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WORKSHOP SUMMARY 

 
The sixth Making Markets Matter workshop was held at the Protea Hotel in Stellenbosch on 

May 8–12, 2006. The annual workshop series, a collaborative initiative of Market Matters, Inc., 

Cornell University and Stellenbosch University, aims to increase the capacity of African agri-

businesses to meet the ever-increasing demands of today’s global food system. Since its in-

ception, over 250 participants from agribusiness firms, business development organizations, 

and nongovernmental organizations, government departments, and donor agencies have been 

trained in the Making Markets Matter workshops.  Owing to its success, the workshop is now 

regarded as a premium business development services (BDS) training program for emerging 

entrepreneurs in Southern and East Africa. 

 
A total of 39 participants attended the 2006 workshop.  Participants represented 9 African 

countries. Facilitators came from Botswana, Kenya, South Africa and the USA.  The post-

workshop evaluations reveal that overall the workshop was well received and participants 

rated it as highly successful. The training materials also met participants’ expectations, who 

found them practical and covering topics relevant to their work.  Participants also noted that 

facilitators delivered thoughtful presentations and that the learning environment was condu-

cive for discussions and debate as well as networking.  

 

The case study approach and field tour gave participants a practical feel for business proc-

esses and challenges and an opportunity to apply the tools introduced in the workshop to a 

real life case. The talk by guest speaker Dr. Mohammad Karaan on agribusiness in the global 

economy and the panel discussion on the future of small and medium-sized businesses in Af-

rica were informative and challenged participants to view their businesses through a global 

and more critical lens.  
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PROGRAM OBJECTIVE AND APPROACH 

 
The aim of the workshop was to expose African agribusiness firms to the latest thinking in 

marketing strategy, management, financial analysis, and strategic thinking to enhance their 

competitiveness and promote better business opportunities. World-class facilitators with ex-

perience and knowledge provided participants with practical tools and strategies to increase 

firm profitability, expand employment, and thus also increase incomes in their communities. 

 

The training materials, provided to each participant, presented the latest thinking in BDS in a 

clear and accessible manner. The classroom sessions were interactive and varied, including 

lectures, case study analysis, group work, participant presentations, and panel discussion. 

The workshop’s participatory nature allowed participants to benefit from exchanges with fa-

cilitators as well as other participants. The guest speaker, Dr. Mohammad Karaan, an accom-

plished academic and professional, further reinforced the workshop’s objective by sharing his 

ideas on the future of African agribusiness in the global economy.  

Target Participants 
The workshop was attended by a diverse mix of participants representing entrepreneurs with 

varying expertise and experiences in the agribusiness sector. The program targeted small and 

medium-sized agribusiness firms engaged in farm and off-farm services, and in the production 

and processing of natural products, food, and agriculture products. Representatives from 

these enterprises included farmers, senior management from seed companies, and personnel 

from donor agencies, non-governmental organizations (NGOs), and government departments 

involved in the delivery of business development and management services.  

Benefits to the Participants 
• Stimulating product development, marketing, and finance seminars presented by 

world-class facilitators. 

• A participatory approach involving actual market development case studies. 

• Access to and interactions with representatives from business development services in-

stitutions and emerging businesses in Sub-Saharan Africa. 

• A chance to improve strategic marketing skills. 

• A set of contemporary marketing and finance training materials. 
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Profile of Participants 
The workshop drew a total of 38 participants from diverse backgrounds with the majority hav-

ing varying experiences in the agribusiness sector. The participants from 9 countries in South-

ern and East Africa, represented seed companies (58%), processing and manufacturing firms 

(2%), government departments (16%) and non-governmental organizations (13%). Small and 

medium scale commercial farmers (11%) also attended the workshop. Included in the total 

were representatives of the Seeds of Development Program (SODP) and the Chinyanja Trian-

gle program (Zambia). 

 

Table 1: Profile of Participants (n=38) 

 Description Frequency Percent (%) 

Gender Male 
Female 

30 
9 

76% 
24% 

Nationality 

Kenya 
Malawi 
Mozambique 
South Africa 
Tanzania 
Uganda 
Zambia 
Zimbabwe 

5 
4 
1 
11 
5 
5 
4 
3 

13% 
11% 
  2% 
29% 
13% 
13% 
11% 
  8% 

Business type/sector 

Farmer 
Seed Company 
Processing 
Government 
Research/NGO 
Academic 

4 
22 
1 
6 
5 
- 

11% 
58% 
  2% 
16% 
13% 
- 
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WORKSHOP EVALUATION 

 

The evaluation of the workshop was conducted on the last day. A blank evaluation form is at-

tached in Appendix 1.   

 

The workshop was given an overall rating of above average by all (100%) the participants with 

50% stating that the workshop was excellent (Table 2). The workshop was overwhelmingly de-

scribed as a motivational, highly educational and adding value to existing knowledge and ex-

perience in agribusiness. 

     

Table 2: Workshop overall rating  

 Poor  Average  Excellent 

Frequency 0 0 3 16 19 

Percent 0% 0% 8% 42% 50% 

 

The workshop lasted three (3) days and was well attended by an enthusiastic and interactive 

group of participants. Seventy six percent (76%) of the participants felt the workshop duration 

was the right length. Twenty one percent (21%) of the participants felt the workshop was too 

short and would have wanted more time to cover certain aspects of the program in greater 

detail. A small percentage (3%) found the workshop too long (Table 3). The majority of the 

participants (65%) rated the workshop level intermediate, indicating prior exposure to similar 

material. Some participants (19%), presumably with extensive experience in the material cov-

ered in the workshop, rated it introductory.  

 

Table 3: Length of workshop and level of material presented 

 Too short Right length Too long 

Length of workshop 21% 76% 3% 

 

 Introductory Intermediate Advanced 

Workshop level 19% 65% 16% 
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General impressions about the workshop 
 

Participants were also requested to register their general perceptions about several aspects 

of the workshop (Table 4). The majority of the participants (71%) felt that the workshop met 

their expectations. Only 19% were ambivalent. An overwhelming 90% found the workshop con-

tent applicable to their jobs. Some participants went further to state that they found the 

business tools and strategies presented to be of practical value and would use them in solving 

business problems at their work places. As a direct result of the perceived value of the work-

shop, 90% of the participants indicated that they would recommend this workshop to col-

leagues.  Ninety five percent (95%) of the participants felt that the program was well paced 

within the allotted time and all (100%) felt that the materials presented were well organized. 

The instructors communicated well (98%) and were knowledgeable (95%) on the subject mat-

ter.  

 

Table 4: Participants general impressions about workshop 

 Strongly 
disagree 

Disagree Neither 
agree/ 

disagree 

Agree Strongly 
agree 

Overall 
score 

Met my expectations 0% 0% 19% 38% 43% 4.2 

Applicable to my job 0% 0% 10% 26% 64% 4.5 

Would recommend colleagues 0% 0% 10% 18% 72% 4.6 

Program was well paced 0% 0% 5% 49% 46% 4.4 

Instructors communicated well 0% 0% 3% 24% 74% 4.7 

Materials presented well organized 0% 0% 0% 29% 71% 4.7 

Instructors were knowledgeable 0% 0% 5% 8% 87% 4.8 

 

Educational value of workshop topics 
 

As already stated above, participants found the workshop to be of high educational value. 

Some participants felt challenged to “think out of the box,” focus on and embrace strategic 

thinking in business planning and management. All the topics covered in the program were 
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rated highly with respect to their educational value (Table 5). The session by Edward Mabaya 

on Marketing Strategy was rated highly by 97% of the participants. Seventy six percent (76%) 

of the participants found the Case Study Presentation by Jose Jackson Malete of great educa-

tional value, while 22% were noncommittal. The Evening Presentation by Mohammad Karaan 

was well received by the majority (94%) of the participants. Six percent (6%) remained neu-

tral.   

 

Table 5: Educational value of topics of the program 

 Learnt  
very little    Learnt a 

great deal 
Overall 
score 

Marketing Strategy (E. Mabaya) 0% 3% 0% 36% 61% 4.6 

Case Study Presentation  
(J. Jackson Malete) 0% 3% 22% 57% 19% 3.9 

Evening Presentation: African Agri-business in 
a Global Economy (M. Karaan) 0% 0% 6% 33% 61% 4.6 

Financial Management I-II 
(O. Othata) 0% 8% 8% 54% 31% 4.1 

Financing Your Enterprise 
(Pete Ondeng) 3% 3% 13% 51% 31% 4.1 

Strategic Thinking 
(R. Christy) 0% 0% 5% 31% 64% 4.6 

Adapt or Die: The Future of SMEs in Africa 
(Panel Discussion) 0% 3% 31% 49% 18% 3.8 

Group Assignments 0% 0% 13% 46% 41% 4.3 

Use of Case Studies 0% 3% 13% 38% 46% 4.3 

Open Consultation 0% 0% 16% 55% 29% 4.1 

 
The educational value of the sessions on finance by Onkutlwile Othata and Pete Ondeng were 

rated 85% and 82% respectively. The panel discussion raised much discussion and was rated 

67%. Group assignments and the use of case studies were rated 87% and 84%, respectively. 

Open consultations with workshop facilitators were also found to be useful by 84% of the par-

ticipants.  
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Overall, participants found the workshop environment conducive to learning with open discus-

sion and debate encouraged.  The sessions were also noted to be inspiring and motivating.  

Workshop logistics and facilities 
 
In addition to the educational aspect of the workshop, logistical issues also determine the 

success of the workshop (Table 6). Participants were asked to rate various logistical aspects 

of the workshop on a scale ranging from poor through average to excellent.  

 
Table 6: Logistics and facilities evaluation 

 Poor  Average  Excellent Average 
Score 

Information & communication prior to arrival 0% 5% 10% 18% 67% 4.5 

Opening Reception 0% 3% 6% 34% 57% 4.5 

Dinner at Moyo Restaurant 0% 0% 5% 8% 87% 4.8 

Handbook 0% 0% 0% 29% 71% 4.7 

Conference Room 0% 0% 11% 29% 61% 4.5 

Lodging/Accommodation  0% 0% 5% 26% 68% 4.6 

Teas & Meals 3% 5% 8% 35% 49% 4.2 

Networking opportunity 0% 0% 16% 29% 55% 4.4 

 
Information and communication prior to the workshop was rated above average by 75% of the 

participants. The opening reception and dinner at Moyo’s restaurant were also rated above av-

erage at 91% and 95%, respectively. All the participants (100%) rated the handbook above aver-

age with 71% rating it excellent. The conference room and accommodation were rated 80% and 

95%, respectively. Although the morning and afternoon teas were rated above average by 84% 

of the participants, 8% found it less than average. Participants expected a wider variety of 

snacks and refreshments. Participants also found the level networking at the workshop enrich-

ing with a great potential to create regional business opportunities. Eighty-four percent (84%) of 

the participants agreed that the workshop climate was conducive to networking. 
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Organizational training needs 
 
Having been exposed to key strategic areas in business development and management, par-

ticipants identified areas of deficiency in their organizations that could benefit from addi-

tional training. Strategic Marketing Management was overwhelmingly identified as a high pri-

ority training need (Table 7). The majority of the participants indicated the need for training 

at the intermediate (44%), and advanced (44%) level. Only 13% indicated the need for training 

in marketing at an introductory level. Financial Analysis was ranked second with 44% in need 

of training at the intermediate level, 38% at the advanced level, and 14% at the introductory 

level. General business management skills came third with 56% of the participants indicating 

a need for training at an advanced level, 33% intermediate and 11% introductory.  

 

Table 7: Key organizational training needs  

 Introductory Intermediate Advanced 

Strategic Marketing Management 13% 44% 44% 

Financial Management 19% 44% 38% 

General Business Management 11% 33% 56% 

 

Concerns about the workshop 
 
Although the workshop was a resounding success, participants highlighted areas and issues for 

consideration by program staff.  The concerns are summarized below. 

• Participants felt that they could benefit more from an agricultural case study (e.g., 

seed company) and perhaps an additional field tour to a small or medium-scale com-

mercial farmer.  

• Participants also strongly felt that the owner or director of the company featured in 

the case study should attend the workshop.  

• Some participants felt that the workshop could have been extended to allow more 

time to cover some topics in greater detail. 

• Some also raised the idea that more space should be allotted for participants to share 

their experiences and exchange ideas with each other in a formal session. 

• Topics covering Human Resources and Sales should be included in future workshops. 
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• Facilitators should consider other complementary teaching methods like role plays 

and the use of videos. 

• Facilitators should determine the level of knowledge of participants prior to the work-

shop to help pitch the level of the workshop presentations. It appears as though facili-

tators generally assumed that participants had no prior knowledge in marketing and 

financial analysis. 

• Participants financing themselves to attend the workshop found the workshop venue 

rather expensive, isolated and below standard when it came to meals. 

• Some participants were concerned about the sequencing of the workshop topics and 

preferred to begin with strategy, then finance, leaving marketing for last. 

 

In Their Own Words… 

 

The evaluation also asked participants to assess the workshop in their own words.  The follow-

ing is a sample of what people wrote. 

 

“The workshop added value to my marketing expertise. It is a very motivating workshop and 

makes you believe in yourself that you can run a business.” 

“A priceless experience. It has impressed upon my mind that true education is not only from 

books but (also) personal exchange of information, partnerships and continuous networking.” 

“Our company is young and we feel isolated from our peers and from knowledgeable advi-

sors. This workshop brought me into contact with both groups in an atmosphere that maxi-

mized the benefit of that contact.” 

“The workshop is interactive, practical and focused. It gives participants time to internalize 

processes.” 

“Well organized tightly tailored workshop to meet expected needs.” 

“A week of high quality learning, interaction and networking.” 

“The workshop was very enriching to the growth of the company. I have learnt the impor-

tance of strategic planning, thinking and financial management through case studies and dis-

cussions. The future of the SMEs in Africa lies in our hands; we can make a change no matter 

the challenges as long as we are focused.” 
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ADDITIONAL ITEMS 

 
Panel Discussion: SMEs in Africa - Adapt or Die? 
 
The business and economic landscape in Africa is becoming increasingly hostile to small and 

medium-sized businesses. Rapid economic changes and deteriorating macro-economic indicators 

are making business difficult even for big companies. However, without adequate resources to 

cushion them during such times, SMEs are continually threatened with closure.  

 

Against this backdrop the closing day of the workshop featured the panel: SMEs in Africa - Adapt 

or Die? The panel centered on the question: Can small and medium enterprises succeed in the 

current environment?  The panel presentations are summarized in the box below. 

 

Panelists: Mercy Chivinge, Saleem Esmail, Harrigan Mukhongo, Josephine Chirwa and Peele Karabo 
 
• About 70% of employment in most African countries is provided by small and medium enterprises. 

The majority of the small businesses are formed due to lack of employment in the formal sector, 
which is dominated by corporations.  

• SMEs have the potential to sustain African economies if they get the necessary support and pro-
tection from unfair business practices and competition.  

• SMEs are the engines for economic growth. Collectively, they can deliver the same goods as multi-
national corporations. If SMEs die, Africa dies. 

• Issues affecting SMEs include destructive competition, a secretive business culture and the dilu-
tion of resources. A culture of working together and sharing information must be encouraged to 
provide mutual benefits. Emphasis must also be placed on encouraging businesses to focus on its 
core business. 

 
What must change? 
• Increase networking and working together to benefit from experience and knowledge of partners. 

Trying to do it all alone inhibits business growth. Businesses must be based on good ideas and hard 
work. Create informal networks and strong working relationships 

• Take advantage of comparative advantage and synergies. There is still space for more business 
enterprises; therefore, it is unnecessary for small businesses to compete among themselves. 

• African businesses must make money with integrity. Morality and ethics must guide business deci-
sions.  

• African entrepreneurs must have a strong desire to succeed, think strategically and globally.  
• We must innovate. Innovation drives business and the creation of new products and services 
• African businesses must be driven by a quest for new knowledge and skills in order to confront the 

ever-changing national and global economies.  
 
Is our culture bad for business? 
• Culture has many facets but perhaps the most significant are political and social. The political 

culture of most African countries is unfriendly to business due to bad policies and a lack of politi-
cal will to support business. Socially, businesses hide vital information from each other.  

• However, we must make a clear distinction between “culture” and plain bad manners. For in-
stance, corruption is not part of African culture; it is bad for society and constitutes bad manners.   



MMM 2006 Report                                                                                                                            12 
 

Following the presentations, a lively discussion ensued.  Participants agreed that the challenge 

for African businesses especially in agribusiness lies in product research and development. In 

agriculture, most seed varieties are developed at national and/or international research stations 

without any input from local seed companies. The expectation is that seed companies will take 

the varieties up for commercialization. This presents a challenge, as it takes five years or more 

to develop a new variety. If, as is sometimes the case, the new variety fails to interest seed 

companies, many years of research and financial resources are wasted. To avoid this, public 

and private partnerships in research and development must be conceived in the early stages of 

product development to guarantee successful product commercialization. In order to increase 

business opportunities and income, agribusinesses were challenged to engage in value-added 

processes and move away from sourcing and marketing generic commodities and instead pro-

duce and market branded products.  

 

Participants also discussed the question of development in Africa.  Africa has been fixated on 

the development agenda for many years, yet economic development remains elusive. Pro-

grams intended to uplift the status of Africa in the world have not been successful either. Al-

though external forces have a hand in the underdevelopment of Africa, it is evident that Af-

rica has its own problems, too. These include inconsistency and instability of governments 

and the economy, restrictive policies and poor economic management. Other related prob-

lems include political risk, legal and business viability risk, and unstable currencies. These 

and other issues deter investors from doing business with Africa. 

 

A related issue, sometimes investors do not understand African businesses and, likewise, Afri-

can entrepreneurs do not understand the investors’ needs and expectations. In some cases, 

business plans and project proposals are crafted by consultants and not by the actual recipi-

ents of a loan or grant. This presents the potential for misunderstanding once the two parties 

have to relate directly.  

 

In conclusion, participants agreed that the onus is on African entrepreneurs to change their 

attitude towards business in order to benefit from abundant external financial resources. The 

mindset must change from focusing on getting help to focusing on investment. Perhaps it is 

the paradigm that has failed micro-finance schemes. Often recipients of loans fail to pay back 

on purpose. Further, exposure to global business practices is key to increasing Africa’s pre-

paredness to be a global business player. 
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CLOSING POINTS 

 

The summary points presented at the end of the workshop are noted below.   

• Marketing is the creation of a standard of living. 

• Marketing must be at the heart of the business. Everyone involved in the business must 

be a marketing agent for the business to succeed.  

• Small and medium-sized businesses often lack power in the marketplace by virtue of 

their size and sometimes, product quality. Networking becomes key as it enables SMEs 

to enjoy the benefits of being both small and big.  

• Ethics must be imbedded in business processes including marketing, product packaging 

and labeling. 
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APPENDIX 1 – Workshop Evaluation form 
 

2006 MAKING MARKETS MATTER WORKSHOP 
Stellenbosch, South Africa 

 
Your feedback is critical so that we can best meet your educational needs. Please be as detailed as 
possible in your comments – the more you tell us, the better we can make this workshop. 

Your general impressions  

  Strongly 
Disagree    Strongly 

Agree 

1. The workshop has met my expectations 1 2 3 4 5 

2. The workshop is applicable to my job 1 2 3 4 5 

3. I will recommend this workshop to my col-
leagues 1 2 3 4 5 

4. The program was well paced within the al-
lotted time 1 2 3 4 5 

5. The instructors were good communicators 1 2 3 4 5 

6. The materials were presented in an organ-
ized manner 1 2 3 4 5 

7. The instructors were knowledgeable on the 
topic 1 2 3 4 5 

8. Given the topic, this workshop was: � Too short � Right length � Too long 

9. In your opinion, this workshop was: � Introductory  � Intermediate  � Advanced 

  Poor  Average  Excellent 

10. How do you rate this workshop overall: 1 2 3 4 5 
 
Topic-specific questions 
11. Please evaluate the educational value of each of the following topics of the program by day: 

 Learned 
Very Little  Learned  

A Great Deal 

Tuesday (Ed Mabaya & Jose Jackson Malete)      

Marketing Strategy (E. Mabaya) 1 2 3 4 5 

Case Study Presentation (J. Jackson Malete) 1 2 3 4 5 

Evening Presentation: African Agribusiness in a Global 
Economy (Mohammad Karaan) 1 2 3 4 5 

Wednesday (O. Othata & Pete Ondeng)      

Financial Management I-II (O. Othata) 1 2 3 4 5 

Financing Your Enterprise (Pete Ondeng)  1 2 3 4 5 

Thursday (R. Christy)      

Strategic Thinking (R. Christy) 1 2 3 4 5 

Adapt or Die: The Future of SMEs in Africa (Panel) 1 2 3 4 5 
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 Learned 
Very Little  Learned  

                A Great Deal 

12. General      

Group Assignments & Presentations 1 2 3 4 5 

Use of Case Studies  1 2 3 4 5 

Open Consultations 1 2 3 4 5 
 
13. Please rate the following logistical aspects of the program: 
 
 Poor  Average  Excellent 

Information & communication prior to arrival 1 2 3 4 5 

Opening Reception 1 2 3 4 5 

Dinner at Moyo restaurant 1 2 3 4 5 

Handbook 1 2 3 4 5 

Conference room 1 2 3 4 5 

Lodging/accommodations 1 2 3 4 5 

Tea & meals 1 2 3 4 5 

Opportunity to get to know other participants 1 2 3 4 5 

 Too little  Enough  Too Much 

Amount of free time 1 2 3 4 5 
 
14. What are the training needs of your company/organization? 
 

Topic Introductory level Intermediate level Advanced 

1.    

2.    

3.    

 

15. In your opinion, what were the best aspects of this workshop? 
 

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_____________________________________________________________________ 
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16. In your opinion, what were the weak points of the workshop?  (What can we improve on for next 
year?) 
 

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_____________________________________________________________ 

17. In your own words: How would you describe to a colleague your experience in this workshop?   
 

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

_____________________________________________________________ 

 

18. Which of the following best describes your company/organization? 

� Farmer � Seed company � Processing and manufacturing   
� Government � NGO � Other (Specify: ____________________)  
 
19. How did you hear about the workshop or get access to the brochure? Please circle all that apply. 
 
 Website         Word of Mouth/Colleague 
 Government Agency  
 Brochure 
 
 Newspaper  Other(Please specify): 
______________________________________________ 
 
 

 

Your Name (optional)___________________________________________Date__________________ 
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APPENDIX 2 – Workshop Schedule 

 

MONDAY,  
8 MAY REGISTRATION AND RECEPTION                                                                

15:00-18:00 Arrival/Registration Hotel lobby 

16:00-17:00 Meeting for Seed Industry Participants Hotel conference room (Aristata Exten.) 

18:00 - 21:00  Opening Function: Reception Cocktail Meet in the hotel lobby 

Tuesday, 
9 May 

MARKETING MANAGEMENT                                          
Facilitators: Dr. Edward Mabaya and Dr. Jose Jackson 

8:00 – 8:30 Arrival/Registration Hotel conference room (Aristata Exten.) 
8.30 – 9:00 Welcome and Introductions: Ralph Christy Hotel conference room (Aristata Exten.) 
9:00 - 10:30 Marketing Strategy: Edward Mabaya Hotel conference room (Aristata Exten.) 
10:30-11:00 TEA BREAK  

11:00 -11:30 
Case Study Presentation: Jose Jackson and Fred Ramat-
lapeng    Hotel conference room (Aristata Exten.) 

11:30-12:30 Case Study Analysis Break-out sessions  
12:30 - 13:30 LUNCH BREAK Hotel dining room 
13:30- 15:30 Case Study Analysis and Presentations  Remember to register for tours today 
15:30-16:00 TEA BREAK  

17:30 – 18:30 Special Presentation: African Agribusiness in a Global 
Economy: Dr. Mohammad Karaan Hotel conference room (Aristata Exten.) 

18:30 – 21:00 Evening Extravaganza Dinner at Moyo Restaurant Meet in the hotel lobby at 18:30hrs 
Wednesday, 
10 May 

FINANCIAL MANAGEMENT                                                             
Facilitators: Dr. Onkutlwile Othata and Mr. Pete Ondeng 

8:30 – 10:30 Financial Management 1: Onkutlwile Othata Hotel conference room (Aristata Exten.) 
10:30 - 11:00 TEA BREAK  
11:00 – 11:30 Financial Management 2: Onkutlwile Othata Hotel conference room (Aristata Exten.) 
11:30 - 12:30 Financing your enterprise: Pete Ondeng Hotel conference room (Aristata Exten.) 
12:30 - 13:30 LUNCH BREAK Hotel dining room 
14:00 – 20:00 Field Tours (Register for tours on Tuesday) Meet in the hotel lobby at 13:30hrs 

Thursday, 
11 May 

STRATEGIC MANAGEMENT                                                          
Facilitators: Dr. Ralph Christy and Dr. Krisztina Tihanyi 

9:00 – 10:30 Strategic Thinking: Ralph Christy Hotel conference room (Aristata Exten.) 
10:30 -11:00 TEA BREAK  
11:00 -12:30 Case Study Analysis Hotel conference room (Aristata Exten.) 
12:30 -13:30 LUNCH BREAK Hotel dining room 

13:30 -15:00 Adapt or Die: The Future of SMEs in Africa 
Panel discussion and debate Hotel conference room (Aristata Exten.) 

15:00 – 15:30 Synthesis and summary: Ralph Christy Hotel conference room (Aristata Exten.) 
15:30 – 16:00 End-of-workshop evaluation: Dr. Krisztina Tihanyi Hotel conference room (Aristata Exten.) 
16:00-16:30 TEA BREAK  

18:30 – 22:00 Closing Banquet at Boschendal Winery 
Invited speaker: Andrew Makanete, ABSA Bank. 

Meet in the hotel lobby at 18:00hrs 
 

Friday, 
12 May 

POST-WORKSHOP TOURS 
Participants to register for tours on Tuesday 

Meet in the hotel lobby at 09:00hrs 
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APPENDIX 3 – List of Participants 
 
 

Name Company/Title 
ABALO OKOT, Arleen 
Cesca (Ms) 

Victoria Seeds, Ltd. (UGANGDA)/ 
Director of Human Resources 

BIRUNGI, Yakub (Mr) FICA Seeds (UGANDA)/ 
Sales and Marketing Executive 

MZEE, Filbert (Mr) 
 

Suba Agro Trading and Lending Co Ltd (TANZANIA)/ 
Dir. Of Finance 

CHAGOMOKA, Takemore 
(Mr) 

Pristine Seeds (ZIMBABWE)/ 
General Manager 

CHIRWA, Josephine (Ms) Eastern Province Chamber of Commerce and Industry 
(ZAMBIA) 

CHIVINGE, Mercy (Ms) National Tested Seeds (ZIMBABWE)/ 
Sales and Marketing Manager 

DYONASE, C. (Mr) Letas Farm (SOUTH AFRICA)/ 
Owner 

ESMAIL, Saleem (Mr) Western Seed Company (KENYA)/ 
CEO 

FULAI, John C. (Mr) Kamano Seed Co, Ltd. (ZAMBIA)/ 
Accountant 

GWARAZIMBA, Vincent 
(Mr) 

Tropical Seeds 
CEO 

HOREMANS, Silvia (Ms) Kamano Seed Co, Ltd. (ZAMBIA)/ 
KANJAGUA, Johnston 
Kinyua (Mr) 

Freshco Seeds, Ltd. (KENYA)/ 
Oper. Man 

KHONJE, Patrick (Mr) ZUM  Seeds (MALAWI) 
LAIZER, Catherine Mi-
chael (Ms) 

Suba Agro (TANZANIA)/ 
Branch Manager 

LANE, Jon (Mr) Funwe Farm, Ltd. (MALAWI)/ 
Managing Director 

LINYUNGA, Kenneth (Mr) World Agroforestry Center (MOZAMBIQUE)/ 
Agroforestry Extension Officer 

LUATULA, Lydia (Ms) World Vision (ZAMBIA)/ 
Development Facilitator, Agriculture 

MAFU, Nobuhlobo (Ms) Department of Agriculture and Environmental Affairs 
(KZN-SOUTH AFRICA)/ 
Agricultural Economist 

MAND, Sardul Singh (Mr) Zanobia Seeds (TANZANIA)/ 
Managing Director 
 

MASHAURI, Isaka M. (Mr) Tanseed Intl. Ltd (TANZANIA)/ 
Managing Director 
 

MUBIRU, Wilberforce (Mr) Mark. Manager 
FICA Seeds 

MUKHONGO, Harrigan USAID-KENYA/ 
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Name Company/Title 
(Mr) Business and Development Advisor 

 
MWIGA, Justine Aloys Ben 
(Mr)  

Highland Seed Growers, Ltd. (TANZANIA)/ 
Managing Director 
 

NEMAURANA, Israel (Mr) Easy Farm (SOUTH AFRICA)/ 
Owner 

NGETU, Xolile Dr.  (Mr) 
 

 
 

NJIHIA, Kahenya (Mr) Faida Seeds (KENYA)/ 
Business Development Manager 
 

NKAMBULE, David Phillip Department of Agricultural and Land Administration 
(SOUTH AFRICA)/Senior Marketing Economist 
 

OPIO-OMING, Tom (Mr) Harvest Farm Seeds (UGANDA)/ 
Deputy Managing Director 
 

OPIYO, Knowles James 
(Mr) 

Lagrotech (KENYA)/ 
Marketing Manager 

PEELE, Karabo (Mr) Owner 
Bethel Farm 

QEQE, Nomonde (Ms) Department of Agriculture and Environmental Affairs 
(SOUTH AFRICA)/ 
Agricultural Economist (Land reform) 

MASAGAZI, Cliff Richard 
(Mr) 

Naseco 1996, Ltd. (UGANDA)/ 
Managing Director 

SAMIDU, Frank (Mr) Seed-Tech Co.  
General Manager 
 

SHAKWANE, Koketso (Mr) Department of Agriculture and Environmental Affairs 
(SOUTH AFRICA)/ 
Agricultural Economist 

SINOAMADI, Tendai Do-
reen (Ms) 

Hillcrest Estate (SOUTH AFRICA)/ 
Owner 
 

TEMA, Nkgasha Pieter 
(Mr) 

National Agricultural Marketing Council (SOUTH AF-
RICA)/ 
Economist 

TEMBE, Msongi (Mr) Maputaland Cashew Nut Fram Cooperative (SOUTH 
AFRICA)/ 
Managing Director 

TEMBO, Phillip Patrick 
(Mr) 

Total Landcare (MALAWI) 
Marketing Specialist 
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APPENDIX 4 – Organizing Institutions  

 
Market Matters, Inc.  
 

Market Matters, Inc. is dedicated to improving the market and product strategies of small-

medium sized entrepreneurs in selected emerging markets so that they can make a greater 

contribution to the standard of living in their respective communities. Based in Ithaca, New 

York, MM, Inc. is an independent, nonprofit organization that seeks to have a profound effect 

on the management of firms in emerging markets by bringing together from both technical 

and business areas, leading practitioners and academics in training and outreach programs. 

 
Stellenbosch University 
 
Stellenbosch University is situated in the picturesque wine-lands region of South Africa. The 

area is home to several large agribusiness firms, pacing the University at the cutting edge of 

developments in the food industry. The agricultural faculty has a long tradition of research, 

training, and service to the food and agricultural sector. In 1999, 800 lecturers in 12 faculties 

taught the approximately 19,000 students enrolled at the University. In addition, the Univer-

sity is home to two concert halls, a botanical garden that contains indigenous and exotic 

plants, and an ultramodern sports complex. Together, Stellenbosch University and the Stel-

lenbosch area form an outstanding environment in which to learn and relax. 

 
Cornell University 
 

Cornell University provides a dynamic, stimulating environment in which about 13,000 under-

graduate and 5,000 graduate students pursue their studies under the guidance of 1,600 fac-

ulty members. Cornell’s outstanding faculty comprises many internationally recognized au-

thorities in their fields. Cornell is located in Ithaca, New York, on a 750-acre campus 

surrounded by gorges and with views of Cayuga Lake, the longest of the 11 lakes that make up 

the Finger Lakes region of New York, which is renowned for its vineyards and scenery. 
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APPENDIX 5 – Coordinators and Facilitators 

 

 

Mohammad Karaan is a lecturer in Agribusiness Management and Marketing at Stel-
lenbosch University. Before joining the University in 1997, he worked in the non-
governmental sector focusing on rural enterprise development. He also has experi-
ence working as a project economist at the Development Bank of Southern Africa. 
He works on commercialization and market integration of emerging markets and 
commodities. His research interests include rural development and supply-chain 
analysis. 
 

 

Ralph Christy is the J. Thomas Clarke Professor of Emerging Markets at Cornell 
University in Ithaca, New York, where he teaches and conducts food marketing re-
search and educational programmes on the economic performance of markets and 
distribution systems. He has advised industry leaders and public policy makers on 
food marketing strategies, economic development, and the organization of the 
global food economy. A Ph.D. graduate of Michigan State University’s Department 
of Agricultural Economics, Christy is past President of the American Agricultural 
Economics Association, and is currently a Board Member of the Winrock Foundation 
and the African Agribusiness Capital Fund.  
 

 

Edward Mabaya is a Research Associate in the Department of Applied Economics 
and Management at Cornell University. His research interests include food market-
ing and distribution, spatial market integration and equilibrium, commodity price 
analysis and the role of efficient agricultural markets in rural economic develop-
ment. An award- winning instructor, Mabaya has been recognized for his teaching 
excellence in Marketing Management. Prior to Cornell, he worked as a research 
assistant at the University of Zimbabwe in Harare-Zimbabwe where he earned his 
B.Sc. Mabaya earned both his MS and Ph.D. degrees in Agricultural Economics at 
Cornell University. 

  

Facilitators  

 

Jose Jackson, a food scientist with graduate degrees from Cornell and Michigan 
State Universities, is Assistant Director of Research in the Office of Research and 
Development at the University of Botswana. She conducts research on the quality 
and safety evaluation of under-utilized indigenous fruits and vegetables, as well as 
diet, nutrition and its relationship to health outcomes such as obesity and 
HIV/AIDS. She has consulted internationally in the areas of food processing and 
food safety. Previously, she was Director of Research at a food research institute in 
Botswana and Lecturer of Food Science at the University of the West Indies in Ja-
maica. Jose is chairperson of the Fruit and Vegetable Products Division of the Insti-
tute of Food Technologists.  
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Nomathemba Mhlanga is a PhD student in the Department of Applied Economics and Man-
agement at Cornell University, New York. Prior to joining Cornell in January 2002, she 
worked as a Scientific Officer in the Socio-Economic and Policy Program of ICRISAT (Inter-
national Crops Research Institute for the Semi-Arid Tropics).  Her research interests are in 
the areas of microfinance, international finance and economic development. She holds a 
First Class BSc Honors Degree in Agricultural Economics from the University of Zimbabwe 
and an MSc Degree from Cornell University. 

 

Pete Ondeng is the Managing Director of ASET Capital Ltd., a business development ser-
vices company providing management, marketing and financial services to commercial 
enterprises in Eastern and Southern Africa.  He is a business development specialist with 
over twenty years of professional experience working for bilateral and multilateral donor 
organizations, governments and private sector institutions in over 15 countries in Africa, 
Asia and Latin America.  He attained his professional qualification as CPA in the U. S. 
where he began his career as an internal auditor for McDonalds Corporation.  Prior to es-
tablishing ASET Capital, Pete was the CEO of the NEPAD East Africa Secretariat.  He is a 
well known commentator and public speaker and the founder and National Coordinator of 
the Kenya Leaders Network.  He has authored two books: How to Start Your Own Small 
Business (1989) and Africa’s Moment (2004). 
 

 

Onkutlwile Othata is a Lecturer in the Department of Accounting and Finance at 
the University of Botswana.  He has been with the University since 1993 and has 
lectured in both managerial and financial accounting.  His research interests are in 
the areas of accounting and accountability in both organizational and social con-
texts.  His research has been disseminated both locally and internationally in con-
ferences, workshops and scholarly publications.  In addition, he has provided con-
sultancy  and advisory services in various business environments. 

 

Krisztina Tihanyi is Chief Operating Officer of Market Matters, Inc.  Her educa-
tional background includes a bachelor’s degree in Psychology, master’s degree in 
International Peace Studies and a Ph.D. in Anthropology from Cornell University. 
Her research focuses on South Africa’s post-Apartheid transformation, in particular 
the process of reconciliation.  In her current position at MM, Inc., Kriszta coordi-
nates the organization’s various research and outreach activities and is in charge of 
publications, financial management, and fundraising. 
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APPENDIX 6 – Guest Speakers 
 
Dr. Mohammad Karaan is a lecturer in Agribusiness Management and Marketing at Stellen-

bosch University. Before joining the University in 1997, he worked in the non-governmental 

sector focusing on rural enterprise development. He also has experience working as a project 

economist at the Development Bank of Southern Africa. He works on commercialization and 

market integration of emerging markets and commodities. His research interests include rural 

development and supply-chain analysis. 

  

Andrew Makanete is Head of the Agribusiness Division at ABSA (Amalgamated Bank of South 

Africa).  

 

 

  




