of the population below the poverty line resides. Though not entirely sufficient, the 

development of an efficient and effective food procurement system is a prerequisite for 

fostering market-oriented contribution to income generation and poverty reduction within 

Tanzania's rural communities and increasing food security in Tanzania as a whole. Ultimately, 

policy agendas will determine how equitable the developing food procurement system 

becomes. 
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Literature Review 
This literature review constructs a discourse of food procurement systems in Dar es 

Salaam from an interdisciplinary social-science perspective that centrally focuses on a top-

down socio-economic development policy analysis. The purpose of this analysis is to provide 

a context and to show where this study fits within the existing body of knowledge pertaining 

to supermarket food procurement practices in Dar es Salaam. Within the defined parameters, 

the review explores (1) the theoretical framework of food procurement formalization and 

proliferation in the Global South, (2) the informal retail and wholesale system context from 

which modern food retail is emerging in Dar es Salaam, (3) the determinants and patterns of 

the development of modern food retailing systems within Dar es Salaam, (4) the impacts a 

shifting food system is having on agricultural economies, food procurement patterns, and city 

and regional planning within Dar es Salaam and Tanzania as a whole, and (5) 

multidisciplinary policy problem constructions associated with shifting food system practices. 

 

Food Procurement Formalization and Proliferation in the Global South 
 There has been an exponential increase of modern food retail industries in the Global 

South (Kinabo, 2003; Peyton et al., 2013). This ‘supermarketization’ trend in food 

procurement must be understood as a multifaceted process with broad consequences. 

According to USAID, increasing access to supermarkets and the imported products being 

sold within them is key to food security, poverty reduction, and economic growth (2005). 

Retail modernization has not only been significant to the economic growth of retail sectors in 

developing countries, but also across entire food systems in which they are located (Peyton et 

al., 2013). Traditional food suppliers, wholesale distributors, retailers, and consumers are all 

impacted by this modernization (Kawa et al., 2007; Peyton et al., 2013; Weatherspoon et al., 

2003). 

 In considering meta-institutional forces leading to this exponential expansion of 

supermarkets and the subsequent waves of food procurement development, globalization and 

liberalization trends have offered opportunities for modern food retail business (Peyton et al., 

2013; Reardon et al., 2004). The increasing economic interconnectedness between states and 

regions has made it possible for supermarket economies to lower food product prices, open 

new import purchasing channels, and enhanced access to food variety within urban centres 

(Nishiura, 2010). As Peyton et al. argue, supermarkets diffused into developing countries as a 

result of liberalized economic policies for multinational corporations (2013). These policies 

were a direct result of the 1980s World Bank’s Structural Adjustment Programs (SAPs) and 

were required by the International Monetary Fund (IMF) to receive loan approval (Nord et 

al., 2009; Peyton et al, 2013). In promoting free-trade between countries, these policies 

opened a plethora of opportunities for food procurement expansion (Peyton et al., 2013). This 

is an emerging theme that coincides with the greater force of globalization; supermarket 

proliferation is occurring in Asia, South America, Eastern Europe, and Africa. Though it is 

happening at differing rates, these regional emergences have identified patterns (Reardon et 

al., 2004). 

 It is widely recognized that factors such as income, urbanization, infrastructure, as 

well as private and public policies determine the rate of food procurement formalization in 
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developing contexts (Boselie et al., 2003; Nishiura, 2010; Weatherspoon et al., 2003). As 

Reardon et al. note, “the overall image is of waves of diffusion rolling along,” reaching 

regions at differing times depending on the identified factors (2003, p. 1142). When 

examining these 'waves of diffusion' at a macro-scale, three have been identified and the 

fourth wave is just about to 'break' (Reardon et al., 2003). The first wave of diffusion 

occurred in the major cities of the larger or richer countries of Latin America. By the early 

2000s, these countries’ average share of supermarkets in food retail was 50-60% (Reardon et 

al., 2007). Similarly, the second wave of diffusion in East/ Southeast Asia and Central Europe 

occurred in the early 2000s, where the share of food retail was 30-50% (Reardon et al., 2007). 

Afterwards, the third wave affected the poorer countries of Latin America and Asia, Southern 

Africa, and eventually Eastern Africa with their national food retail sales reaching a modest 

10-20% (Peyton et al., 2013; Reardon et al., 2007). The fourth and most recent wave has 

predominantly hit South Asia and West Africa (Reardon et al., 2007; Reardon et al., 2008). 

 Within these regions, waves of diffusion continue to spread from larger to smaller 

cities (Boselie et al., 2003). With market barriers dissolved, supermarkets initially capitalized 

on the upper-middle socio-economic class; however, as these markets became increasingly 

saturated, they have expanded into lower-income regions (Peyton et al., 2013; Reardon et al., 

2007). This indicates that the niche retail format is becoming increasingly accessible to 

lower-income households. At first, modern food retail had within their supply chains informal 

and wholesale markets that used few standards (Peyton et al., 2013). Gradually, sourcing 

became increasingly direct and from preferred suppliers that consisted of wholesalers, food 

companies, cooperatives, or farmers (Boselie et al., 2003). Due to domestic market saturation, 

many modern food retail chains have expanded into new markets and become multi-

nationalized, concentrated sectors with formalized transnational procurement networks 

(Reardon et al., 2004). The introduction of multi-national, formalized retail has radically 

transformed local economies in the Global South, resulting in the formalization of food 

procurement. Yet, many argue this is happening at the exclusion of small-scale local farmers, 

distributors, and retailers through competition and economies of scale (Reardon et al., 2007; 

Reardon et al., 2003; Weatherspoon et al., 2003). While this may be the case, it is only to a 

certain extent. 

 It is important to recognize the dichotomization between informal decentralized 

systems and formal centralized systems as problematic. This epistemological framework 

masks the complex mutualistic relationship between the two systems (Peyton et al., 2013). 

Many informal retailers will use new supermarket centres to their advantage by establishing a 

shop nearby to attract a larger consumer market (Peyton et al., 2013). Peyton also notes that 

informal retailers will often buy products from supermarkets and resell them after 

repackaging the items at different quantities (2013). Furthermore, responses of traditional 

food systems to supermarket expansion are context-specific and cannot be generalized across 

countries or even cities (Eskola, 2003; Reardon et al., 2006; Peyton et al., 2013). Cultural 

norms around food procurement and consumption are location specific and are proving to be 

resilient. These customs make the formalization of food procurement not just polarized, but 

also on a linear scale of progression. 

 Based on these descriptions, Dar es Salaam's food procurement system can be 

categorized as one in transition (Eskola, 2003). Though the city has not undergone a full shift 
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towards the formalization of its food procurement systems, it is experiencing 'waves rolling 

along'. However, to understand the national and local contexts from which these patterns are 

emerging and the impacts of the third wave of diffusion, we first must understand Tanzania's 

food procurement history. 

 

The Traditional Retail System Context 

 Prior to the proliferation of supermarkets in Tanzania's urban centres, there was a 

remarkable difference in the national policy regime governing food systems. Julius Nyerere, 

the first President of the United Republic of Tanzania, lead the merger of Tanganyika and 

Zanzibar Archipelago in April, 1964 (Cachage, 2003). With new independence, national 

policies that reflected the political philosophy of Ujamaa Socialism, which emphasized the 

principles of socialism, self-reliance, and egalitarianism (Nord et al., 2009; World Bank, 

2000). These changes lead to the Arusha Declaration of 1967, which announced a new 

socialist development strategy that affected the agricultural sector in multiple ways (Nord et 

al, 2009). 

 As a result of the Arusha Declaration, Tanzanian authorities used national trade 

restrictions and exchange controls to fund their socialist development priorities (Cachage, 

2003). Food security through self-sufficiency and economic independence from the rest of 

the world were primary objectives of the implemented Ujamaa policy framework (Wangwe, 

1996). For this to happen, the Tanzanian government nationalized the previously private 

agricultural processing firms and large-scale farming estates within the country, turning them 

into public sector retail operations referred to as regional trading companies and household 

supply companies (Weatherspoon et al., 2003). These publicly governed RTCs and HOSCOs 

developed into a parastatal food supply chain system; which resulted in the settlement of over 

2,500 socialist communities across the country by the 1970s (Nord et al., 2009) This caused a 

drastic increase in parastatals within the country, from approximately 40 to 400 between the 

early 1960s and 1980 (World Bank, 2000). Within the first four years of the communal living 

campaign being launched, millions of Tanzanian farmers were relocated to communal 

settlements (World Bank, 2000). 

 Producers of export cash crops within communal settlements were forced to sell their 

products to marketing parastatals that offered lower prices, which in turn inhibited 

naturalistic incentives for labour and production (Nord et al., 2009). The exportation of non-

traditional goods was also subject to an unmanageable and vague system of export permits 

and tariffs that minimized foreign exchange earnings for producers. This export permit 

system gave the agricultural ministry the power to regulate ad hoc over a wide range of 

exports (World Bank, 2000). In addition, imports were regulated through administrative 

allocations by means of a permit system, which deterred foreign industries from accessing 

local markets (Wangwe, 1996). 

 By the 1980s, official producer prices for export crops had decreased by up to 50 

percent and the volume of marketed food crops and traditional agricultural exports had 

declined significantly (Nord et al., 2009; Wangwe, 1996). The adverse impact of declining 

price incentives on both agricultural exports and foreign exchange earnings were only further 

dramatized by monetized deficits. This resulted in the emergence of inflation, which rose 
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from 3 percent in 1971 to 49 percent in 1975 (World Bank, 2000). Based on revenue gained 

from the regulated market, the government subsidized food supply for urban populations 

throughout the year, and prices for rural farming communities during times of drought as well 

as production deficit periods (Nord et al., 2009). However, urban demands for food were not 

always met and available food production from rural farming communities was not always 

bought; this made both food security and communal economic incentive rather unpredictable 

(Cachage, 2003).  Essentially, the practice of Ujamaa socialism sent Tanzania into an 

economic crisis (Kinabo, 2003; Nord et al., 2009; Wangwe, 1996). By the 1980s, this crisis 

began catalyzing a drastic shift in governance style and the public policy regime (Kinabo, 

2003). 

 In 1985, President Mwinyi's rise to power reflected a new policy vision that veered 

away from socialism and towards a more globalized liberalism that promoted individual 

freedom within the marketplace (Nord et al., 2009, Wangwe, 1996). Through the new 

government's liberalization efforts in institutional and structural reformation, the adopted 

three-year Economic Recovery Program (ERP) of 1986 was born. The adoption of the ERP 

was highly influenced and supported by intergovernmental organizations such as the IMF, 

World Bank, and other international donors (Nord et al., 2009). This was followed by the 

second ERP which was implemented over 1989-1992. The main purpose of these programs 

were to reduce the fiscal deficit and a series of large currency devaluations, utilize economic 

liberalization as a tool for growth in an increasingly globalized market, and eliminate most 

consumer price controls (Nord et al., 2009). These barriers were effectively eliminated, and 

while the food system was slow to recover and create trade connections with foreign markets, 

Tanzania was entering a new liberalized era that systematically shifted the agricultural sector 

towards a more modern food production and retail system within urban centres (Nord et al., 

2009; Weatherspoon, 2003). 

 Despite dramatic changes, the food procurement system within Tanzania did not 

immediately nor entirely change as a result of the newly liberalized economy. Even today, the 

food system remains informal, fragmented, unformatted, and widely unstandardized (Nord et 

al., 2009). As in most African countries, the informal sector plays a very large role in 

Tanzania's urban food retail markets (Rominik, 2008). The sector’s positive attributes cater to 

the needs of lower income urban dwellers by offering flexibility that enables quick response 

to price changes, willingness to collect goods from remote producers, and low profit margins 

that keep food prices affordable (Nord et al., 2009; Rominik, 2008). Furthermore, the 

ownership of refrigerators immediately following the ERPs was scarce, making the ability to 

shop on a weekly or monthly basis not realistic for most households (Reardon et al., 2008). 

This limited consumer demand for bulk buying and supported informal retailers as opposed 

to supermarkets. 

 While the informal market procurement system offers a flexible and efficient response 

to prices and urban demand, its informality and small economic scale present structural 

challenges that perpetuate other forms inefficiencies (Kawa et al., 2007; Rominik, 2008). For 

one, informal market retailers are forced into a preoccupation with price, which prevents 

commitment to quality control or health standards (Rominik, 2008). Furthermore, poor access 

to capital obstructs any meaningful investments in scale, technology, or equipment, thereby 

inhibiting gains through economies of scale (Kawa et al., 2007). Nord et al. also notes that the 
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inability to make connections with foreign markets leaves the informal sector to procure 

products that are grown within Tanzania, leaving them no choice but to offer less variety and 

often poorer quality (2009). Most importantly, drought and production deficit periods are not 

adequately managed within the procurement system, causing periods of food insecurity 

(Kawa et al., 2007; Nord et al., 2009; Rominik, 2008). 

 In short, informal market procurement systems do not have proper research, statistics, 

market information, standardized products, quality control, technical assistance, or lasting 

infrastructure (Kinabo, 2003; Nord et al., 2009). This lack of capacity has left the informal 

food system insecure and struggling to compete with the newly liberalized and globalized 

market (Kawa et al., 2007; Nord et al., 2009). While these difficulties are both persistent and 

prolific within Dar es Salaam, the ERPs led to a growing middle class, and in response, a 

food retail sector that invited the presence of modern supermarkets into Tanzania's largest 

urban centres (Kinabo, 2003). 

 

Determinants and Patterns of the Emergence of Modern Food Retailing 
 Determinants of supermarket proliferation in Dar es Salaam can be conceptualized as 

a system of demand by consumers and supply by retail markets (Reardon et al., 2004). It is 

important to note that these supply and demand systems are interconnected; each system 

influences the other in ways that determine the rate of proliferation. In regards to consumer 

demand, an identified incentive in Dar es Salaam is urbanization, which has consequently 

lead to the entry of women into the workforce (Reardon et al., 2004; Weatherspoon et al., 

2003). The presence of women in the workforce has increased the opportunity cost of their 

time; therefore, the shopping convenience of a supermarket and increased access to processed 

foods are an economic asset by saving both shopping and cooking time. Time saved is thus an 

opportunity for more paid work hours. Prior to the entrance of women into the workforce, 

industrial and domestic labour was dichotomized based on gender. This breakdown in 

dichotomy places greater monetary value on the opportunity cost for women. 

 During the 1990s in many African countries, consumer demand increased in 

correlation with the rise of a modest middle class and mean per capita income growth 

(Reardon et al., 2003; Reardon et al., 2004). Congruently, in the 1990s, Tanzania also 

experienced per capita income growth that coincided with the emergence of supermarkets in 

Dar es Salaam, albeit with minimal food security gains for vulnerable populations (Kinabo, 

2003; WFP, 2015). Urbanization, the rise of a middle-class, and the subsequent trend of 

women entering the workforce has increased the demand for processed and quality foods in 

Dar es Salaam. These factors combined to give an entry point for a modern food retail system 

that offers greater variety of high quality food products at competitive prices (Reardon et al., 

2003; Reardon et al., 2004). Furthermore, a rapid growth in ownership of refrigerators during 

the 1990s resulted in an ability to shift away from daily shopping at informal markets to 

weekly or monthly bulk shopping commonly practiced by supermarket consumers (Reardon 

et al., 2008). 

 In regards to retail market supply, Reardon et al. discuss multiple determinants for the 

entrance and proliferation of supermarkets within a developing context (2003; 2004). Foreign 

direct investment (FDI) is widely considered to be a crucial factor (Hawkes, 2006; Nord et 
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al., 2009; Reardon et al., 2003). In Tanzania, a liberalized market economy and subsequent 

FDI has made it possible to lower food product prices, open new import purchasing channels, 

and increase sales within urban centres (Nishiura, 2010). Before 1990, the development of 

supermarkets was slow in Tanzania, as only domestic capital was involved. The informal 

retail system in place could not supply the aforementioned emerging needs of a middle class 

due to inefficiencies within the supply chain system and a lack of economies of scale 

(Reardon, 2003; Reardon et al., 2004). However, these emerging needs sparked the interest of 

investors whose home countries had more saturated food retail markets. 

 In the 1990s, FDI in food retailing grew exponentially in East Africa (Reardon et al., 

2003). The emergence of supermarkets in Dar es Salaam is a reflection of both an 

increasingly globalized mode of commerce and Tanzania's newly implemented liberalization 

policies which attempt to take advantage of this global interconnectedness. Another factor in 

determining supermarket proliferation in Tanzania is incentive for foreign supermarket chains 

in more developed countries, such as Kenya and South Africa, to undertake FDI due to highly 

competitive food retailing markets in their home countries (Reardon et al., 2003; 

Weatherspoon, 2003). Investing in developing markets can produce higher margins for 

foreign owned supermarket chains, especially when these countries are within reach of 

already established food procurement systems (Nishiura, 2010; Weatherspoon et al., 2003). 

During the 1990s, initial competition was weak in Dar es Salaam's modern retail sector 

because middle class demands for modern retailing was only just emerging (Reardon et al., 

2003). With minimal competition from informal retail markets and domestic-capital 

supermarkets, early entry of FDI had significant advantages; one advantage is the occupation 

of key retail locations in high socio-economic neighbourhoods (Reardon et al., 2003). 

 With further regard to retail supply as a determinant of supermarket proliferation, 

another factor is the revolution in inventory management and retail procurement logistics 

technology (Reardon et al., 2004). The emergence of and increased accessibility to computers 

and internet improved inventory management practices in ways that minimize inventories 

through better control and supplier-retailer coordination. Technological advancements also 

made responses to changing consumer demand more efficient. Retail procurement logistics 

technology was first used in developed countries and later utilized within developing 

countries' successful supermarket chains in the late 1990s and early 2000s (Reardon et al., 

2004). These changes were successful in centralizing and streamlining procurement, 

subsequently driving costs out of the supply chain system from producers to traders, traders 

to wholesalers, and wholesalers to retail markets (Eskola, 2005; Reardon et al., 2003). 

Substantial savings were possible through increased efficiency, direct lines of 

communication, and economies of scale, all of which opened up opportunities for expansion. 

Despite a drastic increase in market saturation within Dar es Salaam's modern food retail 

industry (Eskola, 2005), many domestic-capital and FDI supermarkets that gained traction 

within the retail industry are seeking expansion. 

 

Impacts of a Changing Food System on Food Procurement Patterns 
 Currently, Tanzania can be identified as part of the third wave of food procurement 

formalization in the Global South (Reardon et al., 2003). Even though Tanzania has not 
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progressed as far in the 'waves of diffusion' as some of its regional counterparts, supermarkets 

are emerging at an increasing rate while the food procurement system remains widely 

unstandardized (Eskola, 2005). The Human Development Index has ranked Tanzania as a low 

human development country (Human Development Reports, 2014). Despite poverty rates 

declining 34% to 28% from 2007 to 2012 and economic growth being observed among the 

poor as well as the extremely poor, 40% of the population still survives off of less than 

$1.25USD a day (World Bank, 2014). In comparison to other regional countries such as 

Kenya and South Africa, these poverty factors act as constraints to the rate of modern food 

procurement formalization (Weatherspoon et al., 2003). While Tanzania is considered to be 

food self-sufficient at a national level, the country experiences food shortages at regional, 

district, and household scales (World Food Programme, 2015). 

 It is important to clarify distinction between food security and food self-sufficiency. 

Food self-sufficiency refers to the supply of hunger relief, which is defined as “the 

availability of sufficient quantities of food of appropriate quality, supplied through domestic 

production” (FAO, 1996). In contrast, food security is the notion that all people, at all times, 

have physical and economic access to sufficient, safe, and nutritious food that meets their 

dietary needs and food preferences (FAO, 1996). Therefore, Tanzania's food self-sufficiency 

is but one determinant of food security, which also involves economic, cultural, spatial, and 

political access to food on community, household, and individual scales. Despite food self-

sufficiency, the informal food procurement system in Tanzania is a central factor in the 

country's inability to satisfy food security needs (Eskola, 2005). 

 With the third wave of modern food procurement affecting Tanzania, the issue of food 

security within Dar es Salaam is changing. The growth and expansion of supermarkets in 

Tanzania has been primarily initiated by South African supermarkets (Emongor et al., 2009). 

Supermarkets are not a new phenomenon in South Africa, having been present in various 

forms for more than 60 years. However, growth and expansion outside South Africa is a 

recent occurrence that has been facilitated by previously mentioned factors. As Emongor et 

al. note, the expansion of South African supermarket chains into Tanzania is seen as an 

opportunity for local suppliers within the food procurement chain to increase their output and 

income; supermarkets offer a “ready market” for domestically grown produce (pg. 66, 2009). 

While this may be true, capitalizing on the opportunity has shown to be a difficult process in 

Tanzania that requires development in every level of the food procurement system (Eskola, 

2005; Peyton et al., 2013). Quite often, small scale local farmers are unable to access this 

'ready market' for a variety of reasons. 

 Procurement can easily exclude local producers, especially small-scale farmers and 

processors (Peyton et al., 2013); South African owned supermarkets in Tanzania have a 

history of implementing procurement strategies that support foreign agricultural markets 

while avoiding domestic products (Emongor et al., 2009). In excluding local producers, high 

transaction costs are inevitable due to longer transportation distances. However, many 

supermarkets still choose to import their products to avoid small-scale farmers and 

processors. Due to economies of scale, supermarkets prefer to procure from large suppliers 

who can supply all branch locations with consistent products in terms both quality and 

quantity (Peyton et al., 2013). Since the 'waves of diffusion' have not yet formalized the 

procurement network in Tanzania, many local farmers and food processors are not able to 
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comply with the demands of supermarkets and their consumers. Thus, supermarket chains 

often prefer to source from larger suppliers out of country in order to supply the consistent 

quantity and quality needed to uphold consumer satisfaction levels (Emongor et al, 2009; 

Weatherspoon et al., 2003). 

 While still acknowledging the gains associated with convenient one-stop shopping, 

lower food prices, and availability of exotic products for consumers, the importation of food 

products by supermarkets has decreased agricultural production in Tanzania. Locally 

produced goods have to compete with high-quality, low-cost products produced in South 

Africa, Kenya, and the rest of the world (Emongor et al., 2009). The decision to import food 

increases production in exporting countries, whereas agricultural outputs in Tanzania decline. 

As a result of competition with imports, many domestic companies that are unable to 

compete terminate production, which can lead to industrial recessions in agriculture, food 

processing, manufacturing, and transportation (Emongor et al., 2009; Peyton et al., 2013). 

 During the third wave of diffusion in the 1990s and early 2000s, Tanzania's 

agricultural production declined remarkably (Kiratu et al., 2011). Two interrelated narratives 

can explain this phenomenon. Since the onset of the SAPs in the 1980s and the forthcoming 

'Washington Consensus', policy reforms followed with the general push towards liberalization 

(Deininger, 2011). As part of these structural adjustments, the Tanzanian government 

disengaged with agricultural investments and spending, but the decrease in public sector 

engagement was not matched by the private sector (Deininer, 2011; Poulton, 2012). As a 

result of minimal investment, agricultural production declined within the country. Another 

narrative is that the entrance and proliferation of supermarkets into the country's urban 

centres correlates with the decrease in agricultural production (Nord et al., 2009). With 

foreign supermarkets beginning to import more food products, local farmers, processors, and 

transporters could not keep up with their competitors. The tendency of supermarkets to 

import products into Dar es Salaam has created tensions between South African supermarket 

chains and the Tanzanian government (Ciuri, 2013). 

 ShopRite is a successful South African supermarket chain that expanded into several 

regional countries in recent years, including Tanzania. Because of the company's preference 

of procuring products from South Africa and stocking less local products, the government of 

Tanzania publicly disagreed with their practices (Ciuri, 2013). Shoprite was importing up to 

80% of its products from South Africa – a move that was clearly aimed to promote 

manufacturers back home and avoid inconsistency in their products (Ciuri, 2013). The 

warning from the Tanzanian government was not received well by the super-chain and their 

exit followed shortly thereafter. This resulted in the Kenyan owned Nakumatt supermarket 

acquiring three ShopRite locations in Tanzania through a multi-billion-shilling deal that was 

finalized in March of 2014 (Ciuri, 2013). 

 The remarks made by the government were an obvious indicator of their interest in 

supporting local food procurement economies. As Kiratu et al. state, a modest increase in 

agricultural production during the 2000s can be attributed to the Tanzanian Government's 

implementation of the Agricultural Sector Development Strategy of 2001 and the subsequent 

Agricultural Sector Development Program adopted in 2006 (2011). Following the food price 

crisis of 2006-2008, food security took on a high priority status, which further strengthened 

the Tanzanian government's commitment to new investments and support toward agricultural 
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development (AGRA 2013). The main objectives of the program are to strengthen the 

institutional framework, promote agricultural research and modern practice, facilitate 

investment, develop markets, and improve rural infrastructure (URT, 2006). In an attempt to 

meet these objectives and transition Tanzania's current food procurement practices into a 

more formalized and competitive system, the government has been introducing a number of 

tax incentives aimed at creating a favourable environment for investment (URT & FAO, 

2008). 

 Early signs of success in enhancing productivity and increasing access to the 

emerging modern food retail market are reflected in the modest increase in agricultural 

production throughout the 2000s (Kiratu et al., 2011). However, even in light of high levels 

of macroeconomic growth, there is a lack of progress with rural poverty reduction in 

Tanzania (Poulton, 2012; WFP, 2015). As Poulton argues, this lack of progress appears to 

reflect neglect of the rural agricultural sector by policy makers (2012). This may be an 

indicator that while investment into agriculture is increasing production, those who stand to 

benefit are not smallholder farmers. The 'waves of diffusion' are slowly changing Dar es 

Salaam's food procurement system, but the ways in which the public sector manage these 

changes determines who benefits in what capacity, and who is left behind. 

 

Policy for the Present: Can Supermarket Procurement Benefit Rural 

Farmers? 
With the rise of supermarkets in Dar es Salaam and an increasing demand for quality 

food products in sufficient quantity, a major policy issue is in crafting a framework that 

supports smallholder farming practices without deterring regional trade, agriculture 

investment, and development from the bottom. Agriculture investment is the most effective 

strategy for poverty reduction in rural areas, where 80% of Tanzanians who are below the 

poverty line reside (FAO, 2012). This policy approach is effective because agriculture 

investment reduces poverty through multiple pathways (Deininger, 2011). Investment in 

smallholder farmers enhances their productivity and incomes, which has broader social 

implications in generating demand for other goods and services in rural areas. This creates 

employment and increases incomes for the regional community (FAO, 2012). Agriculture 

investment is also key in eradicating hunger through all dimensions of food security (Kawa, 

2007). With the emergence of supermarkets, trade related policies and agriculture investment 

by the private or public sector have the potential to increase market competitiveness for poor 

rural farmers' and help in bridging the farm gate to both domestic and foreign supermarket 

shelves. This would also keep consumer prices low, making food more accessible to both 

rural and urban consumers (AGRA, 2013). 

 As Poulton notes, the Tanzanian government is encouraging agriculture investment 

through tax incentives, but the degree to which it is alleviating rural poverty is questionable 

(2012). In supporting investment into agriculture, large companies are acquiring Tanzanian 

land at an increasing rate (Larsen, 2012). While the benefits of increased food production and 

the indirect economic growth associated with large-scale land acquisition are remarkable, 

policy also needs to consider a plethora of other implications. Large-scale foreign land 
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acquisition raises complex issues across various dimensions: legal, economic, social, 

environmental, ethical, as well as cultural (FAO, 2012). Central to many of these issues is the 

inherent clash between Tanzania's traditional collective tenure system and capitalist modes of 

production (Larsen, 2012). Capitalism was first produced by the breakdown of agricultural 

societies in Europe, which lacked markets, capital, and wage labour (Howlett et al., 2009). 

Tanzania, an agricultural society itself, has slowly transitioned towards capitalist modes of 

production since the SAPs; yet it has not fully transitioned. 

 The widely practiced customary rights of occupancy hold little weight in law, making 

Tanzanian rural occupants susceptible to forced displacement in the event of capitalist land 

acquisition (Larsen, 2012). There exists a strong negative correlation between land tenure 

recognition and prospective corporate land acquisitions, with a smaller yet still significant 

relationship for implemented projects as well (Deininger et al., 2011). Deininger et al. 

conclude that “lower recognition of land rights increased a country’s attractiveness for land 

acquisition” (pg. 55, 2011). In other words, companies have actively sought out areas with 

low ownership recognition rights for investment. With current policy encouraging agriculture 

land acquisition, rural communities in Tanzania are highly vulnerable. The loss of land means 

the loss of livelihood, and in the worst cases of forceful evictions, farmers also lose their 

homes (Larsen, 2012). This can occur without proper consultation and compensation, which 

only marginalizes already vulnerable communities (Deininger et al., 2011). Through the 

corporate accumulation of capital, common land is taken from common people. This is 

economic colonialism, and history illustrates that this phenomenon can lead to social 

fragmentation and disenfranchisement (Larsen, 2012). 

 Processes of acquisition and displacement have noteworthy implications on food 

security for rural communities. Transactions are often found within cultivated areas and 

farmland, which indicates that investments are mostly focused on already utilized land and 

not the vast reserves of suitable land unused in Tanzania (FAO, 2012). This is not a surprise 

given that transportation infrastructure and accessibility are important considerations when 

surveying for a target area (Deininger et al., 2011; FAO, 2012). In most cases, the land 

acquired by corporations is of good quality, fertile, and with irrigation. Investors have a 

tendency to target land with high yield gaps, good accessibility, and considerable population 

densities (FAO, 2012). In the event of food products being transported to the proliferating 

number of supermarkets in Dar es Salaam, not only do rural Tanzanian farmers lose their land 

and income, but their community also loses an important source of food (Larsen, 2012). 

 In view of the risks associated with large-scale acquisition of land and the detrimental 

effects the process can have on rural farming communities, there have been calls for the 

promotion of alternative business models that would more actively involve the local 

community (Barrett, 2007). Inclusive business models that involve smallholders in 

production and other related activities have the potential to minimize the risks and maximize 

the benefits of agricultural investment and its potential to alleviate poverty (FAO, 2012). 

However, in an increasingly capitalized and liberalized economic system, smallholder 

farmers in Tanzania will have to compete. Thus improved access to financial services such as 

credit, savings, insurance, and asset building programs are necessary to increase smallholders' 

privately held assets (Barrett, 2007; Deininger et al., 2011). In recognizing the realities of 

capitalist modes of production, policy actors must acknowledge that even in an inclusive 
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business model, development in Tanzania's agriculture sector will likely lead to smallholder 

farmers being forced out of the industry. Modernizing procurement systems typically favour 

better-off farmers, processors, and traders while poor actors get left behind (AGRA, 2013). 

 Regional trade should also play part in the construction of food security policy 

discourse. Tanzania's import and export policies have widespread implications across various 

sectors, but with respect to supermarkets and their potential relationship with smallholder 

farmers, food import and export regulations can heavily determine supermarket procurement 

strategies. From the perspective of smallholder farmers', accessibility to both domestic and 

foreign supermarkets is influenced by national and regional import and export policies. 

 Aside from maize and rice, which always require import permits, the process of 

issuing import permits is ad hoc and is often enforced only when there is a perceived food 

shortage in Tanzania (Kiratu et al., 2011). To obtain the proper import permits, traders must 

submit an application showing the quality, quantity, delivery time, and source of their food 

product. The possession of a trading license and registration with the Tanzania Revenue 

Authority are also necessary. An import permit is for only a single shipment and is valid for 

up to six months (Amin et al., 2013). 

 While policy surrounding exportation regulations has changed significantly in recent 

years, Tanzanian exporters are required to go through numerous steps in order to export staple 

foods. The bureaucratic difficulty when exporting goods is a reflection of Tanzania's socialist 

history and their previous practice of an exportation ban (Wangwe, 1996; World Bank, 2000). 

Letters of request must first be sent to a variety of branches at the district and regional levels 

of government. Further, letters of validation must also be collected from district and regional 

branches. Despite the regulations, most traders attempt to avoid the cumbersome procedures 

that the government has put in place, leading some to argue that there is wide diversion 

between how the policy is intended to operate and how it actually functions (Amin et al., 

2013; Deininger et al., 2011). 

 The food import and export permit system has a wide division between how the 

policy is intended to operate and how it is applied in practice (Amin et al., 2013). While the 

policy framework is intended to address food security within the country, the system has 

numerous flaws that make it a prime target for abuse and extortion (Amin et al., 2013). Also, 

most traders are not aware of the specific requirements and the process of obtaining the 

permit, which creates an opaque policy environment. There is a lack of understanding on 

when, for which food products, and by which government agencies these letters of 

authorization are needed (Kiratu et al., 2011). Even under the new attempts to remove 

regional authorities from the permit issuing process, traders are still expected to get a letter of 

validation from the Regional Commissioner office in order to take their products across the 

border (Amin et al., 2013). 

 Apart from raising procurement costs, which are partially passed onto farmers, there 

are no specific public policy goals that the import/export permit system accurately achieves 

(Amin et al., 2013). There is no data available to show that trade flow data collected through 

the permit system is being used in a manner that contributes to national food security. While 

these trade policies attempt to regulate what and how much food is coming in and out of the 

country, a lack of institutional capacity leads to their goal of increased food security 

somewhat ineffective and difficult to measure (Kiratu et al., 2011). 
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 If poverty reduction and development from the bottom are priorities, then food 

procurement development should be directed in ways that support rural farming communities 

in their own autonomous efforts in accessing the emerging supermarket economy. 

Throughout this transitional phase of Tanzania's food procurement system, many new issues 

around food security are emerging (Kawa et al., 2007; Rominik, 2008). Effective policies 

addressing these issues are predicated on holistic constructions of food security discourse that 

is inclusive of modern food retail diffusion into the country. Central to the issue of food 

security in Tanzania is the notion that the informal food procurement system is insecure and 

does not have the capacity to compete with the newly liberalized and globalized market 

(Kawa et al., 2007; Kinabo, 2003; Nord et al., 2009). The development of an efficient, 

effective, and equitable agricultural marketing system is a prerequisite to fostering market-

oriented contribution to income generation and poverty reduction within Tanzania's urban and 

rural communities. However, the bridge between domestic farm gates and supermarket 

shelves has yet to be formally established, and modern food retail within the country must see 

the use of domestic procurement systems as economically viable for this to happen. There 

remains vast potential in empowering the 75% of Tanzanians whose source of income is 

predicated on a prosperous domestic food procurement industry. While supermarkets' 'ready 

market' offer a hopeful opportunity for poverty reduction in rural communities, a 

comprehensive policy agenda and public-private partnerships will determine who stands to 

benefit from agricultural development, and who will get left behind. 

Methodology 
In order to better understand food systems in Dar es Salaam, this study examined 

supermarkets’ food procurement systems through reviewing literature, collecting 

observational data, and conducting interviews with supermarkets and individual households. 

Data was collected in the form of surveys that employed both qualitative and quantitative 

research methods. The survey approach was used to ensure consistency in data collection 

methods, and to create a methodological foundation for future scholars. Data collection was 

broken down into three different, but interrelated phases: (1) An Observational Market 

Survey on supermarket infrastructure, staple food prices, packaging, and quality; (2) A 

Formal Interview Survey on the source of cultivation of food products, annual cycles of food 

accessibility, modes of transportation from the source of cultivation to the supermarket, and 

supermarket logistics; (3) A Case Study Survey on individual families’ diets, transportation 

means to and from markets, and food storage. The surveys were created using Microsoft 

Word and Openoffice. 

 

Phase One 

In Phase One, the study used the Observational Market Survey to record information 

pertaining to the supermarket’s infrastructure and food quality without the assistance of an 

employee (see appendix for Observational Market Survey). The supermarkets of interest were 

all located within Dar es Salaam. A sample size of nine supermarkets was selected based on 

the following criteria: 
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1. Variety of locations   

2. Modern retail infrastructure  

3. Wide variety of products   

4. Ownership of chillers and/or freezers   

5. Set prices for products   

6. Variety of corporate ownership 

To include product preference of a variety of customer demographics, a list of 

produce, grains and pulses, and animal products were selected to match staple foods for both 

Tanzanian citizens and expatriates. This also allowed for an analysis on supermarkets' 

products of interest. The Observational Market Survey was split into two main sections. 

 

First, the Observational Market Survey collected information on the supermarkets’ 

location and infrastructure based on the following: 

• Supermarket location   

• Socio-economic status of surrounding neighbourhood   

• Building infrastructure (including floor and roofing materials) 

• Display of products   

• Visible sanitation  

 

Second, the Observational Market Survey conducted a qualitative assessment of 

produce, grains and pulses, and animal products based on the following:   

• Food staples’ availability and selection   

• Organic food products’ availability   

• Prices   

• Packaging   

• Quality   

 

For assessing produce, grains and pulses, as well as meat products, the following two 

scales were used to ensure consistency in data collection. 

Produce, Grains, and Pulses Scale: 

• Very Poor: Almost all products are mouldy or rotten, smaller in size, badly damaged, 

and un-cleaned. 

• Poor: Frequently, products are spotted with mould or rot, small in size, bruises, or 

dirty. 

• Decent: Products are mould and rot free, occasionally spotted, averagely sized, and 

minimally bruised or dirtied. 

• Good: Frequently, products are of good colour, fairly sized, firm, and cleaned. 

• Very Good: Almost all the products are superiorly coloured, sized, firm, and cleaned. 

 

Meat Product Scale: 

• Very Poor: Almost all meat products are discoloured or rotten and strong poor odour. 
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• Poor: Frequently, meat products are spotted with discolouration or rot, and slight poor 

odour. 

• Decent: Some meat products have slight discolouration but are free of rot, no bad 

odour. 

• Good: Almost all meat products are of good colour and are rot free, no bad odour. 

• Very Good: All meat products are superior in colour and are rot free, with no bad 

odour. 

It is important to note that in Phase Two, food products’ source of cultivation was 

examined a second time to ensure accurate collection of required data for the creation of food 

maps. 

 

Phase Two 
In Phase Two, the study used the Formal Interview Market Survey to record 

information with a supermarket employer/employee (see appendix for Formal Interview 

Market Survey). Information on the intent and scope of the study was provided in a formal 

letter to each of the nine supermarkets chosen in Phase One, and permission to arrange an 

interview was requested. The researchers arranged a meeting with each willing supermarket, 

conducted the Formal Interview Survey, and recorded additional notes to obtain as much 

information as possible from each interview (see appendix for Interview Survey Notes). The 

Interview was conducted by the researchers with a high-ranking employer/employee at each 

supermarket, preferably a branch manager or district manager. Supermarket superiors were 

favoured as a respondent, due to their knowledge on products’ source of cultivation and 

general supermarket logistics. The survey was split into three main sections. 

 

First, the Formal Interview Survey collected background information on the 

respondent and the supermarket based on the following: 

• Age   

• Gender   

• Job Title   

• Employment length   

• Rental agreement/ownership of the supermarket property 

  

Second, the Formal Interview Survey gathered in-depth information on produce, 

grains and pulses, and animal products based on the following: 

• Products’ source of cultivation   

• Products’ seasonality and accessibility   

• Modes of transportation from farm to supermarket 

  

Third, the Formal Interview Survey compiled information on supermarket logistics 

based on the following: 

• Percentages of imported and local products   

• Use of cooling units during transportation  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• Perishable storage and waste management analysis   

• Challenges supermarkets face and their resolutions   

• Opinions on Tanzanian products  

• Customer demographics   

• Supermarkets’ future plans   

 

Phase Three  

For Phase three, this study used the Case Study Survey to record information on 

individual households of various socio-economic classes (see appendix for Observational 

Market Survey). The households were all located within Dar es Salaam selected based on the 

following criteria: 

1. Variety of socio-economic class  

2. Variety of household locations  

3. Lived in Dar es Salaam for a minimum one year 

 

The term socio-economic status is broad and diversely defined to reflect a social 

group’s class and position (Morris et al., 2000). Multiple indicators are used to distinguish 

socio-economic status; therefore, determining the most reliable and significant components to 

measure socio-economic status is unclear, particularly within developing countries (Morris et 

al., 2000). Based on the various indicators reviewed and their contextual significance, the 

following socio-economic status factors will be used to measure Tanzanian households: 

income, housing conditions, housing assets, level of education, and modes of transportation 

(Doocy and Burnham, 2006). Household income was assessed on money or product 

generating activities. Housing conditions were evaluated on building structure, roofing and 

flooring material, and decorations. Household assets were examined through ownership of 

goods:  land and housing ownership, refrigerator, personal vehicle, table, chair, bed, and 

couch. Education was measured on a scale from no formal education to the PhD level. Modes 

of transportation that were analysed include walking, local bus, motorcycle, bajaj, and 

personal vehicle. Based on the observations of these indicators, individual households were 

categorized into lower, middle, or upper class and comparisons on socio-economic status 

were made. 

The purpose of the survey was to capture stories of households and collect 

information on their food purchasing and consumption habits. The interview was completed 

by the researchers, an individual household representative, and a translator (if needed). The 

survey was split into three main sections.  

First, the Case Study Survey collected the following background information on the 

interviewee:   

• Location of household   

• Meals prepared (per day)   

• Meals consumed outside of household (per day)   

• Amount of people meals are prepared for  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• Main shopping locations   

• Shopping frequency for various products 

 

Second, the Case Study Survey gathered information on produce, grains and pulses, 

and animal products food staples based on the following: 

• Variety of food consumed   

• Location of foods grown or purchased   

• Transportation to and from purchasing source 

  

Third, the Case Study Survey compiled information on food storage, method of food 

waste management, and the household’s consumption of imported and local food products 

based on the following: 

• Percentage of food grown by household  

• Percentage of meals eaten outside the household   

• Interviewee’s reasoning for growing or not growing their own food 

 

After all three phases of data collection were finished, the researchers used both 

Microsoft Excel and Microsoft Word to create condensed, digitized spreadsheets (see 

appendix for Condensed Data Sheet). This database was critically analysed to determine any 

existing patterns and relationships connected to findings in the Literature Review. These key 

concepts and significant patterns were then thoroughly assessed, and addressed in the 

discussion sections. 

Supermarket Summaries 

Food Lovers Market 
Food Lovers Market is a South African supermarket chain, established in 1993 as 

'Fruit and Veg City', with its later expansion into Food Lovers Market years later. Food 

Lover's Market has one location in Tanzania as of February 2015. It is located in the Masaki 

region of Dar es Salaam. The Food Lovers Market in Dar es Salaam is a combination of a 

modern supermarket, as well as a café. The company focuses on providing customers with a 

wide range of produce, and prepared meals. Always seeking high quality sourced products, 

Food Lovers Market makes a large point in labeling their products either “Local” or “Import” 

in order to give customers an honest look into where they are sourcing their perishables (“The 

Food Lover's Market Story,” 2015). 

 Through a formal interview, it was found that Food Lover’s Market chose its current 

location due to demographic purposes. With regard to the ratio of local/imported products, it 

was estimated that 41-60% of its produce, 0-20% of its grains and pulses, and 81-100% of its 

animal products were from Tanzania. Food Lovers Market’s future plans include expanding 

in both Dar es Salaam and Arusha, and plans to collaborate with farmers in order to increase 

economies of scale for the farmers, and improve the quality and quantity of goods that are 

being supplied to the supermarket. For all data collected on Food Lovers Market via 

observational and formal interview see in Appendix as S1.  
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Game 

Game is a mass discount store that operates in Southern and Eastern Africa. Game is a 

division of Massmart Holdings Limited, which was founded in 1970 in South Africa. 

Massmart Holdings Limited is now owned by the American super-chain Wal-Mart, as they 

purchased 51% of Massmart's shareholdings in 2011. Game has one location in Tanzania as 

of November 2006, located in Mlimani City Shopping Centre in Dar es Salaam. Game 

provides its customers with basic food items and perishables, as well as a plethora of 

everyday home products, electronics, home hardware, and toys (“About Game,” 2015). 

Through a formal interview, it was found that Game chose its current location due to 

its need of large retail floor space, as well as room for a distribution and receiving center in 

the back of the store, where Game can receive and store products. With regard to the ratio of 

local/imported products, it was estimate that 41-60% of its produce, 61-80% of its grains and 

pulses, and 81-100% of its animal products were from Tanzania. Game’s future plans are to 

continue to be above budget and sustainable. The store has also discussed changing its name 

to Wal-Mart, but concerns around the American image have been raised. For all data 

collected on Game Supermarket via observational and formal interview see in Appendix as 

S2.  

 

Mbezi Fresh 
Mbezi Fresh Supermarket is located in the Mbezi Beach area of Dar es Salaam, 

Tanzania. This locally owned supermarket was established in March of 2014.  

Through a formal interview, it was found that Mbezi Fresh chose its current location 

due to its proximity to the main road, as well as the need for a supermarket in the area. With 

regard to the ratio of local/imported products, it was estimate that 61-80% of its produce, 61-

80% of its grains and pulses, and 81-100% of its animal products were from Tanzania. The 

supermarket wants to expand by creating a second floor and opening a branch in Bahari 

Beach. For all data collected on Mbezi Fresh Supermarket via observational and formal 

interview see in Appendix as S3.  

 

Nakumatt 
Nakumatt is Kenyan owned supermarket chain, with one location in Tanzania. This 

location is within the Mlimani City Mall, in Dar es Salaam, and was opened in July of 2014. 

Similar to other big box retailers, Nakumatt supplies customers with a range of high quality 

fruits and veggies, as well as other perishables. Nakumatt also stocks a range of household 

products and electronics (“About Us,” 2015).   

Through a formal interview, it was found that Nakumatt chose its current location due 

to its need of large retail floor space, and their preference to open locations primarily in 

malls. With regard to the ratio of local/imported products, it was estimate that 81-100% of its 

produce, 61-80% of its grains and pulses, and 61-80% of its animal products were from 

Tanzania. Nakumatt’s future plans are to open another store in Mwanza, and two other stores 

within Dar es Salaam. For all data collected on Nakumatt Supermarket via observational and 

formal interview see in Appendix as S4.  
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Shoppers Supermarket 
Shoppers Supermarket is the supermarket chain located within Shoppers Plaza, which 

is a multi-use complex including restaurants, clothing stores, cafes, and pharmacies. Founded 

in 1997, there are currently three locations of Shoppers Plaza’s in Dar es Salaam: Masaki, 

Mikocheni, and Mbezi. Shoppers Supermarket strives to offer its diverse group of customers 

the highest standards of products, as well as value (“About Us,” 2015).  

With regard to the ratio of local/imported products, it was estimate that 41-60% of its 

produce, 81-100% of its grains and pulses, and 81-100% of its animal products were from 

Tanzania. Shoppers Plaza plans to continue to expand. For all data collected on Shoppers 

Supermarket via observational and formal interview see in Appendix as S5.  

 

Shreeji's 
Shreeji’s is a supermarket chain, founded in Dar es Salaam. Shreeji’s has four 

locations within Dar es Salaam, located at Slipway, Oysterbay, Mtendeni, and Masaki. The 

surveyed location (Masaki) was situated there due to the observed opportunity for 

development of locations aimed towards Dar es Salaam’s growing middle-upper class. 

Shreeji's Supermarket has a range of both local and imported groceries, as well as household 

products (“About Us,” 2012). 

Through a formal interview, it was found that Shreeji's chose its current location due 

to demographic purposes. With regard to the ratio of local/imported products, the interviewee 

at Shreeji’s was unable to estimate the amount of produce, grains and pulses, and animal 

products that came from Tanzania. Shreeji’s future plans include expansion and continuing to 

survey the city in order to find future branch locations. For all data collected via 

observational and formal interview see in Appendix as S6.  

 

TSN 
TSN is a Tanzanian owned supermarket chain with stores at four locations in the 

Tegeta, Upanga, Bamaga and Mikocheni neighborhoods of Dar es Salaam. According to their 

website, the chain supplies a product mix of 70% local products against 30% imported (“TSN 

Supermarket,” 2015). Unfortunately an interview with TSN was not possible. For all data 

collected on TSN Supermarket via observational and formal interview see in Appendix as S7.  

 

Uchumi 
Uchumi Supermarkets Limited was founded in 1976 and is the oldest supermarket 

chain in Kenya. Currently, there is one main outlet in Tanzania, located in the Mbezi Beach 

area of Dar es Salaam. As available on their website, investing in local “brothers and sisters 

in the fields” is important to the company as they are expanding (“About Uchumi,” 2015).  

Through a formal interview, it was found that Uchumi chose its current location due 

to the already establish building, and need for a supermarket in the area. With the regard to 

the ratio of local/imported products, it was estimate that 61-80% of its produce, 81-100% of 

its grains and pulses, and 81-100% of its animal products were from Tanzania. Uchumi’s 

future plans are to continue expanding their company throughout Tanzania, as well as other 

countries within Eastern Africa. For all data collected on Uchumi Supermarket via 

observational and formal interview see in Appendix as S8.  
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Village Supermarket 

Village Supermarket Ltd. was established in 2003 as a locally owned and operated 

store in Dar es Salaam, Tanzania. Currently, there are four locations within Tanzania. Three 

of these locations are within Dar es Salaam including locations in Masaki, Mbezi Beach, and 

Slipway. Village Supermarket boasts of its mainly imported products, in order to provide the 

customer with the highest quality, and largest selection of perishables as well as other 

products (“What We Stand For,” 2015). 

Through a formal interview, it was found that Village chose its current location for 

demographic purposes as it focuses on the expatriate and high socio-economic class, it was 

estimate that 61-80% of its produce, 61-80% of its grains and pulses, and 61-80% of its 

animal products were from Tanzania. Village’s future plans are to increase importation of 

products from Kenya and South Africa, as well as expand throughout Tanzania, and Eastern 

Africa. For all data collected on Village Supermarket via observational and formal interview 

see in Appendix as S9.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Figure 1 - Surveyed supermarket locations within Dar es Salaam 
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Case Studies 

Jennifer’s Food Story  
Jennifer, a married 42 year-old woman, has two children and has lived in the Masaki 

neighbourhood of Dar es Salaam, Tanzania for one year. As a public servant with the 

Government of Canada, she generally works five days a week. With the combined salary of 

Jennifer and her husband, they are responsible for feeding themselves and their two children. 

Individuals in her household eat three meals a day, one of which is usually consumed outside 

of the home. Sometimes it is packed from home and other times it is bought from a 

restaurant.  

 Since Jennifer and her family own a refrigerator and freezer, they only buy produce 

twice a week, and grains and 

meat once a week. Aside from 

meat, nearly all of their food 

products are bought at high-end 

supermarkets in their 

neighbourhood of Masaki. Their 

favourite place to shop for food 

is Shopper's Supermarket. They 

purchase a large variety of 

produce and grains at Shopper's, 

but rarely, if ever purchase 

cassava, coconuts, green 

bananas, and okra, which are 

considered traditional Tanzanian 

staples. When it comes to meat, 

Jennifer's family purchases both 

chicken and beef from a butcher 

shop near her house. The family 

also eats eggs, which are either 

bought from Shopper's 

Supermarket or their 'chicken 

and egg man' who she passes on 

her way to and from work. 

Similar to eggs, Jennifer tends to 

buy avocados from a roadside stand. Of all the food products her family purchases, she 

estimates that 61-80% is from Tanzania. At home, her family grows their own cucumbers and 

watermelon. Her watermelon, however, sprouted unintentionally. 

 Jennifer and her husband always drive their vehicles when going to the supermarket, 

butcher, or roadside stands. They choose to buy mast of their food at supermarkets because it 

offers the convenience of a one-stop shop in close proximity to their home. Jennifer also finds 

the produce to be fresh, adding even more incentive for her family to shop at supermarkets. 

Jennifer and her family have built personal relationships with their 'chicken and egg man' and 

avocado vendor, which is why they choose not to buy those products at a supermarket. 
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However, Jennifer plans to start growing more in her home garden. In the future, perhaps her 

watermelon farming will be intentional  

Edward’s Food Story 
Edward is a 41-year-old Bajaj driver living in the neighbourhood of Tegeta, Dar es 

Salaam, Tanzania. He has lived in his home for 20 years and has lived in Dar es Salaam for 

his entire life. Edward is married and has two children. He drives his Bajaj five days a week 

in the Tegeta market area; this is his family's only source of income. Along with Edward’s 

wife and two children, he is also responsible for feeding his parents and uncle on a semi-

regular basis. His family prepares and eats three meals a day, but when Edward is working, 

he tends to purchase his meals from roadside food stands.   Since they do not own a 

refrigerator, Edward and his family buy produce and grains seven days a week in order to 

ensure their freshness. Other 

than buying their milk at a 

supermarket, his family goes to 

informal markets and roadside 

stands for all of their food 

purchases. Because of this, 

almost all the produce and 

grains they purchase are grown 

in Tanzania. They get to the 

market by either walking, 

taking the local bus, or by 

Edward’s Bajaj. As another 

source of food, Edward’s 

family also grows oranges, 

sweet potatoes, tomatoes, and 

pumpkins on their property. 

Edward prefers to farm his own 

produce because it is less 

expensive and more convenient 

than going to the markets. 

 When it comes to 

animal products, Edward's 

family chooses to farm their 

own chickens as a source of 

both meat and eggs. Owning 

their own chickens ensures that they are getting quality, healthy meat; he does not trust street 

vendor’s meat products. In fact, Edward's family buys hardly any meat products because he 

feels that the majority of the meat is often from diseased animals, or is improperly kept. 

Instead, he chooses to raise his own chickens, giving him certainty that the meat and eggs are 

of good quality. Occasionally, Edward does buy fish from the fish market in Dar es Salaam, 

but he prefers the fish from Lake Victoria in Northern Tanzania. Overall, Edward estimates 

that 41-60% of the food his family eats is farmed by their household.  
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 Edward's family shops at informal markets in close proximity to his home. When they 

are not farming their own produce, they only try to buy that which is grown in Tanzania and 

East Africa. His family prefers local food products because imported food, such as apples, is 

more expensive. Edward doesn’t buy white flour, but instead buys dry maize and rice. 

Miriam’s Food Story 
Miriam is a 37-year-old successful businesswoman living in the Kunduchi district of 

Dar es Salaam, Tanzania. Miriam owns her own bridal store, and is well known throughout 

Dar es Salaam. Along with her 11 children, Miriam and her husband also have 16 other 

dependents, many of which live alongside them in their home. She and her husband, who is a 

government employee, are the 

financial providers for their household.  

Miriam’s family prepares four meals a 

day, but due to her large household 

size, many people are coming and 

going during the day. On a typical day, 

meals are prepared for approximately 

16 people.  

 For Miriam, quality, quantity, 

and price are all things she looks for 

when purchasing produce. She 

purchases a large quantity of grains 

and pulses from informal wholesalers 

about once every two months. Her 

meat, which she also buys in bulk, is 

purchased from a butcher shop. 

Miriam buys smaller quantities of 

produce every day to ensure freshness, 

and to supply them with enough 

produce each day. Because of her large 

family, Miriam owns three 

refrigerators to store her perishables. 

Miriam also likes to grow as much 

produce as she can. She enjoys 

gardening, and uses it as a way to connect with God and her children. Miriam has cultivated a 

large variety of spices, along with spinach, sweet peppers, cassava. Overall, Miriam says she 

grows about 21-40% of her family’s produce. 

Miriam normally drives her vehicle when going to buy groceries because the locations 

from which she purchases often vary. Her favourite place to shop for grains and produce is 

the Kariakoo market, which is the hub for wholesalers in Dar es Salaam. For Miriam, she 

sees these products as being the freshest, in the largest quantities, and at the lowest price due 

to her ability to barter with vendors. Miriam also shops at Tegeta market, as she passes it on 

her way home from work.   
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Miriam’s family eats a large variety of food that are not considered traditional 

Tanzanian staples such as asparagus, apples, salmon, and a variety of nuts and cereals. She 

prefers to buy these products at the locally owned supermarket “Mbezi Fresh,” which sources 

many of their products locally. It is important to Miriam that her purchases are supporting 

Tanzania's economy. She enjoys the convenience of supermarkets as they provide a one-stop 

shop convenience. Miriam noted that she is always assured of the availability of the products, 

and likes this aspect of supermarket shopping. Supermarkets also offer a wider range of 

imported products, which Miriam also purchases for her family. 

Shamsa’s Food Story 
Shamsa, a local Tanzanian woman, has lived in the Richard’s residence in Mwenge, 

Dar es Salaam, Tanzania since 1967. Within her household, the 48-year-old widow cares for 

14 people, three of which live outside the home. As an entrepreneur, she is able to provide 

and prepare three homemade meals a day for her household. Occasionally, Shamsa's family 

enjoys purchasing a meal of pork or fish outside their home. They regularly eat chapatti and 

tea for breakfast, and ugali, porridge, beans, rice and/ or vegetables for lunch as well as 

dinner.   

Bearing in mind the number of 

individuals Shamsa supports and her 

lower socio-economic status, she 

conducts the majority of her shopping 

at roadside stands and butcher shops 

near her home, and informal markets 

like Manzese and Kariakoo market. 

Depending on the proximity of the 

vendor, she will either take a daladala, 

Bajaj, or walk to buy her groceries. 

For many food products such as green 

peas, green beans, and fish, Shamsa is 

able to purchase them directly from 

her doorstep when vendors pass her 

home on foot and bicycle. Shamsa 

also gets 40 kg of maize delivered 

every two months to her house from 

her relative’s farm in Tanga and 

Morogoro, Tanzania. In order to 

guarantee freshness, she purchases 

produce and grains on a daily basis 

and meats once or twice a week. 

Shamsa’s household only buys and 

eats meat products once a week. She 

then stores the remaining perishable food products in her refrigerator. 

Shamsa’s food purchasing habits lead her to consume domestic food products 81- 

100% of the time. Of this, approximately 21- 40% is grown by her family. This consists of 
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her household’s home-grown coconuts, and the 40kg of maize her relatives deliver. Shamsa 

finds purchasing maize from her family as being significantly less expensive. 

Shamsa is health conscious and tries to provide her family with safe food. She prefers 

buying 'long grown' chickens and 'modern' eggs to avoid animal products contaminated with 

heavy metals and diseases. Shamsa cooks with mostly Tanzanian staple foods, but 

occasionally adds different food products to her everyday cooking such as cucumbers, pears, 

and goat. 

 
Discussion 

The data clearly shows that while the modern food retail industry within Dar es 

Salaam has been proliferating, the food procurement system used by supermarkets still 

remain widely informal and unstandardized (see Appendix E, G, H, L, M). As the Marketing 

and Promotions Manager at Game explained, “Tanzania's [food procurement] system is 20-

25 years behind compared to South Africa or Kenya” (see Appendix F). Factors such as 

inefficient farming techniques practiced by smallholder farmers, inadequate transportation 

infrastructures for farmers, suppliers, and customers, and indirect lines of food procurement 

leave supermarkets within Dar es Salaam working within a system that is not catered to 

effectively serve their interests (see Appendix E, G, H, L, M). Thus, supermarkets struggle to 

find consistency in both quantity and quality of products from domestic suppliers. Though the 

food procurement system in Dar es Salaam is starting to evolve as a result of a growing 

middle class (see Appendix G, H, J, L), modern retail within the city is still primarily catering 

to the demands of the upper socio-economic community whose standards of food quality, 

sanitation, and food variety are high (see Appendix E, F, H, L, M). However, due to 

Tanzania’s inefficient food procurement system, supermarkets either resort to informal 

procurement of products from domestic sources, or are forced to rely on the importation of 

products from more developed procurement systems such as South Africa and Kenya. While 

government control over import licensing, allocation of foreign exchange, and higher 

transportation costs limit the financial viability of importation, the indirect domestic food 

procurement system equates to higher costs of products as well (see Appendix E, F, M). 

 

Market Demographics and Supermarket Location Strategy 
In Dar es Salaam, the proliferation of supermarkets is evident and most significant 

within high-income neighborhoods of both local Tanzanians and expatriates. The city hosts a 

large expatriate population, and from the data collected it can be seen that the expatriate 

community is an important customer demographic for supermarkets. Four out of eight 

supermarket interviewees identified their main customer demographic as expatriates (see 

Appendix F, I, J, M), while an additional two interviewees identified expatriates as a 

significant demographic (see Appendix E, L). The importance of the expatriate community is 

also apparent by supermarkets’ location strategy. There is a large concentration of 

supermarkets located in the Masaki neighbourhood, which hosts a large population of 

expatriates. There are many new expatriate residential developments in the Mbezi Beach 

area, which is also where both Shoppers Supermarket and Village Supermarket have most 

recently expanded. 
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At the turn of the century, Dar es Salaam experienced a proliferation of supermarkets 

due to several factors including increased per capita income, rapid urbanization, and the rise 

of a middle class (Reardon et al., 2003; Weatherspoon et al., 2003; Boselie et al., 2003). One 

of these factors is supported in the data collected-- the rise of a middle-class. The data shows 

that four out of eight supermarket interviewees identified the middle class as the majority 

demographic of shoppers (see Appendix G, H, J, L), one of which identified that the middle 

class was the supermarket’s main demographic (see Appendix H). This may be a potential 

indicator that Tanzania, and specifically Dar es Salaam, is further along the waves of 

diffusion than the literature suggests (Reardon et al. 2003), as it is no longer solely the high 

socio-economic class shopping at supermarkets. We see further evidence of this diffusion 

with seven out of eight supermarket interviewees mentioning expansion as one of their future 

plans (see Appendix E, G, H, I, J, L, M); Food Lovers Market, Village Supermarket, Uchumi, 

and Nakumatt all expressed interest in expanding to sites in Dar es Salaam as well as Arusha, 

Mwanza, other areas of Tanzania, and East Africa (see Appendix E, H, L, M). 

With the middle class in Tanzania increasing, some supermarkets in Dar es Salaam 

are attempting to appeal to this new group of supermarket shoppers. This was most apparent 

at Nakumatt and Game, both located in Mlimani City Mall. Nakumatt identified their main 

demographic of shoppers as middle class. Accordingly, most of the area surrounding Mlimani 

City Mall is made up of informal neighborhoods and lower to middle rental price districts. 

The Marketing and Promotions Manager at Game stated that the middle socio-economic class 

currently has the most buying power (see Appendix F). Given that Tanzanians make up the 

vast majority of the middle class, some supermarkets are now catering to Tanzanian food 

standards. Game is selling un-curated and bloody meat because it is seen as being fresher and 

of better quality. In doing so, the meat is “flying off the shelves” (see Appendix F). This form 

of marketing is also seen through the sale of dry maize at Nakumatt and Game, as they are 

two of only four of the nine supermarkets observed selling the product. Dry maize is the main 

ingredient in ugali, which is a traditional Tanzanian staple food, particularly in the middle 

and low socio-economic classes. Unfortunately, no data was collected from the Marketing 

and Promotions Manager at Game on customer demographics, as he was uncomfortable 

labeling the socio-economic class of his customers. However, the data suggests that Mlimani 

City Mall is a location where supermarkets are broadening their marketing scheme to include 

the middle class. 

Despite an increase in middle class shoppers, there still remain barriers limiting the 

access that lower socio-economic communities have to supermarkets in Dar es Salaam; none 

of the supermarket interviewees listed low socio-economic class as a customer demographic. 

This was also found to be true in the case studies, as neither of the two low socio-economic 

households did any of their shopping at supermarkets, except Edward who occasionally buys 

milk from a supermarket. 

For these new supermarkets to be successful, they must be accessible to as many 

customers as possible, of both upper and middle socio-economic classes. This is evident in 

supermarkets’ location strategies; five out of eight interviewees stated there was either a need 

for a supermarket in the neighbourhood or it was based on the surrounding neighbourhood’s 

socio-economic class (see Appendix E, G, J, L, M). The manager at Shreeji’s Supermarket 

was adamant that the surrounding neighbourhoods’ demographics were key to supermarkets’ 
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success. He also stated that they are constantly surveying Dar es Salaam to find the right 

locations for expansion (see Appendix J). Besides surrounding demographics, the Shreeji’s 

manager specified transport, business security, and traffic were all key components as well 

(see Appendix J). In addition, traffic was a large part of Uchumi and Mbezi Fresh’s business 

plan as they both decided to open up their stores in close proximity to a major road (see 

Appendix G, J). A major factor for placing Uchumi’s store in its current location was the 

identified structure that fit their needs (see Appendix L). Pre-existing structures were also 

important to both Game and Nakumatt. Both identified Mlimani City as the only place in Dar 

es Salaam that fit their criteria for opening up a supermarket. One of the deciding factors for 

locating supermarkets in Mlimani City was enough square footage, as both supermarkets had 

a need for retail floor space, room for warm and cold storage, as well as packaging (see 

Appendix F, H). 

 

Transportation Infrastructure: An Increase in Trade Capacity  
Well-constructed and maintained transport infrastructure is a major need in regards to 

food procurement systems and the development of cities and their economies (Eskola, 2005). 

Transportation infrastructure in the instance of food procurement systems encompasses both 

roadway structure as well as the modes of transport. With proper infrastructure, not only do 

smallholder farmers benefit through increased accessibility to markets, but customers 

traveling to supermarkets also benefit from increased transit accessibility. 

The port city of Dar es Salaam is the central hub of transport in Tanzania. Products 

move to and from the urban centre via road, rail, and sea (Eskola, 2005). Of the data 

collected, approximately 93% of the transportation of perishables is done by roadway travel 

to supermarkets with both chilled and non-chilled trucks (see Appendix E, G, H, J, I, M). In 

contrast to other supermarkets, Food Lovers Market and Game said that most, if not all their 

food is being transported by chilled trucks. (see Appendix E, F). The Manager at Food Lovers 

Market stated that most domestically sourced produce comes in an unrefrigerated truck; in 

fact, one of their suppliers brings his produce by Bajaj (a three-wheeled motorized vehicle, 

typically used as a taxi) (see Appendix E). Due to low levels of development throughout the 

food procurement system in Tanzania, finding suppliers with access to refrigerated trucks is 

difficult, possibly due to the high cost of purchasing and operating them. The Manager of 

Food Lovers Market was adamant of the importance that their perishables follow the “cold 

chain,” especially since most of these goods are traveling for an extensive period of time (see 

Appendix E). Food Lovers Market prefers South African suppliers, where the company has 

an already established food procurement system with a distribution centre located in 

Johannesburg. By constantly keeping their perishables chilled, their shelf life is increased 

(see Appendix E). If the cold chain is followed completely from farm gate to supermarket, 

the Manager of Food Lovers Market stated “imported products properly kept can be fresher 

than locally grown produce that travelled a shorter distance, but without chillers” (see 

Appendix E). Due to the low quality of the roadway networks from rural to urban Tanzania, 

additional time and cost of transport is added on to the already distant journey from inland 

rural farms to the supermarket shelves. These inadequate road networks also put a restraint on 

the amount and weight of goods that a single truck can carry to and from the market hub in 

Dar es Salaam (Eskola, 2005). These long and difficult shipments from the cultivation source 
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to the market not only increase the cost of transport, but also decrease the perishables’ shelf 

life and overall quality, due to lack of refrigeration in transport vehicles and low quality 

roads. 

The vehicles chosen to transport these goods must work in conjunction with proper 

interregional roadway infrastructure to make this system constantly flowing. Like many 

developing regions, the lack of proper transit infrastructure throughout East Africa heavily 

constrains the development of trade (Eskola, 2005). Smallholder farms are scattered across 

various regions and remote areas in Tanzania. These farms are not only separated by great 

distances, but also by inadequate road conditions; approximately 82% of roadways in 

Tanzania are not paved and many are left with little to no maintenance, typically with only 

patchwork done on largely damaged areas (Eskola, 2005; The Citizen, 2014). 

This limited accessibility to the market hub creates a barrier for smallholder farmers to 

consistently supply products to supermarkets within the city. Furthermore, lack of access 

hinders the development of the domestic food procurement system—as it leaves each 

supermarket with uncertainty in the quality and quantity of domestic products. 100% of the 

supermarkets in this study stated that this was an issue (see Appendix E, F, G, H, I, J, K, L, 

M). The smallholder farmers and suppliers tend to provide inconsistent transport services as 

well as produce quality and quantity. Without proper interregional transportation networks, 

these farms struggle to supply the demands put upon them and are unable to expand in scale 

(World Bank, 2014). Transit infrastructure plays a large role in the overall development of a 

country—without a reliable transit system, development is futile.  Efficient and well 

maintained transit arteries allow products to flow from rural to urban areas, which not only 

increases supply from rural areas but also the demand of products. If well planned, empty 

trucks returning to rural areas could also be used to bring goods from Dar es Salaam. This 

two-way system creates a more sustainable network, and through products flowing in both 

directions, development for rural farmers can be increased (World Bank, 2014). 

Along with interregional traffic throughout Tanzania, regional traffic within urban centres 

is another barrier for food distribution and security. Traffic congestion within Dar es Salaam 

and its surrounding neighborhoods is quite high (The Citizen, 2014). Larger food retail 

outlets, such as Game, Nakumatt, and Uchumi, schedule orders from larger suppliers around 

times of major traffic congestion, otherwise product orders may be delayed (see Appendix E, 

F, L). 

As mentioned during an interview with Game, one of the supermarkets’ main challenges 

was that their targeted customers could not easily access the store (See Appendix F). Whether 

through personal vehicle or public transit, Dar es Salaam’s congested roadways create a 

substantial barrier for residents that are looking to travel outside of their residential localities 

to purchase food. As well as having difficulties overcoming traffic congestion, many local 

Tanzanians do not have access to personal vehicles. In an interview with Shamsa, a lower-

class resident of Dar es Salaam, it was noted that she did not have access to a personal 

vehicle. This limited her transportation modes greatly, and instead left her and her family 

relying on public transit and walking in order to get their food. This limited access to transit 

mobility limits Shamsa, and many others like her, to purchase only at stands and shops that 

are in a close vicinity to her home. In comparison to her story, Jennifer experiences the 

opposite. As an upper-class expatriate, her access to a personal vehicle gives her family 
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freedom of mobility and purchasing choice. Inequality in transportation accessibility leaves 

many consumers less food secure than others.   

Formal and Informal Sourcing Strategies: Questioning the Dichotomy 

 Locally sourced products in Dar es Salaam's supermarkets often pass through a long 

line of stakeholders when being procured from the farm gate to shelf (see Appendix E, F, H, 

L, M); at each stage within the informal procurement system there are development 

constraints. At the cultivation source, farmers in Tanzania struggle to compete with 

globalized markets. The Branch Manager of Food Lovers Market argues that this is the case 

because lacking labour and production inputs, underdeveloped irrigation potential, and 

limited capital often lead to farmers producing low quality and quantities of food in 

comparison to foreign market alternatives (see Appendix E). Furthermore, inadequate rural 

transportation infrastructure inhibits accessibility to farmers' products (see Appendix E, F, L). 

The subsequent links in local food procurement vary depending on the supermarket, and 

management is often unsure of how many brokers are involved when procuring their products 

(see Appendix E, F, H, M); suppliers avoid sharing source location information with 

supermarkets in fear of losing their positions within the procurement chain (see Appendix F). 

In the case of Game and Shreeji's, minimal information regarding local product source is 

given to supermarket management by suppliers (see Appendix F, J). In many instances, 

supermarkets in Dar es Salaam use procurement networks based on personal relationships 

with farmers and brokers where trust has been built over many years of good business (see 

Appendix F, G, H). An example of this form of relationship is Mbezi Fresh Supermarket’s 

use of small-scale farmers such as Mama Grory and Mama Vero in sourcing local vegetables. 

Mbezi Fresh Supermarket prefers using these suppliers because they consistently provide the 

quality and quantity that the supermarket requires for its customers (see Appendix G). Eskola 

notes that personal relationships in trade and suppliers not disclosing source locations are 

seen as the only functional way for trading in the absence of adequate market information and 

a weak legal framework for enforcing contracts between strangers (Eskola 2005). 

 Supermarket interviewees widely recognise that sourcing local products is difficult 

(see Appendix E, F, G, H, J, L, M). Food quality, quantity, transport vehicles and road 

infrastructure, indirect lines of procurement, inadequate market information, and a weak legal 

framework for enforcing contracts are all factors deterring supermarkets' engagement with 

the domestic food procurement system. Five out of eight supermarket interviewees argue that 

sourcing domestic products is cheaper (see Appendix E, F, G, J, M). However, due to 

customer demands for consistent quality and quantity of products, supermarket officials are 

forced to look elsewhere. 

 As an alternative, the importation of products from more developed and expanding 

food procurement systems, such as South Africa and Kenya, are commonly practiced by 

supermarkets in Dar es Salaam. In the case of Village Supermarket, management sees foreign 

products as a necessity to supply the demand of their customers, many of whom are 

expatriates (see Appendix M). Strengthening their commitment to import, Village 

Supermarket has consistently struggled to source local food products due to those products 

inconsistently meeting their customers’ standards. While importing food products may appear 

to be a simple way to bypass Tanzania's 'sub-standard' alternatives, this strategy is not 
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without associated challenges. The SAPs and ERPs of the 1980s may have relaxed import 

controls significantly (Nord et al., 2009), but the government has recently increased support 

in the development of the local food procurement system and is attempting to accelerate 

progress through mobilizing private capital (see Appendix E; J; Kiratu et al., 2011). This is 

evidenced by tax incentives for the private sector to invest in local food procurement 

development, as well as stringent policies deterring the importation of food products, namely 

import licensing fees and foreign exchange limits. When supermarkets employ importation 

strategies, it results in added costs for the consumer, which decreases overall food security 

and increases the barrier to access for lower and middle socio-economic classes. 

 As a result, supermarkets use both domestic and importation strategies when sourcing 

their products. In doing so, the line between a formal and informal food procurement system 

are blurred. As Peyton argues, the dichotomy of traditional and modern food procurement 

practices in Dar es Salaam and Tanzania is problematic (2005). Categorically separating 

informal and formal economies in food security discourse masks the complex environments 

in which food access is negotiated. In Dar es Salaam, a true formal food procurement 

economy does not exist (see Appendix E, F, G, J, M); the economic environment has become 

a hybridized landscape in which food access is negotiated by multiple stakeholders who 

situate themselves within both formal and informal settings. Therefore, distinctly 

conceptualizing economic activities as formal or informal falsely represents the reality of the 

situation. In creating the retail landscape within discourse, and the ways in which farmers, 

suppliers, and consumers negotiate their roles within it, there should not be a sole reliance on 

large formal retail as the only means of ensuring food security. 

 

Cultural Resistance to Modern Food Retailing 

Modern retailers in Dar es Salaam struggle to meet the demands of the majority of 

Tanzania’s population. In fact, many supermarkets do not even attempt to meet local 

Tanzanians’ demands (see Appendix E, F, M). While income and socio-economic status 

remain central barriers for most Tanzanian people, even those who have access to 

supermarkets may choose to shop elsewhere. To provide context, Miriam is a 37-year-old 

successful businesswoman currently living in the Kunduchi neighbourhood of Dar es Salaam. 

Despite her comfortable financial situation and having easy access to supermarkets, Miriam 

still prefers to purchase her groceries at a local butcher shop and the Kariakoo market, the 

hub for food wholesalers in Dar es Salaam. She prefers to shop here for multiple reasons, one 

of which is the ability to buy in bulk. Also, Miriam feels that shopping at the Kariakoo 

markets supports domestic farmers, domestic procurement, and thus the domestic economy. 

When she does shop at a supermarket, she goes to the locally owned supermarket “Mbezi 

Fresh,” where she knows her purchases are still supporting Tanzania's economy. Even with 

the convenience of a one-stop supermarket in close proximity to her house, she chooses to 

buy her food from various specialized wholesalers; this is a reflection of cultural norms that 

do not favour the modern food retail industry. 

 For supermarkets to capitalize on local middle-class consumers, they need to 

recognize the barrier of cultural resistance to supermarket shopping. Local consumers have 

differing food consumption habits and standards with respect to food quality and 

presentation. Of the nine supermarkets observed, locally owned Mbezi Fresh Supermarket is 
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the only to stock sorghum, which is considered a traditional Tanzanian staple (see Appendix 

G). In recognising distinct Tanzanian standards of food quality, some supermarkets cater their 

supply of products to a wider customer base and procure and present the food accordingly. As 

an example, Game’s Marketing and Promotions Manager is sourcing domestically grown 

oranges, despite the fact that their presentation is not up to the standards of more developed 

countries, similar to his home country of South Africa. He sources these 'less presentable' 

oranges, as by Tanzanian standards they are perfectly acceptable. The Marketing and 

Promotions manager at Game is also stocking un-curated and bloody meat because it is 

culturally seen as being fresher and of better quality. This is not the case in many formalized 

food retail systems, but in Tanzania, culture may be shaping new norms for what is stocked 

on the shelves at supermarkets. 

 As a result of a cultural resistance to supermarkets and this 'Western way' of shopping, 

Game has to manage their branding strategies carefully (see Appendix F). The company is 

owned by the highly successful multinational retail corporation Wal-Mart, based in the 

United States of America. Since Wal-Mart bought Game, management is hesitant to change 

the supermarkets’ name to Wal-Mart in fear of decreased sales and vandalism (see Appendix 

F). The Marketing and Promotions Manager argued that Western ties can be bad for business, 

and therefore branding has remained the same for the mean time (see Appendix F). 

Supermarket’s and the Rural Poor: How Smallholder Farmers Can Benefit 
Many supermarkets in Dar es Salaam are looking to procure domestically to reduce 

international transit costs, as well as importation fees and paperwork (see Appendix E, F, G, 

H, J, M). Currently, the food procurement system in Tanzania is widely informal. This not 

only hinders the growth of farm production, but also affects the ways supermarkets source 

their products; both of these directly impact smallholder farmers in rural Tanzania. 

  Government tax incentives have been implemented to stimulate investment in 

agricultural development, which may benefit economies in rural communities and Tanzania’s 

food security as a whole (Kawa, 2007). With these government incentives being offered, 

large corporations are encouraged to acquire land where smallholder farmers base their 

livelihoods. While this encourages development and efficiency within the agriculture 

industry, it is negatively impacting smallholder farmers’ livelihoods and chances of survival 

within the formalizing food procurement system (Larsen, 2012). 

Supermarkets are also playing an increasing role in the income security of smallholder 

farmers. Five out of eight supermarket interviewees stated that sourcing domestic products is 

less expensive, therefore making it the preferred procurement method if both the quantity and 

quality of products is up to standard (see Appendix E, F, G, J, M). Domestic sourcing would 

add additional demand for smallholder farmers’ products as long as they remain competitive 

within the agriculture industry, creating potential for increased overall income for the poorest 

demographic in Tanzania. 

The way agricultural developments transpire and the ways in which supermarkets 

source their perishables will determine whether or not smallholder farmers will benefit from 

the increasing demand. There is opportunity for supermarkets to engage in private funding 

and become directly involved with their product sourcing. The Branch Manager at Food 

Lovers Market discussed the possibility of working in partnership with the government to 
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develop smallholder farming practices in order to better serve the supermarket’s needs in the 

future (see Appendix E). However, the government has been difficult to communicate with 

and the supermarket is struggling to begin negotiations.  

 

Research Limitations 
Although the current research study has reached its aims, there were several 

limitations that future researchers should seek to improve upon. First, due to time restraints, 

the sample size of both supermarket chains and individuals households is small. Therefore, 

the study should have involved more participants in the two sample sizes to better generalize 

the results to their larger groups. Second, the sampling techniques used for the selected 

groups were not random. For supermarkets, it was difficult to acquire up-to-date information 

on the larger testing group because the emergence of supermarkets in Dar es Salaam is rapid 

and ongoing. For individual households, the participants were based on socio-economic 

statuses that were not formalized, but founded on generalizations and personal relationships. 

Consequently, the researchers’ selection process of both groups of interest was not spatially 

distributed throughout Dar es Salaam. Thus, these sampling methods run the risk of not 

properly representing the larger groups of interest. 

The third limitation was the credibility of the respondents. Given an interest in 

protecting the image of the supermarket, the supermarket interviewees may have felt 

pressured to give politically correct responses in the survey, causing their answers to possibly 

be insignificant. The case study respondent’s credibility may also be questionable; Tanzanian 

social norms consist of sharing minimal information about their personal life to prevent 

outsiders from knowing their socio-economic status. In addition, even though a translator was 

used during one of the case studies, language could have been a barrier in each personal 

interview, which would limit the respondent’s ability to answer accurately. 

The fourth and final limitation is the researchers’ bias. In this study researchers 

conducted all interviews and observational data collection following survey questions and 

formalized quality scales. However, despite the measures taken to limit bias, it is still 

possible for the researchers’ own perceptions to influence their interpretation of the 

information being gathered. For instance, when evaluating the quality and level of 

sanitization in high-end supermarkets, the researchers followed a set of standards that could 

have been skewed by their conceptualizations. The recorded data was based on a social 

science perspective of four different individuals. It is unavoidable that the study contains a 

certain degree of subjectivity. 

 

Conclusion  
Supermarkets in Dar es Salaam are evidence of an expanding food procurement 

system, and although this food procurement system is expanding, it remains widely informal 

and unstandardized. As it continues to expand, the modern food retail industry increasingly 

caters to the domestic standards of an emerging middle class. This growing demographic and 

modern food retail economy creates opportunities within the domestic agriculture industry, 

but those who stand to benefit may not be rural smallholder farmers. The Tanzanian food 

procurement system needs to be streamlined in order to lower the costs of food products for 
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consumers and increase overall food security. The development of a modern food 

procurement system can either be an opportunity or risk for smallholder farmers, depending 

on how policy actors manage this transition. 

If poverty reduction and development from the bottom are policy priorities, then food 

procurement development should be directed towards supporting rural farming communities 

in their autonomous efforts to access the emerging supermarket economy. Throughout this 

transitional phase of Tanzania's food procurement system, agricultural land acquisition is 

occurring at an increasing rate, which can leave smallholder farmers food insecure and 

without livelihoods. Effective policies addressing emerging issues are predicated on holistic 

constructions of food security discourse that is inclusive of modern food retail diffusion into 

the country. Central to the issue of food security in Tanzania is the notion that the informal 

food procurement system is insecure and does not have the capacity to compete with the 

liberalized and globalized market. The development of an efficient, effective, and equitable 

agricultural marketing system is a prerequisite for fostering market-oriented contribution to 

income generation and poverty reduction within Tanzania's rural communities, where 80% of 

the population below the poverty line reside. Despite national efforts in agriculture 

development, the bridge between domestic cultivation and supermarket shelves has yet to be 

formally constructed. There remains vast potential in empowering the 75% of Tanzanians 

whose source of income is predicated on a prosperous domestic food procurement industry; 

yet, this potential will only be utilized if actors at all levels of the policy system are well 

informed when making policy decisions. 

In ensuring smallholder farmers stand to benefit from the exponential growth of a 

supermarket economy in Dar es Salaam, four fundamental and interconnected policy 

platforms must be encouraged. First, policy must continue to promote public and private 

sector investment strategies. This involves emphasis on public investments in various 

infrastructures and technology related areas of relevance to agriculture, as well as the 

selective use of trade policies to support and complement domestic investment programs. 

Thus policy spaces in the form of tariff flexibility should allow developing countries to 

support domestic investments. 

Second, barriers to market access must be deconstructed through interventions on 

improving rural infrastructure and the development of trade-related capacity. This involves 

the availability and quality of roadways and their maintenance. By improving the availability 

and quality of roadways and maintenance in both rural and urban Tanzania, farm gate to 

market trade will be greatly improved. This will provide smallholder farmers with market 

outlets while also providing supermarkets with economically viable domestic sourcing 

strategies. 

Third, if smallholder farmers are to compete in an increasingly capitalist system of 

ownership and trade, then it is imperative that their land tenure rights are recognised and 

protected. To protect their livelihoods in an increasingly capitalist system, the current practice 

of informal customary rights of occupancy must transition into a capitalist system of land 

ownership. This process requires land tenure to be formalized through institutional 

recognition on all levels of the government structure, with intercommunication between 

them. Further, it involves education within rural communities on their rights of ownership 

and general knowledge in navigating the institutional system in the event of dispute. Only 
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then will smallholder farmers be protected from forced displacement and be able to capitalize 

on the emerging opportunities in modern food procurement systems. 

Last, and most importantly, policy should seek to balance the distribution of wealth in 

favour of rural smallholder farmers. The appropriate policy response would be improved 

access to financial services, technology transfer, and asset building programs to produce 

economies of scale. In the end, access to financing will ultimately make the leap to 

industrialised agriculture feasible for smallholder farmers in Tanzania, in turn bridging the 

gap between their cultivation and the supermarket. 

The problem construction of these issues and the forthcoming phases of policy 

formulation should be based on stringent research. Thus, it is necessary for future QES and 

other researchers to explore the factors influencing the state of food security in Dar es 

Salaam, Tanzania, and East Africa as a whole. Future research should seek to clarify best 

practices in land policy and sustainable food systems through analysing (i) smallholder 

farmers' relationships with emerging modern retail markets and informal markets in how they 

are managing a procurement system in transition; (ii) suppliers relationships with emerging 

retail markets and informal markets in how they are managing a formalizing food 

procurement system; (iii) the degree to which and in what manner informal markets are 

struggling to compete with an emerging modern food retail market; (iv) socio-economic and 

cultural factors determining consumer shopping patterns and how modern and informal food 

retailers adapt to supply these demands; and (v) current national policies and their 

implications on the development of agriculture and rural livelihoods, transportation 

infrastructure, and retail procurement strategies. The results of this study provide an 

important first step in understanding key facts and trends driving market changes in Dar es 

Salaam’s transitioning food procurement system, a baseline to compare future research 

results, and several significant questions for QES and the broader academic community to 

examine in the future. 
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Appendix A: Formal Letters of Intent 
 

ARDHI UNIVERSITY 
 

INSTITUTE OF HUMAN SETTLEMENTS STUDIES (IHSS) 

Telephone: (255-022) - 22771272,                                 P.O Box 35124 
2775004, 2772291/2                                  Dar es Salaam 
Fax: (255-022) – 2775448, 2775479                    email: dihss@aru.ac.tz 
Telegrams: ARDHICHUO                 website: http://www.aru.ac.tz  
 

Our Ref: IHSS/ARU/780/SF 10        Date: 30th May, 2015 

The Manager, 
________ Supermarket, 
Dar es Salaam 
 
RE: STUDY ON THE PERISHABLE FOOD CHAINS AND SYSTEMS IN DAR ES SALAAM SUPERMARKETS 
       AND LOCAL RETAIL OUTLETS 
 

Since 2011 Ardhi University (ARU) and the University of the Fraser Valley (UFV) in Canada 
have been collaborating in various research and graduate training activities. These activities were 
and are still sponsored by the Association of University in Canada and the Queen Elizabeth Scholar 
Award of Canada. 

This year three students from ARU (Institute of Human Settlements Development) and their 
four counterparts from UFV in Canada are required to work on the study of “Food chains in large, 
medium and small perishable food outlets and inlets in Dar es Salaam. This is a follow up study which 
will ultimately be compared with a similar study which was carried out in Kenya last year.” The study 
will focus on issues such as the origin and transport system of perishable food stuff; how they are 
stored; who are the main actors and their roles; links between the various types of perishable food 
sellers; and the key challenges the food chain system is facing, etc. Ultimately, it will also evolve 
possible policy action areas to improve the performance of the perishable food chain system in the 
country. The study will commence next week, beginning of June. The students will spend only a few 
minutes at each store/ study area. 
I am therefore writing to request you to support the students working on this very important 
subject. We thank you in advance for your cooperation and support. 
 
Sincerely, 
 

Dr. Lupala, J. 
Director Institute of Human settlements Development, 
For Vice Chancellor 
Ardhi University

mailto:dihss@aru.ac.tz
http://www.aru.ac.tz/
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Appendix B: Observational Market Survey 
 

  

ARDHI UNIVERSITY 
UNIVERSITY OF THE FRASER VALLEY 

 
URBAN FOOD SYSTEMS PROJECT - MARKET SURVEY - SUMMER 2015 

 
INFORMAL QUESTIONNAIRE FOR SUPERMARKET  

SECTION A – SURVEY CLASSIFICATION 

Questionnaire Code: 
 

Surveyor: 
 

Time Started: 
 

Time Ended: 
 

 

SECTION B - BASIC INFORMATION 

Name of Market: Name of Nearest Market: 

Address: Address: 

Type of Market Retail              Wholesale  Type of Market Retail                    Wholesale  

GPS Coordinates X:                       Y: GPS Coordinates X:                       Y: 

Region: Urban          or         Rural    Region: Urban            or            Rural    

 

SECTION C - MARKET OBSERVATIONS 

1. Is the market infrastructure permanent or temporary? 
 

2. Describe physical infrastructure (e.g. type of floor, type of roof, stalls or bunks for displaying products). 

3. Describe the general state of the market (drainage, garbage, water, and sanitation). 
 . 

4. Describe market. 

5. Rental price of surrounding neighborhood. 
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SECTION D - FOOD ANALYSIS 

A) Food item B) Unit 

sized 

priced 

C) Price 

(Shillings) 

D) Food 

source 

(Location) 
 

1: Local 
2: Import 

3: Not 

Available (N/A) 

E) Packaged 
 

 

 
1: Yes 

2: No 

F) If packaged 

describe 
 

 

1: Unit sized priced 
2: Price 

3: Food source (Location) 
4: Quality 

G) Quality 

of produce 

(Scale 1- 5) 
 

1: Very Poor 
2: Poor 

3: Decent 

4: Good 
5:Very Good 

H) Organic option 
 

 

 
 

1. Yes 

2. No 
3. Not Available (N/A) 

Fruits and 

Vegetables 

       

1. Apples 
Specify: 

   
 

 

 1.  ______________ 
2.  ______________ 

3.  ______________ 

4.  ______________ 
 

1.  
2.  

3.  

4.  
5.  

 
 

 

2. Avocado    

 

 

1.Yes  1.  ______________ 

2.  ______________ 
3.  ______________ 

4.  ______________ 

 

1.  

2.  
3.  

4.  

5.  

 

 
 

3. Cabbages    

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

5.  

 

 

 

4. Capsicum 
(pepper) 

   

 

 

 1.  ______________ 

2.  ______________ 
3.  ______________ 

4.  ______________ 

 

1.  

2.  
3.  

4.  

5.  

 

 
 

5. Carrots    

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

5.  

 

 

 

6. Cassava    

 

 

 1.  ______________ 

2.  ______________ 
3.  ______________ 

4.  ______________ 

 

1.  

2.  
3.  

4.  

5.  

 

 
 

7. Coconuts    

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

5.  

 

 

 

8. Green 

Bananas 

   

 

 

 1.  ______________ 
2.  ______________ 

3.  ______________ 

4.  ______________ 
 

1.  
2.  

3.  

4.  
5.  

 
 

 

9. Okra 

 

   

 

 

1.Yes  1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

          

 

 

 

10. Onions 
Specify: 

   

 

 

 1.  ______________ 
2.  ______________ 

3.  ______________ 

4.  ______________ 
 

1.  
2.  

3.  

4.  
5.  

 
 

 

11. Oranges    

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

5.  

 

 

 

12. Pineapples    

 

 

 1.  ______________ 
2.  ______________ 

3.  ______________ 

4.  ______________ 
 

1.  
2.  

3.  

4.  
5.  

 
 

 

13. Potatoes    

 

 

 1.  ______________ 

2.  ______________ 
3.  ______________ 

4.  ______________ 

 

1.  

2.  
3.  

4.  

5.  
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14. Ripe 

Bananas 

   

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 

4.  ______________ 

 

1.  

2.  

3.  

4.  

          

 

 

 

SECTION D - FOOD ANALYSIS (CONTINUED) 

A) Fruits and 

Vegetables 

 

B) Unit 

sized 

priced 

C) Price 

(Shillings) 

D) Food 

source 

(Location) 
 

1: Local 
2: Import 

3: Not 

Available (N/A) 

E) Packaged 
 

 

 

1: Yes 
2: No 

F) If packaged 

describe 
 

 

1: Unit sized priced 
2: Price 

3: Food source (Location) 

4: Quality 

G) Quality 

of produce 

(Scale 1- 5) 
 

1: Very Poor 
2: Poor 

3: Decent 

4: Good 
5:Very Good 

H) Organic option 
 

 

 

 
1. Yes 

2. No 
3. Not Available (N/A) 

15. Spinach    

 

 

1.Yes  1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

5.  

 

 

 

16. Squash 
(Butternut) 

   

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 

4.  ______________ 
 

1.  

2.  

3.  

4.  
          

 

 

 

17. Sweet 

potatoes 

   

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

          

 

 

 

18. Tomatoes    

 

 

 1.  ______________ 
2.  ______________ 

3.  ______________ 

4.  ______________ 
 

1.  
2.  

3.  

4.  
5.  

 
 

 

19. Watermelon    

 

 

 1.  ______________ 

2.  ______________ 
3.  ______________ 

4.  ______________ 

 

1.  

2.  
3.  

4.  
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SECTION D - FOOD ANALYSIS (CONTINUED) 

A) Grains and 

Pulses 

B) Unit 

sized 

priced 

C) Price 

(Shillings) 

D) Food 

source 

(Location) 

 
1: Local 

2: Import 
3: Not 

Available 
(N/A) 

E) Packaged 

 

 
 

1: Yes 
2: No 

F) If packaged 

describe 

 
 

1: Unit sized priced 
2: Price 

3: Food source 

4: Quality 

G) Quality 

of produce 

(Scale 1- 5) 
 

1: Very Poor 
2: Poor 

3: Decent 

4: Good 
5:Very Good  

H) Organic Option 

 

 

 
1. Yes 

2. No 
3. Not Available (N/A) 

1. Dry Maize    

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

          

 

 

 

2. Green Beans    

 

 

 1.  ______________ 

2.  ______________ 
3.  ______________ 

4.  ______________ 

 

1.  

2.  
3.  

4.  

          

 

 
 

3. Green Maize    

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 

4.  ______________ 

 

1.  

2.  

3.  

4.  
          

 

 

 

4. Green Peas    

 

 

1.Yes  1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

          

 

 

 

5. Groundnuts 
(Cashews) 

   

 

 

 1.  ______________ 

2.  ______________ 
3.  ______________ 

4.  ______________ 

 

1.  

2.  
3.  

4.  
          

 

 
 

6. Lentils    

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  

          

 

 

 

7. Rice    

 

 

 1.  ______________ 

2.  ______________ 
3.  ______________ 

4.  ______________ 

 

 

1.  

2.  
3.  

4.  

          

 

 
 

8. Sorghum    

 

 

 1.  ______________ 
2.  ______________ 

3.  ______________ 

4.  ______________ 

 

1.  
2.  

3.  

4.  
          

 
 

 

9. White Flour    

 

 

 1.  ______________ 

2.  ______________ 

3.  ______________ 
4.  ______________ 

 

1.  

2.  

3.  
4.  
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SECTION D - FOOD ANALYSIS (CONTINUED) 

A) Poultry, Eggs, 

Fish & other 

Animal products 

B) Unit 

sized 

priced 

C) Price 

(Shilling) 

D) Food source 

(Location) 
1: Local 

2: Import 
3: Not Available (N/A) 

E) Quality of produce (Scale 1- 5) 
1: Very Poor 

2: Poor 

3: Decent 
4: Good 

5:Very Good  

F) Organic Option 
1. Yes 

2. No 

3. Not Available (N/A) 

1. Beef 
Specify:      T-Bone 

   

 

 

1.  
2.  

3.  

4.  
          

 
 

 

2. Chicken 
Specify:      Whole 

   

 

 

1.  

2.  
3.  

4.  

          

 

 
 

3. Chicken 
Specify:      Breast 

   

 

 

          
2.  

3.  

4.  
          

 
 

 

4. Egg    

 

 

1.  

2.  
3.  

4.  

          

 

 
 

5. Fish 
Specify:   Tuna filet    

   

 

 

1.  
2.  

3.  

4.  
          

 
 

 

6. Milk 
Specify:      Carton 

   

 

 

1.  

2.  
3.  

4.  

          

 

 
 

7. Mutton/ Lamb 
Specify:    Chop ribs 

   

 

 

1.  

2.  

3.  
4.  

          

 

 

 

8. Pork 
Specify:    Chops   

   

 

 

1.  

2.  
3.  

4.  
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Appendix C: Formal Interview Survey 

ARDHI UNIVERSITY AND THE UNIVERSITY OF THE FRASER VALLEY 
 

URBAN FOOD SYSTEMS PROJECT - MARKET SURVEY - SUMMER 2015 

QUESTIONNAIRE FOR SUPERMARKET EMPLOYER/EMPLOYEE 
 

Section A 
(To be completed by the data analyst) 

 
A1. What is the name of the market? 
 
             …...................................................... 

 

A2 Questionnaire Code: 
 
 
 

Surveyor: Time Started: Time Ended: 

 

Section B 
To be completed by Market employer/employee respondent 

 
1. What is your position/role in the supermarket? 
 

                …..................................................... 
 
2. What is your gender?  
 
                 A) Male   □    B) Female   □ 
 
3. What is your age?   
 
                 A) Under 18   □             B) 18-35   □      C) 35-55   □         D) Over 55   □ 
 

4. How long have you been employed at this supermarket? 
 
                 …...................................... 
 
5. Is this the business' property or is it rented? 
 
                  A) Owned   □      B) Rented   □  If rented, how much do you pay? …....................................... 
 

6. When was the market established? 
 

                  ….............................................. 
 

7. Why did you locate the supermarket here? 
 

                 Please explain:  
 

 

 

8. Hours of operation: 
             Mon: __ to __          Tues:  __ to __         Wed: __ to __          Thurs:  __ to __          Fri:  __ to __         Sat:  __ to __         Sun:  __ to __  
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B6 A) What produce do you 
sell? 
 
Check ALL that apply. 

B) What is the source of the 
produce? 
 
Please specify LOCATION 
to the best of your ability. 

C) Does the source of the produce 
vary with supply? 
 
If checking YES, please specify the 
PEAK season and LOW season. 

D) How does the produce get to this 
market? 
 
Check ALL that apply. 

  
 
1)  Top Red Apples □ 
 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 
 

  
 
2)  Avocado             □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
3)  Cabbages           □ 
 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
4)  Capsicum            □ 
     (peppers) 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
5)  Carrots                 □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
6)  Cassava                □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
7)  Coconuts              □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
8)  Green Bananas     □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
9)  Okra                      □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
10)  Red Onions         □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 
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B6 A) What produce do you 
sell? 
 
Check ALL that apply. 

B) What is the source of the 
produce? 
 
Please specify LOCATION 
to the best of your ability. 

C) Does the source of the produce 
vary with supply? 
 
If checking YES, please specify the 
PEAK season and LOW season. 

D) How does the produce get to this 
market? 
 
Check ALL that apply. 

  
 
11)  Oranges               □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
12) Pineapples            □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
13) Potatoes               □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
14) Ripe Bananas       □ 
 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
15) Spinach                □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
16)  Squash                □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
17) Sweet Potatoes    □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
18) Tomatoes             □ 
 
 
 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 

  
 
19) Watermelon          □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □  B) Boat/Ship □  
C) Truck □   D) Train □    E) Hand Cart  □ 
F) Other □   If so specify please __________ 
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B7 A) What grains and 

pulses do you sell? 
 
Check ALL that apply. 

B) What is the source of the 
grains/pulses? 
 
Please specify LOCATION 
to the best of your ability. 

C) Does the source of the 
grains/pulses vary with supply? 
 
If checking YES, please specify the 
PEAK season and LOW season. 

D) How are the grain/pulse products 
transported to the market? 
 
Check ALL that apply. 

  
 
1) Dry Maize                 □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
2) Green Beans           □ 
 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
3) Green Maize           □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
4) Green peas            □ 
 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
5) Cashews                □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
6) Lentils                    □ 
 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
7)  Rice                       □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
9) Sorghum                 □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
10) White Flour            □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 
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B8 A) What meat/egg 
products do you sell? 
 
Check ALL that apply. 

B) What is the source of the 
meat/eggs? 
 
Please specify LOCATION 
to the best of your ability. 

C) Does the source of the meat/eggs 
vary with supply? 
 
If checking YES, please specify the 
PEAK season and LOW season. 

D) How are the meat/egg products 
transported to the market? 
 
Check ALL that apply. 
 
 

  
 
1) Beef                        □ 
    (T-Bone Steak) 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………... (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
2)  Whole Chicken       □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
3) Chicken Breasts     □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
4) Eggs                       □ 
 
 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: ….................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
5) Lamb                      □ 
    (chop ribs) 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
6) Milk (carton)           □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
7) Pork Chops           □ 

 
 
…………………………… 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
8) Fish                       □ 
If so specify please ________ 

 
 
…..................................... 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 

  
 
9)Seafood                 □ 
If so specify please ________    

 
 
…..................................... 

Yes   □                  No   □ 

PEAK season: ……………… (month) 

LOW season: …................... (month) 

 
A) Plane  □ B) Boat/Ship □  
C) Truck □  D) Train □  E) Hand Cart  □ 
F) Other □   If so specify please ________ 
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Section C 
 
1. What percentage of your produce products are from Tanzania? 
 
          A) 0-20%   □  B) 21-40%   □  C) 41-60%   □  D) 61-80%   □  E) 81-100%   □ 
 
2. What percentage of your grain/pulse products are from Tanzania? 
 
          A) 0-20%   □  B) 21-40%   □  C) 41-60%   □  D) 61-80%   □  E) 81-100%   □ 
 
3. What percentage of your meat/ egg products are from Tanzania? 
 
          A) 0-20%   □  B) 21-40%   □  C) 41-60%   □  D) 61-80%   □  E) 81-100%   □ 
 
4. How often do you discard your waste? 
          
         A) Everyday   □  B) Every other day   □ C) Once a week   □ D) Other   □      If other, please specify: …........................ 
 
5. What percentage of your perishable products are discarded? 
 
        Please Specify: ……………………………. 
 
6. Do your perishable transport vehicles use cooling units? 
 
         A) Yes   □  B) No   □  
  
         If YES, please specify ALL that apply:        C) Refrigeration   □        D) Freezer   □  E) Other   □ 

 
7. How do you store your perishables overnight? 
 
         A) On the shelf  □    B) In the fridge  □           C) In the freezer  □       D) Other  □      If other, please specify: ….............................. 
 
8. How do you discard your waste? 
 
          A) Garbage   □  B) Compost   □  C) Other   □ If other, please specify:   ..................................................... 
 
9. What gender are most of your customers? 
 
           A) Female   □  B) Male   □     C) Equal   □ 
 
10. What is the socio-economic class of most of your customers? 
 
          A) Lower class   □         B) Middle Class   □        C) Upper Class   □    D) Other   □         If other, please specify:  ….................................. 
 
11. What ethnic groups are your most common customers? Check all that apply. 
 
          A) African  □       B) Caucasian  □   C) Asian  □       D) Latino  □        E) Arab  □      F) Other   □      If other, please specify: ............................. 
 
12. What age are most of your customers? 
 
         A) Under 18   □             B) 18-35   □      C) 35-55   □         D) Over 55   □  
 

13. List the top three most pressing challenges you face in this market:  
  A) 

 

  B) 
 
  C) 
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14. What suggestions do you have for addressing the challenges you listed above: 
     A) 

 
  B) 

 
  C) 

 

15. There have been unconfirmed arguments that the quality of local vegetable, grains, and meat products are not up to standards. 
      What are your views on this issue?  

 

 

 

 
16. What do you think are the major challenges that prevent your supermarket from buying more local products? 

 

 

 

 

 

 

17. Does the supermarket have any future plans? 
 
      If so please specify: 
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Appendix D: Case Study Survey 

 

  
URBAN FOOD SYSTEMS PROJECT 

CASE STUDY SURVEY 2015 
 

QUESTIONNAIRE FOR INDIVIDUAL CASE STUDY 
Section A - (To be completed by the data analyst) 

QUESTIONNAIRE CODE: SURVEYOR: TIME STARTED: TIME ENDED: 

 

Section B – RESPONDENT BACKGROUND INFORMATION 
Secti  

Name   

Age  

Ethnicity/ race  

Gender  

Profession  

Marital Status  

Amount of Dependents  At Home:                                       Other: 

Location of Residency  

How long have you lived in this area? 
(months/years) 

 

What is your monthly, weekly, or annual 
income? (optional) 

 

 

Section C - RESPONDENT FOOD HISTORY 
BRIEF DESCRIPTION OF USE OF FOODS 

1. On average, how many meals 
a day do you or your household 
prepare/ consume at home?  
 
 
 
 

2. On average, how 
many meals a day 
do you or your 
household 
consume outside 
of your home? 

3. How many 
people/ 
dependents are 
the meals 
prepared for?  

 
 

4. Where do you do the 
majority of your shopping? 
 
 
 

A) High-end Supermarkets   ☐ 

 

B) Informal markets              ☐ 

 

C)Roadside stands               ☐ 

5. How many times a 
week does your 
household purchase 
perishable foods?  
 

A) Produce   ☐: __ 

 

B) Meats       ☐: __ 

 

C) Grains      ☐: __ 
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C6 

A) What produce do you 
purchase?  

B) Is your produce 
purchased or grown by 
yourself/ a family 
member? 

C) Where is your 
produce purchased 
or grown? 
   

D) Do you 
purchase this 
produce all year 
round? 

E) What mode of transport do you most frequently use to buy your produce?  
 

Check ALL that apply 
1.Purchased 2.Grown 

Please write 
LOCATION below. 

 
1. Yes 

 
2. No 

Check ALL that apply:  
1.Walk             2.Drive             3.Dala Dala          4.Biiaji/Taxi          5.Other 

1. Apples                         ☐           

2. Avocados                    ☐           

3. Cabbage                     ☐           

4. Capsicum (pepper)     ☐           

5. Carrots                        ☐           

6. Cassava                      ☐           

7. Coconuts                    ☐           

8. Green banana            ☐           

9. Okra                           ☐           

10. Onions                     ☐           

11. Oranges                  ☐           

12. Pineapple                ☐           

13. Potatoes                  ☐           

14. Ripe Banana           ☐           

15. Spinach                   ☐           

16. Squash (butternut)  ☐           

17. Sweet Potatoes       ☐           

18. Tomatoes                ☐           

19. Watermelon            ☐           

20a. If other, please specify:           

20b. If other, please specify: 
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C7 

A) What grains and pulses 
do you purchase?  
 

 B) Are your grains and 
pulses purchased, or 
grown by yourself/ a 
family member? 

C) Where are your 
grains and pulses 
purchased or grown? 
 
 

D) Do you purchase 
these grains and 
pulses all year? 
 

E) What mode of transport do you use to buy your grains and pulses?  
 
            

Check ALL that apply 1.Purchased 
 

2.Grown 
 

Please write 
LOCATION below. 

1. Yes 2. No Check ALL that apply: 
1.Walk              2.Drive        3.Dalla Dalla      4.Bijaji/Taxi            5. Other 

    

1. Dried Maize                   ☐           

2. Green Beans                 ☐           

3. Green Maize                 ☐           

4. Green Pea                    ☐           

5. Groundnuts (cashews) ☐           

6. Lentils                           ☐           

7. Rice                               ☐           

8. Sorghum                       ☐           

9. White Flour                   ☐           

10a. If other, please specify: 

 

          

10b. If other, please specify: 

 

          



62 
 

 

 

 
C8 

A) What meat/egg 
products do you purchase?  

B) Are your meat/egg 
products grown or 
purchased? 

C) Where are your 
meat/egg products 
purchased or grown? 

D) Does the source of 
your meat/egg products 
vary with season? 

E)  What mode of transport do you use to buy your meat/egg products? 
 
 

 
Check ALL that apply. 

1. Purchased 
 

2. Grown 
 

Please Write 
LOCATION below. 

1. Yes 2. No Check boxes that apply. 
1.Walk             2.Drive          3.Dalla Dalla    4.Bajaji/Taxi      5.Other 

 

1. Beef                            ☐ 

Specify form: 

  
 

 
 

 

 
 
 

     

2. Chicken                       ☐ 

Specify form: 

          

3. Eggs                           ☐           

4. Fish                             ☐ 

Specify type:  

          

5. Milk                             ☐ 

Specify form: 

          

6. Mutton/ Lamb              ☐ 

Specify form:  

          

7. Pork                            ☐ 

Specify form: 

          

8a. If other, please specify: 

 

          

8b. If other, please specify: 
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Section D – RESPONDENT QUESTIONNAIRE 
 

1. What percentage of all your food products are from Tanzania? 
 

a. 0-20% □              b.   21-40% □           c.    41-60% □       e.    61-80% □    f.    81-100% □  
 

2. How do you store your perishables (produce and meat/egg) overnight?  
 

a.  On the shelf □            b.    In the Fridge □        c.    In a freezer □        d.    Other □   (Please specify) …………… 

 
3. How do you discard your waste?  
 

a. Garbage □                   b.    Compost □                 c.    Other □    (Please specify) ………………….. 

  
  4. What percentage of your food do you or your family members grow? 
  

a. 0-20% □              b.    21-40% □           c.    41-60% □        d.    61-80% □       e.    81-100% □ 

 
  5. What percentages of your meals come from local food stands/restaurants?  

 

a. 0-20% □             b.    21-40% □            c.    41-60% □       d.    61-80% □        e.    81-100% □ 

 
  6. If you grow your own produce, grains, or meat/egg at home, why do you choose to do this? 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 

If applicable, please specify: 
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Appendix E: Food Lovers Market 
 Basic Market Information:  

 

Market Observations: 

 

 

 

 

Formal Interview Results: 
Interviewee Information 

Position/ role Manager 

Gender Male 

Age  Over 55 

Length of 
employment  

1 month 

The three most pressing challenges the supermarket is facing: 
1. Untrained staff (high turnover due to theft) 

2. Product importation paper work 

3. Local quality of products (30% turned away and refrigeration problems) 
 

Suggestions for addressing the challenges listed above: 
1. Need to allow more people into the country with experience 

2. New logistic agent to start importation from Europe 

3. Communication with local farmers, government project to open-up farming for infrastructure, and refrigeration trucks 
 

Opinion on the quality and standard of local vegetables, grains, meat/egg products: 
 

 
    

Major challenge(s) that prevent the supermarket from buying more local products 
 

 
Future supermarket plans: 

Market Information 

Name Food Lovers Market 

Informal questionnaire code O1 

Questionnaire for employer code F1 

Address  Msasani road, Oyster Bay 

Type  Retail 

GPS coordinates X:039˚14.564’       Y:06˚45.130’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

    Nearest Market Information 

Name Shoppers Supermarket 

Informal questionnaire code O5 

Questionnaire for employer code F5 

Address  Mikocheni 

Type  Retail 

GPS coordinates X:039˚15.755’   Y:06˚46.159’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

Market Information 

Property possession type Owned 

Establishment date May 26, 2015 

Reason for location Demographic purposes 

Hours of operation 9:00am- 9:00pm (everyday) 

Local produce percentage 41-60% 

Local grain/ pulses  percentage 0-20% 

Local meat/ eggs percentage 81-100% 

Method to discard waste Garbage 

Perishable products discarded   2 % 

Perishable storage method 
overnight  

On the shelf (air conditioned room), and fridge 

Perishable transport vehicles use of 
cooling units 

Refrigeration 

Most common customer’s 
demographics 

Gender Female 

Age 31-50 

Socioeconomic 
class 

Upper 
Class 

Ethnicity Expat  and 
Local 

The market has a permanent infrastructure, concrete floors, sheet metal roofing, press board stalls for produce, 

and metal shelving for other products. The market has air-condition, high-quality drainage, garbage, water, and 

sanitation. It is also well indicated and organized, well lit, and has lots of ready to go food. However, the 

supermarket does lack essential baking good.  

Some products are up to standard, but some farm products are not. The farms vary with procedures, which causes the standard of 

quality to be different. Cultivation is different between farms.  

Informal trade is not consistent. There are no proper big farms close to town (all the farms are small). There are no 

warehouses for refrigeration, and refrigeration trucks; therefore, the quality of goods decreases.   

The objective is to expand in Arusha and develop 10 supermarkets. The company wants to work with farmers so 

they only produce products for Food Lovers; therefore, the quality and quantity of goods will increase. The 

supermarket also wants to be self-supplied. 
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*Prices in Tanzanian Shillings. ** Quality on scale of one to five. kg= kilogram, g= gram, pc = piece, pck= package. 
Note Abbreviations: Tanzania (Tz), and South Africa (S.A)  

Produce
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Apple S.A, Tz (North) yes truck or plane n/a X X X 1.5 kg 7000 5

Avocado S.A, Tz ( engorogor) yes truck or plane n/a 1 pc 1200 5 X X X

Cabbages Tz (south), S.A no truck n/a X X X 1 package 2600 5

Capsicum Tz (Engorogoro), S.A yes truck X X X X X X X

Carrots Tz (near Dar) yes truck n/a X X X 1kg 3500 4

Cassava S.A yes truck X X X X X X X

Coconuts Tz no truck n/a 1 pc 950 5 X X X

Green Bananas X X X X X X X X X X

Okra S.A, Tz (south 100km) yes truck or plane n/a X X X 1 package 2500 5

Red onions S.A no truck n/a 1kg 8500 3 X X X

Oranges S.A yes truck n/a 1kg 5500 3 20 pcs 9300 4

Pineapples Tz (north) yes truck n/a 1 pc 2500 5 X X X

Potatoe S.A no truck n/a X X X 2kg 5000 5

Ripe banana Tz (Arusha) no truck n/a 1kg 2200 4 X X X

Spinach Tz (Gorogoro) n/a truck n/a 1 bundle 3600 5 300g 6500 5

Squash Tz (north), S.A yes truck n/a X X X 5 5000 5

Sweet potatoe S.A no truck n/a 1kg 2800 4 1kg 1500 5

Tomatoes S.A, Tz (south) yes truck n/a 1kg 3000 3 6 pcs 2500 3

Watermelon Tz (north) yes truck X X X X X X X

All Not Packaged Packaged

Grain, Pulses
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Dry maize X X X X X X X X X X

Green beans Tz (Dar) no truck n/a 1kg 4800 5 1 bundle 1500 5

Green maize X X X n/a X X X 2 pcs 8500 5

Green peas Tz yes bajaji X X X X X X X

Ground nuts Tz (Dodoma) no truck n/a 100g 6200 5 X X X

Lentils X X X X X X X X X X

Rice Tz (South- 400km) no truck X X X X X X X

Sorghum X X X X X X X X X X

White Flour S.A no truck X X X X X X X

All Not Packaged Packaged

Animal Products

Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality**

Beef (t-bone) Tz (North) S.A no truck n/a 432g 10368 5

Chicken (whole) Tz (Interchic, Kuku poa) no truck n/a 1.172kg 11,603 5

Chicken (breast) Tz (Interchic,Kuku poa) no truck n/a 490g 10868 5

Eggs Tz (Dar) no truck n/a 6pcs 2800 5

Lamb Chop Ribs S.A no plane n/a 290g 9860 5

Milk Tz (Tanga) S.A no truck n/a 1L 3500 5

Pork Chops Tz (N. Kilimanjaro), S.A no truck n/a 352g 5808 5

Fish (multiple) Tz (Dar) no motor bike n/a 446g 9812 5

Seafood (multiple) Tz (Dar) no motor bike X X X X

All Packaged
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Additional Formal Interview Comments:  

- Located on the Peninsula, and in the right area for the specific demographic of people that they are targeting. 

- Prefers to import produce from South Africa 

 By importing from SA, all produce follows the “cold chain.” This means that at all times of transport, 
produce is within cooling units, increasing the overall shelf life of the produce. 

- Typical method of sourcing produce: (1) S.A by truck, (2) locally by truck, then (3) S.A. by air. The transport 
choice is made in regards to the availability of the product in SA or TZ, and also to the weight/size of the product 
itself. (ie. Can’t fly over watermelons, because they are too heavy) 

- Cassava and green bananas are not a big seller, due to the demographic shopping there. 

- Expansion is looking to be done in Arusha, TZ. Food Lovers Market hopes to incorporate all local produce 
grown in Arusha into this new development. High standards of produce will be provided and maintained with the 
partnership and assistance of Food Lovers Market. This collaborative project between Arusha farmers and Food 
Lovers Market aims to benefit both the company of Food Lovers Market, as lower importation costs will be 
avoided with an increase in local produce, as well as provide the local farmers with an improved and steady 
cash income as they become a supplier of this supermarket, eventually creating an economy of scale 
throughout small scale farmers in Arusha. 

- The quality of Tanzanian produce is not up to the standards of this South African chain supermarket. Local 
produce suppliers provide little information on fertilizers, GMOs, irrigation and topsoil used. This makes quality 
unknown. 

- Food Lovers Market has a distribution center and warehouse in Johannesburg, S.A. This warehouse and deep 
freeze provides all Food Lovers Market’s with produce all year. 

- All Food Lovers Market’s lease out their butcher department. This way specific focus is put onto providing 
quality meat products. 

 Typically, 20 tons of beef from SA, and 40 tons of beef from TZ 

- 60% local products – in terms of quantity of produce sold, but 70% imported in regards to money made through 
purchases. 

- Food Lovers Market recovers waste through their use of the products in other ways. (ie. Cut bruise off an apple 
and use it in an apple pie) 

- AC runs all day and night to keep fruit on the shelves fresh. 

- A large issue was inconsistent amounts of produce being provided by local suppliers. Informal traders are not 
consistent, and it was noted that there was no “proper” farms in TZ, as well as no refrigerated warehouses for 
mass storage, and little access to refrigerated trucks for transport. 

- Typically 80% is self-supplied, with 20% of the perishables being purchased from informal markets.
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Appendix F: Game 
Basic Market Information: 

 

Market Observations: 

 

 

 

Formal Interview Results: 
Interviewee Information 

Position/ role Marketing/ 
Promotions 
Manager 

Gender Male 

Age  35 - 55 

Length of 
employment  

10 years 

 

 

The three most pressing challenges the supermarket is facing: 
1. Stock (increase in prices occurring monthly)  

2. Traffic (customers do not want to sit and wait in traffic to purchase cheaper products) 
 

Suggestions for addressing the challenges listed above: 
1. Follow trends and patterns (all competitors experience the same issues; therefore, the problem occurs to all supermarkets at the same 

time). 
 

Opinion on the quality and standard of local vegetables, grains, meat/egg products: 
 
 
 

 
 
Major challenge(s) that prevent the supermarket from buying more local products: 
 
 
 

 
 

Future supermarket plans: 
 

Market Information 

Name Game  

Informal questionnaire code O2 

Questionnaire for employer code F2 

Address  Mlimani City Mall 

Type  Retail 

GPS coordinates X:039˚13.232’       Y:06˚46.356’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

    Nearest Market Information 

Name Nakumatt 

Informal questionnaire code O4 

Questionnaire for employer code F4 

Address  Mlimani City Mall 

Type  Retail 

GPS coordinates X:039˚13.243’  Y:06˚46.365’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available 

Market Information 

Property possession type Rented 

Establishment date November 15, 2006 

Reason for location Demographic purposes and existing infrastructure  

Hours of operation 10:00am- 7:00pm (everyday) 

Local produce percentage 41-60% 

Local grain/ pulses  percentage 61-80% 

Local meat/ eggs percentage 81-100% 

Method to discard waste Garbage 

Perishable products discarded   2 % 

Perishable storage method 
overnight  

Refrigerator and Freezer 

Perishable transport vehicles use of 
cooling units 

Refrigeration and Freezer 

Most common customer’s 
demographics 

Gender Equal 

Age All ages 

Socioeconomic 
class 

n/a 

Ethnicity Mixed and 
Expat  

The market has a permanent infrastructure, tile floors, tar roofing, metal shelving for products, and clean as well as 

nicely swept store. The market is air-conditioned, well lit, organized, clean and nicely swept, and contains a variety 

of products. However, prices are displayed poorly, and there is not a lot of produce.   

Products are up to Tanzanian standards, but on a global standard the quality would be considered poor. Everyone has to adjust to 

the local standards, as the products are considered organic and grown without fertilizer.  

The sourcing of the quality of products is difficult because the farmers are small. The standards of Game’s policies are difficult to 

uphold in Tanzania, due to Tanzania having different standards (eg. a blood filled tray of meat is considered more fresh). 

The supermarket wants to keep above budget and be sustainable. The store has also discussed changing the name to Walmart, 

but concerns surrounding the American image have been raised. 
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*Prices in Tanzanian Shillings. ** Quality on scale of one to five. kg= kilogram, g= gram, pc = piece, pck= package. 
Note Abbreviations: Tanzania (Tz), and South Africa (S.A)  

Produce
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Apple S.A n/a n/a n/a X X X 1.5kg 1200 5

Avocado Tz n/a n/a n/a 1 pc 1000 2 X X X

Cabbages Tz n/a n/a n/a 1 pc 1700 4 X X X

Capsicum Tz (Dar) n/a n/a n/a X X X 5 pcs 3500 5

Carrots Tz (Dar) n/a n/a n/a X X X 1kg 3100 5

Cassava n/a n/a n/a X X X X X X X

Coconuts n/a n/a n/a X X X X X X X

Green Bananas X X X X X X X X X X

Okra n/a n/a n/a n/a X X X 18 pcs 2800 3

Red onions n/a n/a n/a X X X X X X X

Oranges n/a n/a n/a n/a X X X 1kg 8300 3

Pineapples S.A n/a n/a n/a 1 pc 4100 5 X X X

Potatoe S.A n/a n/a n/a X X X 2kg 2800 5

Ripe banana n/a n/a n/a X X X X X X X

Spinach n/a n/a n/a X X X X X X X

Squash X X X n/a X X X 2 pcs 3500 4

Sweet potatoe n/a n/a n/a X X X X X X X

Tomatoes Tz, S.A n/a n/a n/a 1kg 2000 4 700g 2800 3

Watermelon n/a n/a n/a X X X X X X X

All Not Packaged Packaged

Grain, Pulses
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Dry maize Kenya (Nairobi) n/a n/a n/a X X X 400g 2600 5

Green beans n/a n/a n/a n/a X X X 750g 4800 5

Green maize X X X X X X X X X X

Green peas Tz (Dar) n/a n/a n/a X X X 500g 2150 5

Ground nuts Tz n/a n/a n/a X X X 250g 5150 5

Lentils n/a n/a n/a X X X X X X X

Rice Tz n/a n/a n/a X X X 1kg 3100 5

Sorghum X X X X X X X X X X

White Flour Tz (Dar) n/a n/a n/a X X X 2kg 2600 5

All Not Packaged Packaged

Animal Products

Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality**

Beef (t-bone) n/a n/a n/a X X X X

Chicken (whole) Tz n/a n/a n/a 1kg 7,906 5

Chicken (breast) Tz n/a n/a n/a 6 pcs 13900 5

Eggs Tz n/a n/a yes 6 pcs 3000 5

Lamb Chop Ribs n/a n/a n/a X X X X

Milk S.A n/a n/a n/a 1 pc 2900 5

Pork Chops Tz n/a n/a n/a 500g 9500 5

Fish (multiple) n/a n/a n/a X X X X

Seafood (multiple) n/a n/a n/a X X X X

All Packaged
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Additional Formal Interview Comments: 

- Started in 1970, Game has 130 stores located in Africa. Currently, US retail-giant Wal-Mart owns 53% of shares 
in the company 

- Game was situated in Milmani City because of the available layout and retail space. Game stores rent each 
location, and this was the only available built big box store in Dar es Salaam. This building not only allowed for 
adequate floor retail space, but also allowed Game to have its own distribution center in the back of the store, 
where they receive and store products 

- When asking Game if they were aware of which locations their produce were coming from, we were informed 
that most of the sources were unknown. Suppliers withhold the location of origin in order to protect their 
business as the ‘middle man.’ Typically there is 3-4 middlemen within a buying process 

- Transport is all done through refrigerated cooling units in trucks 

- The interviewee noted that Tanzania was about 20-25 years behind development of SA (interviewee was 
previously a manager of a supermarket in SA) 

- “They either don’t grow it, or they don’t grow it properly. The biggest problem is sourcing food.” 

- Wal-Mart is currently trying to figure out logistics of operating in TZ, and after that will look at contacting larger 
companies for sourcing their goods 

- A large problem for Game within Dar es Salaam is traffic congestion and overall location. Game’s targeted 
market is upper-class, who is all generally living in Masaki. Travel time from Masaki to Game is relatively 
unpredictable, leaving many potential customers without a way of accessing the store. This traffic issue also 
requires shipments to be scheduled around the approximant times of traffic congestion within the city. 

- “they should look at composting, it would be a great idea.” – regarding waste management of food waste. 

- Generalized to all classes, although middle class has most buying power 

- In terms of issues of getting products when out of season/un available, Game “goes with the flow” and realizes 
that when they don’t have a product, the chances are their competition doesn’t have it either. 

- On standards: local products are up to TZ standards, not necessarily SA or N.A standards. Different standards 
change throughout different countries, due to different policies, FTA standards, etc. They all follow a different 
scale as to what is “up to standards” 

- Challenges sourcing quantities, NOT quality.  (TZ quality is seen as fine) 

 When only small amounts are brought in during the morning, sometimes they need to restock 
throughout the day 

- Survey was done on customers buying bloody meat vs clean meat. “Bloody meat was better for sales.” Seen as 
fresher to many locals 
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Appendix G: Mbezi Fresh Supermarket 
 Basic Market Information:  

 

Market Observations: 
 

 

 

Formal Interview Results: 
Interviewee Information 

Position/ role Assistant 
Manager 

Gender Male 

Age  18-35 

Length of 
employment  

15 months 

 

 

The three most pressing challenges the supermarket is facing: 
1. Lack of product availability 

2. Good quality produce from suppliers  

3. Competition with other high-end supermarkets 

 

Suggestions for addressing the challenges listed above: 
1. N/A 

2. Always have a back-up supplier, and send back produce that is not up to JK standards. 

3. Always have products in the store 
 

Opinion on the quality and standard of local vegetables, grains, meat/egg products: 
 

 

Major challenge(s) that prevent the supermarket from buying more local products: 
 

 
Future supermarket plans: 
 

Market Information 

Name Mbezi Fresh Supermarket 

Informal questionnaire code O3 

Formal questionnaire code F3 

Address  Mwai Kibaki Road 

Type  Retail 

GPS coordinates X: 039˚17.057’  Y: 06˚44.994’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available 

    Nearest Market Information 

Name Uchumi  

Informal questionnaire code O8 

Formal questionnaire code F8 

Address  Mwai Kibaki Road 

Type  Retail 

GPS coordinates X 039’13’49’’     Y 06’43’’23’’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available 

Market Information 

Property possession type Owned 

Establishment date March 2014 

Reason for location Demand of the area, near main road 

Hours of operation 7:30am – 9:30pm (everyday) 

Local produce percentage 61-80% 

Local grain/ pulses  percentage 61-80% 

Local meat/ eggs percentage 81-100% 

Method to discard waste Garbage 

Perishable products discarded  20% (everyday) 

Perishable storage method 
overnight  

On the shelves and in the fridge 

Perishable transport vehicles use 
of cooling units 

Refrigeration 

Most common customer’s 
demographics 

Gender Equal 

Age 31-50yrs 

Socioeconomic 
class 

Upper class 

Ethnicity Mix 

The market’s infrastructure is permanent and it has metal shelving units. The store is somewhat clean; air circulates well; lighting 

is good; it has an unpleasant aroma; the meat freezer was unthawing and contained blood patches; produce was poorly labelled 

produce; and it is not eye catching.  

It is believed that the quality of local vegetables, grains, and meats are not up to standards. 

Question is not applicable, as all the produce is local. 

The supermarket wants to expand by creating a second floor and opening a branch in Bahari Beach. 
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*Prices in Tanzanian Shillings. ** Quality on scale of one to five. kg= kilogram, g= gram, pc = piece, pck= package. 
Note Abbreviations: Tanzania (Tz), and South Africa (S.A)  

Produce
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Apple S.A yes truck n/a X X X 6pcs 6000 4

Avocado Tz (Dar) yes truck n/a 1pc 1000 5 X X X

Cabbages Tz (Dar,Tanga) no n/a n/a 1pc 2000 3 X X X

Capsicum Tz (Mwanza) no truck n/a 1kg 9000 4 1pcs 3000 4

Carrots Tz (Tanga) no truck n/a 1kg 3000 4 1kg 3000 4

Cassava Tz (Bagainayo,rufiji) yes truck n/a 1kg 1500 4 X X X

Coconuts Tz (Bagainayo,Dar) no truck n/a 1kg 1300 5 X X X

Green Bananas Tz (Morogoro) no truck n/a 1kg 2000 5 X X X

Okra Tz (Rufiji) no truck n/a X X X 1 bunch 1000 4

Red onions Tz (Tanga,Dodoma) no truck n/a 1kg 3500 5 X X X

Oranges Tz (Dar, S.A) yes truck n/a X X X 6 pcs 3500 1

Pineapples Tz (Dar,Bagainayo) no truck n/a 1 3500 5 X X X

Potatoe Tz (Tanga) no truck n/a 1kg 3500 5 X X X

Ripe banana Tz (Morogoro) no truck n/a 1pc 300 n/a X X X

Spinach Tz (Tanga) no truck n/a 1 bunch 500 5 X X X

Squash Tz (Tanga) no truck n/a 1kg 2000 4 X X X

Sweet potatoe Tz (Tanga) no truck n/a 1kg 3000 4 X X X

Tomatoes Tz (Tanga,Morogoro) yes truck n/a 1kg 2300 4 1kg 2300 4

watermelon Tz (Rufiji) no truck n/a 1kg 5000 4 X X X

All Not Packaged Packaged

Grain, Pulses
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Dry maize X X X n/a 1kg 2800 5 1kg 2800 5

Green beans Tz- (Tanga) no truck n/a 1kg 3000 n/a X X X

Green maize X X X X X X X X X X

Green peas Tz- (Dar) no truck X X X X X X X

Ground nuts Tz- (Mtwara) no truck n/a 700g 13,000 5 X X X

Lentils Tz- (Dar) no truck X X X X X X X

Rice India- (mbea) no truck or plane n/a 1kg 4000 5 X X X

Sorghum Tz- (Dar) no truck X X X X X X X

White Flour Tz- (Dar) no truck n/a X X X 1kg 2500 4

All Not Packaged Packaged

Animal Products

Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality**

Beef (t-bone) Tz- (Dodoma) no truck n/a 500g 5500 4

Chicken (whole) Tz- (Dar) no truck n/a 1.5kg 11,000 1

Chicken (breast) Tz- (Dar) no truck n/a 1kg 7000 n/a

Eggs Tz- (Dar) no truck n/a 6 pcs 3200 n/a

Lamb Chop Ribs Tz- (Dodoma) no truck X X X X

Milk supplier no truck n/a 1 pc 3000 1

Pork Chops X X X X X X X

Fish (Tuna Filet) supplier no truck X X X X

Seafood supplier no truck X X X X

All Packaged
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Appendix H: Nakumatt 
 Basic Market Information:  

 

Market Observations: 

 

 

 
Formal Interview Results: 

Interviewee Information 

Position/ role Supervisor 

Gender Male 

Age  18-35 

Length of 
employment  

Over 10 
years 

 

 

 
The three most pressing challenges the supermarket is facing: 

1. Importation of products  

 

Suggestions for addressing the challenges listed above: 
1. Trying to communicate and explain to governing bodies with regard to importation policies. 

 

Opinion on the quality and standard of local vegetables, grains, meat/egg products: 
 

 

 
Major challenge(s) that prevent the supermarket from buying more local products: 
 

 
Future supermarket plans: 
 

Market Information 

Name Nakumatt  

Informal questionnaire code O4 

Questionnaire for employer code F4 

Address  Mlimani City Mall 

Type  Retail 

GPS coordinates X:039˚13.243’       Y:06˚46.365’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available 

    Nearest Market Information 

Name Game  

Informal questionnaire code O2 

Questionnaire for employer code F2 

Address  Mlimani City Mall 

Type  Retail 

GPS coordinates X:039˚13.232’  Y:06˚46.356’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available 

Market Information 

Property possession type Rented                                                $3137 USD per month 

Establishment date July 2014 

Reason for location Opened branches in primary malls 

Hours of operation 8:30am- 8:30pm (everyday) 

Local produce percentage 81-100% 

Local grain/ pulses  percentage 61-80% 

Local meat/ eggs percentage 61-80% 

Method to discard waste Garbage, is taken off shelf every day, and disposed of once a 
week. 

Perishable products discarded   5 % or lower 

Perishable storage method 
overnight  

On the shelf, fridge, and freezer 

Perishable transport vehicles use of 
cooling units 

Produce is not in a cooling unit, but meat products are refrigerated.  

Most common customer’s 
demographics 

Gender Female 

Age 31-50 

Socioeconomic 
class 

Middle 
Class 

Ethnicity Mixed and 
African 

The market has a permanent infrastructure, tile floors, tar roofing, and metal shelving. The market is clean, but it is 

not up to the same standards as the other supermarkets (the floor were dirty and lots of products were not on the 

shelves). The location has good lighting, lots of staff, an odd odor, local produce was not stored in a cooling unit.   

It is a challenge since the products are not up to standard and people will not buy the products that are not good. 

The quality of products and affordable quality brands.    

To have another store in Mwanza and two more in Dar es Salaam. 
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*Prices in Tanzanian Shillings. ** Quality on scale of one to five. kg= kilogram, g= gram, pc = piece, pck= package. 
Note Abbreviations: Tanzania (Tz), and South Africa (S.A)  

Produce
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Apple Tz (Arusha), S.A no truck or plane n/a 1kg 6500 5 6pcs 5000 5

Avocado Tz (Dar,Mongorogoro) yes truck n/a 1pc 800 5 X X X

Cabbages Tz (Dar) no truck n/a 1kg 1600 4 X X X

Capsicum Tz (Dar) no truck n/a 1kg 3800 3 1kg 11500 5

Carrots Tz (Dar) yes truck X X X X X X X

Cassava Tz (Dar) no truck n/a 1kg 4700 5 X X X

Coconuts Tz (Dar) no truck n/a 1pc 1100 5 X X X

Green Bananas Tz (Dar) no truck n/a 1kg 2600 3 X X X

Okra Tz (Dar) no truck X X X X X X X

Red onions Tz (Dar) no truck n/a 1kg 1400 5 X X X

Oranges Tz (Dar) Egypt no truck n/a 1kg 1400 5 1kg 6000 5

Pineapples Tz (Dar) no truck n/a 1pc 3300 5 X X X

Potatoe Tz (Dar) no truck n/a 1kg 2400 5 1kg 2400 5

Ripe banana Tz (Dar) no truck n/a 1kg 1900 4 X X X

Spinach Tz (Dar) no truck n/a 1 bundle 550 4 X X X

Squash Tz (Dar) no truck n/a 1kg 3400 5 X X X

Sweet potatoe Tz (Dar) no truck n/a 1kg 2200 5 X X X

Tomatoes Tz (Dar) no truck n/a 1kg 2700 4 X X X

Watermelon Tz (Dar) no truck n/a 1kg 3800 5 x X X

All Not Packaged Packaged

Grain, Pulses
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Dry maize Tz (Dar) n/a n/a n/a X X X 1kg 1600 5

Green beans Tz (Dar) no truck n/a 1kg 4000 5 X X X

Green maize Tz (Dar) no truck X X X X X X X

Green peas Tz (Dar) no truck X X X X X X X

Ground nuts Tz (Dar ) no truck n/a X X X 250g 6500 5

Lentils Tz (Dar) no truck X X X X X X X

Rice Tz (Dar) no truck n/a X X X 5kg 15600 5

Sorghum Tz (Dar) n/a n/a n/a X X X 1kg 2500 5

White Flour Tz (Dar) no truck n/a X X X 2kg 2700 5

All Not Packaged Packaged

Animal Products

Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality**

Beef (t-bone) Tz (Congo Ranch) no truck n/a 1kg 18000 3

Chicken (whole) Tz (Inter chic),Kenya no truck n/a 1pc 8,800 5

Chicken (breast) Tz no truck X X X X

Eggs Tz (Dar) no truck n/a 6pcs 3200 5

Lamb Chop Ribs Tz (Dar) yes truck X X X X

Milk Tz , S.A yes truck or boat n/a 1L 2800 5

Pork Chops X X X X X X X

Fish (multiple) Tz (Dar) no truck X X X X

Seafood (multiple) Tz (Dar) no truck X X X X

All Packaged
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Additional Formal Interview Comments: 

- All of Nakumatt’s produce is sourced by contractors in Dar es Salaam 

- Nakumatt’s butcher is contracted out, and has specific focus on sourcing quality meat products 

- It is a challenge for Nakumatt to stock locally, because of the low quality of TZ food products 

- Nakumatt states that the quality of their produce matters more than the quantity of the produce. Price of 
importing goods in order to assure a quality product does not matter. 

- Committed to providing quality and affordable brands 
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Appendix I: Shoppers Supermarket 
 Basic Market Information:  

 

Market Observations: 

 

 

 
 

Formal Interview Results: 
Interviewee Information 

Position/ role Unit Head 

Gender Male 

Age  35-55 

Length of 
employment  

11 years 

 

 

 
 

The three most pressing challenges the supermarket is facing: 
1. Staff turnover 

 

Suggestions for addressing the challenges listed above: 
1. Trying to hire the best possible staff (not robbing), search staff, check times 

 

Opinion on the quality and standard of local vegetables, grains, meat/egg products: 
 

 
 
Major challenge(s) that prevent the supermarket from buying more local products: 
 

 

Future supermarket plans: 
 

Market Information 

Name Shoppers Supermarket 

Informal questionnaire code 05 

Formal questionnaire code F5 

Address  Mikocheni 

Type  Retail 

GPS coordinates X:039˚15.755’       Y:06˚46.159’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

    Nearest Market Information 

Name Food Lovers Market 

Informal questionnaire code O1 

Formal questionnaire code F1 

Address  Msasani Road, Oyster Bay 

Type  Retail 

GPS coordinates X:039˚14.564’       Y:06˚45.130’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

Market Information 

Property possession type Owned 

Establishment date Before 2000 (aprox) 

Reason for location Not available  

Hours of operation 8:30am- 10pm (everyday) 

Local produce percentage 41-60% 

Local grain/ pulses  percentage 81-100% 

Local meat/ eggs percentage 81-100% 

Method to discard waste Garbage 

Perishable products discarded   5-10% 

Perishable storage method 
overnight  

Refrigerated  

Perishable transport vehicles use of 
cooling units 

Yes 

Most common customer’s 
demographics 

Gender Equal 

Age All ages 

Socioeconomic 
class 

Upper class 

Ethnicity Caucasian 

The market has a permanent infrastructure, tile floors, tar roofing, metal shelving, and it uses plastic bins to display 

their produce. The supermarket is swept, and very clean; however, some empty produce bins do have peels left in 

them. The store has air-conditioning, good lighting, bulk bins, excellent variety, available staff, and it is well 

organized and marked.   

Sometimes the quality wasn’t there, but changed the supplier. 
Able to provide consistent and good quality due to their friendly relationship.  
 

Not available to supply products, therefor they have to import, otherwise they try to use products from Tanzania.   

Plans to continue to expand. 
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*Prices in Tanzanian Shillings. ** Quality on scale of one to five. kg= kilogram, g= gram, pc = piece, pck= package. 
Note Abbreviations: Tanzania (Tz), and South Africa (S.A)  

Produce
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Apple n/a n/a n/a n/a 1pc 700 4 6pcs 25000 5

Avocado n/a n/a n/a n/a 1pc 500 5 X X X

Cabbages n/a n/a n/a n/a 1pc 12500 5 X X X

Capsicum n/a n/a n/a n/a 1kg 3200 3 4pcs 2500 4

Carrots n/a n/a n/a n/a 1kg 2000 4 X X X

Cassava n/a n/a n/a n/a 1kg 3750 5 X X X

Coconuts n/a n/a n/a n/a 1pc 1300 5 X X X

Green Bananas n/a n/a n/a X X X X X X X

Okra n/a n/a n/a n/a 1kg 2500 5 X X X

Red onions n/a n/a n/a n/a 1kg 3300 4 X X X

Oranges n/a n/a n/a n/a 1kg 300 4 1kg 6500 4

Pineapples n/a n/a n/a n/a 1pc 3500 5 X X X

Potatoe n/a n/a n/a n/a 1kg 1500 5 X X X

Ripe banana n/a n/a n/a n/a 1pc 250 5 X X X

Spinach n/a n/a n/a n/a 1 bundle 500 3 X X X

Squash n/a n/a n/a n/a 1kg 2500 5 X X X

Sweet potatoe n/a n/a n/a n/a 1kg 2000 5 X X X

Tomatoes n/a n/a n/a n/a 1kg 2600 4 X X X

Watermelon n/a n/a n/a n/a 1pc 4000 5 X X X

All Not Packaged Packaged

Grain, Pulses
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Dry maize Tz (Dar) n/a n/a n/a X X X 2kg 3200 5

Green beans n/a n/a n/a n/a 1kg 2750 5 1 bundle 1400 4

Green maize n/a n/a n/a n/a X X X 3pcs 4000 2

Green peas n/a n/a n/a n/a 1kg 7500 5 X X X

Ground nuts n/a n/a n/a n/a 100g 4,750 5 500g 9700 5

Lentils n/a n/a n/a n/a X X X 500g 4200 5

Rice Tz (Dar) n/a n/a n/a 100g 170 5 1kg 3100 5

Sorghum n/a n/a n/a X X X X X X x

White Flour Tz (Dar) n/a n/a n/a 100g 130 5 2kg 2900 5

All Not Packaged Packaged

Animal Products

Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality**

Beef (t-bone) Tz n/a n/a n/a 1kg 16000 4

Chicken (whole) Tz n/a n/a n/a 1kg 8,000 5

Chicken (breast) Tz n/a n/a n/a 1 kg 17500 5

Eggs Tz n/a n/a n/a 6pcs 2500 5

Lamb Chop Ribs Tz n/a n/a n/a 1kg 13000 5

Milk S.A n/a n/a n/a 1L 2800 5

Pork Chops Tz n/a n/a n/a 1kg 16800 5

Fish (multiple) Tz n/a n/a n/a 100 g 2000 3

Seafood (multiple) n/a n/a n/a X X X X

All Packaged
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Appendix J: Shreeji’s 
 Basic Market Information:  

 

Market Observations: 

 

 
 

Formal Interview Results: 
Interviewee Information 

Position/ role Partner of 
company 

Gender Male 

Age  Over 55 

Length of 
employment  

11 years 

 

The three most pressing challenges the supermarket is facing: 
1. Government bylaws on food (strict rules) 
2. Products clearing boarder for impact 
3. Stealing 

 

Suggestions for addressing the challenges listed above: 
1. Comply or discontinue stocking product 
2. Have to follow rules based on legal standards/laws 
3. Have magnetic doors, surveillance, give staff incentive. 

 

Opinion on the quality and standard of local vegetables, grains, meat/egg products: 
 

 

Major challenge(s) that prevent the supermarket from buying more local products: 

 
 

Future supermarket plans: 
 

Market Information 

Name Shreeji’s 

Informal questionnaire code 06 

Questionnaire for employer code F6 

Address  Corner of Haile Selassie and Maya 

Type  Retail 

GPS coordinates X:039˚28.399’       Y:06˚75.002’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not Available  

    Nearest Market Information 

Name Village Supermarket 

Informal questionnaire code O9 

Questionnaire for employer code F9 

Address  Masaki Peninsula  

Type  Retail 

GPS coordinates X:039˚16.665’       Y:06˚45.708’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

Market Information 

Property possession type Rented   

Establishment date 2003 

Reason for location Looked at the developing standards of Dar. Opportunity to open up 
store in middle-upper class. Based on demographics.  

Hours of operation 8:30am- 8:30pm (everyday) 

Local produce percentage Not available  

Local grain/ pulses percentage Not available  

Local meat/ eggs percentage Not available  

Method to discard waste Garbage  

Perishable products discarded  Not available  

Perishable storage method 
overnight  

On the shelf, and fridge 

Perishable transport vehicles use of 
cooling units 

Some. 

Most common customer’s 
demographics 

Gender Female 

Age 25-50 

Socioeconomic 
class 

Middle and 
Upper 
Class 

Ethnicity Mixed and 
expats  

The market has a permanent infrastructure, tile floors, metal shelving, and is an older building beside a gas station. 

The supermarket has little freezer space, poor lighting, lots of staff, no ventilation, little produce, and no formal 

butcher.  

You cannot expect farmers to bring in grains completely clean. They do not understand this standard and you cannot expect them to know what 

customers want. 

What is available the store buys. The standards prevent local products. Have to deliver what customers want. Need 

to supply high standards. What the customer wants it what they buy. 

Try to look at what will be the right place to expand. Constant survey of the city to find the right place, industry, 

traffic, transport, and business security.  
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*Prices in Tanzanian Shillings. ** Quality on scale of one to five. kg= kilogram, g= gram, pc = piece, pck= package. 
Note Abbreviations: Tanzania (Tz), and South Africa (S.A)  
 

Produce
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Apple n/a n/a n/a n/a X X X 4 3000 5

Avocado n/a n/a n/a n/a 1pc 1000 5 X X X

Cabbages n/a n/a n/a X X X X X X X

Capsicum n/a n/a n/a n/a 1kg 4000 n/a X X X

Carrots n/a n/a n/a X X X X X X X

Cassava n/a n/a n/a X X X X X X X

Coconuts n/a n/a n/a n/a 1pc 1500 5 X X X

Green Bananas n/a n/a n/a n/a 1pc 300 n/a X X X

Okra n/a n/a n/a n/a X X X 12pcs 1000 5

Red onions n/a n/a n/a n/a 1kg 3500 n/a X X X

Oranges n/a n/a n/a n/a 1pc 250 2 3 pcs 5000 3

Pineapples n/a n/a n/a n/a 1pc 3000 5 X X X

Potatoe n/a n/a n/a n/a X X X 1 kg 2500 4

Ripe banana n/a n/a n/a n/a 1pc 300 n/a X X X

Spinach n/a n/a n/a n/a X X X 1 bundle 700 4

Squash n/a n/a n/a n/a 1kg 3000 4 X X X

Sweet potatoe n/a n/a n/a n/a 1kg 3500 3 X X X

Tomatoes n/a n/a n/a n/a 1kg 3000 4 X X X

Watermelon n/a n/a n/a n/a 1pc 3000 4 X X X

All Not Packaged Packaged

Grain, Pulses
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Dry maize X X X X X X X X X X

Green beans n/a n/a n/a n/a 1kg 4000 4 x X X

Green maize n/a n/a n/a X X X X X X X

Green peas n/a n/a n/a X X X X X X X

Ground nuts Tz (Dar) n/a plane,truck n/a 200g 4,900 5 200g n/a 5

Lentils India n/a plane,truck X X X X X X X

Rice Tz(Dar),China,Vietnam yes plane,truck X X X X X X X

Sorghum X X X X X X X X X X

White Flour Tz (Dar) n/a truck n/a X X X 2 kg 2800 5

All Not Packaged Packaged

Animal Products

Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality**

Beef (t-bone) Kenya n/a truck X X X X

Chicken (whole) Tz (Dar) n/a truck n/a 1.5kg 11,200 5

Chicken (breast) Tz (Dar) n/a truck n/a 900g 16500 5

Eggs Tz (Dar) n/a truck n/a 6pcs 2500 5

Lamb Chop Ribs X X X X X X X

Milk  S.A n/a boat, truck n/a 1L 2800 5

Pork Chops Kenya n/a truck X X X X

Fish (multiple) Tz (Mwenza) n/a truck n/a 1kg 7500 4

Seafood (multiple) Tz (Mafia) n/a truck X X X X

All Packaged
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Additional Formal Interview Comments: 

- They contract a small produce vendor have them pay a small price for rent. They use the same vendor in all 
their locations 

- All of the beef they source is from Kenya 

- All of their meat has to be frozen because they do not have the capacity for a butchery 

- Shreeji's tries to source more Fish from Mwanza because it sells better than the ocean fish 

- Suppliers are reluctant to share their source locations 

- In competing with other supermarkets in an informal procurement system, “the challenges are enormous” 

- Government officials check up with store locations on a weekly basis to ensure they are following regulations 

- They try to source local products as often as possible, but customer demands are their first priority. Quality 
needs to meet the customers' standards
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Appendix K: TSN Supermarket  
 Basic Market Information:  

 

Market Observations: 

 

 
Formal Interview Results: 

Interviewee Information 

Position/ role X 

Gender X 

Age  X 

Length of 
employment  

X 

 

 

The three most pressing challenges the supermarket is facing: 

No formal interview conducted. 
 

Suggestions for addressing the challenges listed above: 

 No formal interview conducted. 
 

Opinion on the quality and standard of local vegetables, grains, meat/egg products: 
 

 

Major challenge(s) that prevent the supermarket from buying more local products: 
 

 
Future supermarket plans: 
 

Market Information 

Name TSN Supermarket 

Informal questionnaire code O7 

Formal questionnaire code F7 

Address  United Nations Road 

Type  Retail 

GPS coordinates X:039˚27.568’         Y:06˚80.777’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

    Nearest Market Information 

Name Food Lovers Market 

Informal questionnaire code O1 

Formal questionnaire code F1 

Address  Msaaani Road, Oyser Bay 

Type  Retial 

GPS coordinates X:039˚14.564’       Y:06˚45.130’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available 

Market Information 

Property possession type X 

Establishment date X 

Reason for location X 

Hours of operation X 

Local produce percentage X 

Local grain/ pulses  percentage X 

Local meat/ eggs percentage X 

Method to discard waste X 

Perishable products discarded  X 

Perishable storage method 
overnight  

X 

Perishable transport vehicles use of 
cooling units 

X 

Most common customer’s 
demographics 

Gender X 

Age X 

Socioeconomic 
class 

X 

Ethnicity X 

The market has a permanent infrastructure, large tile floors, old metal shelving, and it is part of a bigger building. 

The store has little ventilation, clean floors, little selection, and low ceilings.  

  

No formal interview conducted. 

No formal interview conducted. 

 

No formal interview conducted. 
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*Prices in Tanzanian Shillings. ** Quality on scale of one to five. kg= kilogram, g= gram, pc = piece, pck= package. 
Note Abbreviations: Tanzania (Tz), and South Africa (S.A)  

Produce
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Apple n/a n/a n/a n/a X X X 6 pcs 5500 3

Avocado n/a n/a n/a n/a 1 pc 1000 5 X X X

Cabbages n/a n/a n/a n/a 1 pc 2000 4 X X X

Capsicum n/a n/a n/a X X X X X X X

Carrots n/a n/a n/a n/a X X X 6-8 pcs 3600 4

Cassava n/a n/a n/a n/a 1kg 3500 4 X X X

Coconuts n/a n/a n/a X X X X X X X

Green Bananas n/a n/a n/a X X X X X X X

Okra n/a n/a n/a X X X X X X X

Red onions n/a n/a n/a n/a 1kg 3000 5 X X X

Oranges n/a n/a n/a n/a 1 pc 300 5 X X X

Pineapples n/a n/a n/a X X X X X X X

Potatoe n/a n/a n/a n/a 1kg 1500 4 X X X

Ripe banana n/a n/a n/a X X X X X X X

Spinach n/a n/a n/a X X X X X X X

Squash n/a n/a n/a n/a X X X 1 bundle 3000 4

Sweet potatoe n/a n/a n/a X X X X X X X

Tomatoes n/a n/a n/a n/a X X X 1 bundle 3000 4

Watermelon n/a n/a n/a X X X X X X X

All Not Packaged Packaged

Grain, Pulses
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Dry maize n/a n/a n/a X X X X X X X

Green beans n/a n/a n/a X X X X X X X

Green maize n/a n/a n/a X X X X X X X

Green peas n/a n/a n/a n/a X X X 1 bundle 1500 1

Ground nuts Tz n/a n/a n/a X X X 1kg 24,900 5

Lentils n/a n/a n/a X X X X X X X

Rice n/a n/a n/a n/a 100g 270 5 1kg 3200 5

Sorghum n/a n/a n/a X X X X X X X

White Flour Tz n/a n/a n/a X X X 2kg 2900 4

All Not Packaged Packaged

Animal Products

Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality**

Beef (t-bone) n/a n/a n/a X X X X

Chicken (whole) Tz n/a n/a n/a 1.3kg 11,600 3

Chicken (breast) Tz n/a n/a n/a 1kg 8800 3

Eggs n/a n/a n/a n/a 6 pcs 2300 4

Lamb Chop Ribs n/a n/a n/a X X X X

Milk Tz n/a n/a n/a 1L 3000 5

Pork Chops n/a n/a n/a X X X X

Fish (multiple) n/a n/a n/a X X X X

Seafood (multiple) n/a n/a n/a X X X X

All Packaged
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Appendix L: Uchumi  
 Basic Market Information:  

 

Market Observations: 

 

 

 

Formal Interview Results: 
Interviewee Information 

Position/ role Branch 
Manager 

Gender Male 

Age  18-35 

Length of 
employment  

5 years 

 

Most common customer’s 
demographics 

Gender Female 

Age 19-30 

Socioeconomic 
class 

Middle and 
Upper class 

Ethnicity African, 
Caucasian 

 

The three most pressing challenges the supermarket is facing: 
1. Local produce not up to standards 

2. Poor infrastructure of roads leading to long shipment times and late shipment times 

3. The suppliers do not have knowledge of market standards, agriculture or packaging 

 

Suggestions for addressing the challenges listed above: 
1. Only accept produce to Uchumi Market Standards and reject anything everything else 

2. Improve roads and infrastructure  

 

Opinion on the quality and standard of local vegetables, grains, meat/egg products: 
 

 

 
Major challenge(s) that prevent the supermarket from buying more local products: 
 

 

Future supermarket plans: 
 

Market Information 

Name Uchumi  

Informal questionnaire code O8 

Formal questionnaire code F8 

Address  Mwai Kibaki Road 

Type Retail 

GPS coordinates X 039’13’49’’     Y 06’43’’23’’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

    Nearest Market Information 

Name Mbezi Fresh Supermarket 

Informal questionnaire code O3 

Formal questionnaire code F3 

Address  Mwai Kibaki Road 

Type  Retail 

GPS coordinates X: 039˚17.057’  Y: 06˚44.994’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

Market Information 

Property possession type Rented, for approximately 7 million per month 

Establishment date 2014 

Reason for location Pre-existing infrastructure, a need for a upper class market in 
the area. 

Hours of operation X 

Local produce percentage 61-80% 

Local grain/ pulses  percentage 81-100% 

Local meat/ eggs percentage 81-100% 

Method to discard waste Garbage 

Perishable products discarded  0.05  % 

Perishable storage method overnight  Some on the shelf and some in refrigerators. 

Perishable transport vehicles use of 
cooling units 

Some do and some do not 

Permanent infrastructure, tile floor with a permanent tar roof. Shelving with lots of chilled shelving for produce. 
Good condition, good lighting, no garbage with little rotting produce. Located at a gas station with a full bakery and 
food court. Poorly marked shelves somewhat unorganized and staff everywhere. 

Yes local products are not up to par with imports, imported produce is of higher quality but much more expensive to ship. 

Most products are Local but the largest challenge is poor quality and inconsistent produce 

More branches in Tanzania and East Africa, specifically Kenya.  
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*Prices in Tanzanian Shillings. ** Quality on scale of one to five. kg= kilogram, g= gram, pc = piece, pck= package. 
Note Abbreviations: Tanzania (Tz), and South Africa (S.A)  

Produce
Product	Name Source	Location Variable	sources Transportation Organic	option Unit	Size Price* Quality** Unit	Size Price* Quality**

Apple South	Africa no truck n/a 1	kg 6000 5 X X X
Avocado Arusha no truck n/a 1kg 2000 4 X X X
Cabbages Iringa yes truck n/a 1	pc 1400 4 X X X
Capsicum Morogoro no truck n/a 1	pck 3400 2 X X X
Carrots Bagamoyo,	Kibaha yes truck n/a 1	kg 3600 4 1	kg 3500 4
Cassava Kibaha,Kisalmwa yes truck n/a 1	kg 3600 5 X X X
Coconuts Tanga,	Dar yes truck n/a X X X X X X
Green	Bananas Moshi,Lingua yes truck n/a 1	kg 2400 5 X X X
Okra Tanga no truck n/a X X X 1	kg 4100 4
Red	onions Iringa,	singita yes truck n/a 1	kg 3500 5 1	kg 3500 3
Oranges Tanga no truck n/a X X X X X X
Pineapples Tanga,	Bagamoyo yes truck n/a 1	pc 4000 2 X X X
Potatoe Iringa no truck n/a 1	kg 1500 5 X X X
Ripe	banana Iringa,kilimanjaro Yes truck n/a 1	kg 2500 5 X X X
Spinach Bagamoyo,	Kibaha yes truck n/a X X X X X X
Squash Tanga,	Nairobi yes truck n/a 1	kg 2800 5 X X X
Sweet	potatoe Iringa no truck n/a 1	kg 2000 5 X X X
Tomatoes Iringa,	Mwanza yes truck n/a 1	kg 3300 2 X X X
watermelon Bagamoyo,	Tanga yes truck n/a X X X X X X

All Not	Packaged Packaged

Grain,	Pulses
Product	Name Source	Location Varied	sources Transportation Organic	option Unit	Size Price* Quality** Unit	Size Price* Quality**

Dry	maize Arusha no Truck n/a X X X 400g 1700 5
Green	beans Iringa,Kilominjaro yes truck n/a X X X X X X
Green	maize X X X X X X X X X X
Green	peas Iringa no truck n/a X X X X X X
Ground	nuts Mtwara no truck n/a X X X 0.5kg 9200 5
Lentils Tanga no truck n/a X X X X X X

Rice Mbeya no truck n/a X X X 2	kg 6300 5
Sorghum X X X X X X X X X X
White	Flour Dar	es	salaam no truck n/a X X X 2kg 3200 5

All Not	Packaged Packaged

Animal	Products
Product	Name Source	Location Varied	sources Transportation Organic	option Unit	Size Price* Quality**

Beef	(t-bone) Tanzania no truck n/a 1	kg 16000 5
Chicken	(whole) Tanzania no truck n/a 1	pc,	1.1kg 8800 4
Chicken	(breast) Tanzania no truck n/a X X X

Eggs Tanzania no truck n/a 6	pc 3000 5
Tuna	Filet Mwana no	 truck n/a X X X
Milk S.A,Nairobi no truck n/a 1L 2600 X
Lamb	Chop	Ribs X X X X X X X
Pork	Chops X X X X X X X

All Packaged
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Appendix M: Village Supermarket 
 Basic Market Information:  

 

Market Observations: 

 

 

 

Formal Interview Results: 
Interviewee Information 

Position/ role Operations 
manager 

Gender Male 

Age  35-55 

Length of 
employment  

5 years 

 

 

The three most pressing challenges the supermarket is facing: 
1. Staff  

2. Quality that is consistently high for the products 

3. Suppliers are not consistent 
 
 

Suggestions for addressing the challenges listed above: 
1. Have back-up employees, try to reduce turnover of staff, and employ more educated employees 

2. Multiple options of suppliers 
 
 

Opinion on the quality and standard of local vegetables, grains, meat/egg products: 
 

 

 
 

Major challenge(s) that prevent the supermarket from buying more local products: 
 

 

Future supermarket plans: 
 

Market Information 

Name Village Supermarket 

Informal questionnaire code O9, 

Questionnaire for employer code F9 

Address  Masaki Peninsula 

Type  Retail 

GPS coordinates X:039˚16.665’       Y:06˚45.708’ 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

    Nearest Market Information 

Name Shreeji’s  

Informal questionnaire code O6 

Questionnaire for employer code F6 

Address  Corner of Haile Selassie and Maya 

Type  Retail 

GPS coordinates X: 039’28.399’      Y: 06’75.002 

Region Urban 

Rental price of surrounding 
neighbourhood 

Not available  

Market Information 

Property possession type Rented (price varies with location) 

Establishment date 2004 

Reason for location Based on customers, as the market focuses on the expat 
communities and the wealthier population. 

Hours of operation 8:30am- 9:00pm (everyday) 

Local produce percentage 61-80% 

Local grain/ pulses  percentage 61-80% 

Local meat/ eggs percentage 61-80% 

Method to discard waste Garbage and keep waste in a cold room until it is collected. 

Perishable products discarded   5 % per year 

Perishable storage method 
overnight  

On the shelf, and fridge 

Perishable transport vehicles use of 
cooling units 

Refrigeration and freezer 

Most common customer’s 
demographics 

Gender Female 

Age 31-50 

Socioeconomic 
class 

Upper 
Class 

Ethnicity Caucasian 

The market has a permanent infrastructure, tile floors, tar roofing, wood stalls with a plastic bottom for produce, and metal 

shelving for other products. The market is high quality, very clean, and there is hardly (if any) rotting produce. The location has 

air-condition, good lighting, excellent organization, and a large selection of other products.    

Quality of products is not up to standards. The supermarket does not take the products if the quality is not there; thus, it sets a 

precedent for the next time the supplier brings products. There are more suppliers now so it is reducing the amount of poor quality 

items, as supermarkets can tell people to take the product back and replace it. The system is based on cash purchase; therefore, 

suppliers are forced to bring better products.  

The quality and consistency of good products.    

Import products from Kenya and South Africa. The supermarket wants to expand in Dar es Salaam and East Africa. It will also be 

importing 60% - 65% of its products because of its targeted customers.  
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*Prices in Tanzanian Shillings. ** Quality on scale of one to five. kg= kilogram, g= gram, pc = piece, pck= package. 
Note Abbreviations: Tanzania (Tz), and South Africa (S.A)  

Produce
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Apple Tz no truck n/a 1kg 8000 5 1kg 8000 5

Avocado Tz no truck n/a 1 pc 1500 5 X X X

Cabbages Tz no truck n/a 1 pc 2500 3 X X X

Capsicum Tz no truck n/a 1kg 4500 3 X X X

Carrots Tz no truck n/a 1kg 2500 3 X X X

Cassava Tz no truck n/a 1kg 4500 5 X X X

Coconuts Tz no truck X X X X X X X

Green Bananas Tz no n/a X X X X X X X

Okra Tz no truck n/a X X X 448g 1792 5

Red onions Tz no truck n/a 1kg 4000 5 X X X

Oranges Tz no truck n/a 1kg 10000 3 1kg 10000 4

Pineapples Tz yes truck n/a 1 pc 3500 5 X X X

Potatoe Tz ,UK no truck n/a 1kg 7000 5 X X X

Ripe banana Tz no truck n/a 1pc 300 3 X X X

Spinach Tz (Mazuno) no truck n/a X X X 200g 2600 4

Squash Tz no truck n/a 1kg 5500 5 X X X

Sweet potatoe Tz no truck n/a 1kg 3000 3 X X X

Tomatoes Tz no truck n/a 1kg 3000 3 X X X

Watermelon Tz yes truck n/a 1pc 4000 4 X X X

All Not Packaged Packaged

Grain, Pulses
Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality** Unit Size Price* Quality**

Dry maize Tz no truck X X X X X X X

Green beans Tz no Ttruck X X X X X X X

Green maize Tz,UK no truck n/a X X X 3 pcs 14500 5

Green peas Tz no truck n/a X X X 1kg 8000 5

Ground nuts Tz no truck n/a X X X 250g 4950 5

Lentils Tz,UK (london) no truck n/a 500g 4500 5 X X X

Rice Tz no truck n/a X X X 500g 7500 5

Sorghum X X X X X X X X X X

White Flour Tz ,Europe no truck n/a X X X 1.5kg 9900 5

All Not Packaged Packaged

Animal Products

Product Name Source Location Varied sources Transportation Organic option Unit Size Price* Quality**

Beef (t-bone) Tz (Dar), UK no truck n/a 700g 11200 4

Chicken (whole) Tz (Mongorogoro) no truck n/a 1.305kg 11,093 5

Chicken (breast) Tz (Mongorogoro) no truck n/a 900g 15385 5

Eggs Tz no truck n/a 6pcs 3200 5

Lamb Chop Ribs Tz (Masaki) no truck n/a 500g 8500 4

Milk Tz, S.A no truck n/a 1L 2800 5

Pork Chops Tz,UK yes truck X X X X

Fish (multiple) Tz no truck X X X X

Seafood (multiple) Tz no truck X X X X

All Packaged
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Additional Formal Interview Comments: 

- Village Supermarket’s Seacliff location caters to expats and Europeans, but their location in Mbezi beach sees a 
lot of rich locals, due to the Mbezi area demographic. 

- Village Supermarket’s supplier’s purchase through informal markets, wholesale markets, and local suppliers in 
Dar es Salaam. 

- Grains are all prepackaged, and not available in bulk. 

- All of Village Supermarket’s meat products (excluding chicken, due to policies) are imported from the UK. This 
imported meat is a higher quality than currently available in TZ. 

- We were informed of many chicken suppliers provide a “Chilled by” date, and once that date has been reached, 
the chicken is then put in a freezer and sold as frozen. (Note that Interchick, does NOT do this) 

- Village Supermarket has problems accessing quality products of consistent quantities. When buying in bulk at 
the wholesale market, it is impossible to know the quality of all the produce you are purchasing. 

- Village Supermarket is currently looking into increasing its importations from Kenya, SA, and the UK, due to 
Tanzanian produce not being up to their brands retail standards. 

- 60-65% of all products in Village Supermarket are imported, due to its choice market being expats and 
Europeans. 

 

 
 

 


