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WORKSHOP SUMMARY

“Making Markets Matter”, an annual workshop for the small-to-medium businesses in Africa was held
from September 4-10, 2005 at Stellenbosch University. In its fifth year in 2005, this collaborative
initiative was co-hosted by Cornell University, Stellenbosch University, and Market Matters, Inc. The
workshop is intended to assist African firms, mostly in the area of agribusiness, to meet the ever-
increasing demands of today’s global agro-food system.

The workshop, in keeping with its tradition, attracted a diverse group of 46 participants from
Southern and East Africa and was facilitated by practitioners and professionals with diverse
backgrounds and interests. The workshop used a participatory approach, which workshop participants
found of great educational value. Overall, most participants indicated that the workshop had
surpassed their expectations: they acquired a great deal of new knowledge, concepts and practical
ideas and tools in the workshop. Illustrating the demand for workshops of this type, participants
suggested that advanced courses be offered on existing and new topics of value to their businesses.
Extending the workshop’s hands-on approach, a group of participants visited Agricol (Pty) Ltd., a
South African seed company; besides being a useful learning experience, the field tour presented
real opportunities for making business deals with Agricol in the areas of seed multiplication and
technology transfer.

In addition to classroom learning, participants had the opportunity to listen to two guest speakers
who sought to educate and inspire their audience by providing new insights into issues confronting
African businesses. Andrew Makanete, (Head of ABSA Bank Agribusiness Division), spoke about the
land reform process in South Africa, while Pete Ondeng (NEPAD-ASET) addressed the challenges of
African development and challenged listeners about ways to move the continent forward.



PROGRAMME OBJECTIVE AND APPROACH

The goal of the workshop is to identify a set of strategies that could enhance the competitiveness of
African agribusiness firms and expand employment and incomes in rural communities, thus promoting
greater economic opportunities.

MMM °05 aimed to provide participant businesses with knowledge and information about marketing
training, financial analysis, business development services, and networking in the agribusiness sector.
Case study methods and participatory approaches were employed to train and empower participants.
Experienced facilitators with expertise in various areas of business and marketing management
facilitated the workshop.

Benefits to the Participants

e Stimulating marketing, management, and finance seminars presented by world-class
facilitators.

e A participatory approach involving actual market development case studies.

e Access to and interactions with real emerging businesses through business mentoring,
networking, and study tours.

¢ A chance to improve strategic marketing and management skills.

o A set of contemporary marketing and finance training materials.

Targeted Participants

The program primarily targeted micro-, small-, and medium-sized agribusiness firms engaged in farm
and off-farm services, and in the production and processing of natural products and food and
agriculture products. Participants were selected to represent diverse backgrounds and experiences,
including entrepreneurs and business development facilitators, as well as personnel of
nongovernmental organizations, business and commodity associations, government departments, and
donor agencies involved in the delivery of management, marketing, and business training services.
The 41 participants represented 9 countries in Southern and East Africa (Table 1).

Table 1: Participants’ geographic profile.

Country represented | Frequency | Percent
Botswana 3 7
Ghana 3 7
Kenya 5 13
Mozambique 3 7
South Africa 15 37
Tanzania 4 10
Uganda 4 10
Zambia 1 2
Zimbabwe 3 7
TOTAL 41 100




WORKSHOP EVALUATION
Midweek Workshop Evaluation

The purpose of the mid-week evaluation allowed participants to voice any concerns they had about
the educational content of the workshop as well as other aspects such as meals, housing, etc.
Participants were asked to respond to the following questions:

How would you rate your experience in this workshop so far?

What aspects of the workshop have you valued/enjoyed the most?

What aspects of the workshop have you not enjoyed or least benefited from so far?

What can we do to make the rest of the workshop experience more educational and valuable
for you?

The first question asked participants to rate their response on a scale of 1 to5, 1 being “Poor” and 5
“Excellent”.) Table 2 shows the result of the first question and indicates that 95% of the participants
rated their initial experience above average, and that the majority of the participants (71%) rated
their initial experience excellent. None of the participants found the workshop below average or
poor at this stage.

Table 2: Initial rating of workshop experience

Poor <+—>» | Average | «—» Excellent
1 2 3 4 5

Initial experience 0% 0% 5% 24% 71% 4.7

Average Score

The other three questions were open ended and contained some of the following information.
Participants distinctly highlighted several sessions they found particularly valuable, including
Marketing, Financial Management, Businesses, Communities, and HIV/AIDS, and Supply-Chain
Management. Participants also valued the use of the case study method. Other highlights
mentioned were the session on human resources management, as well as the opportunity to
exchange ideas and to network. In this regard, evening functions were noted as being an important
part of the workshop experience.

Although the majority of the participants expressed satisfaction with the workshop, they also made
useful suggestions on how to continue improving the workshop in the future. Regarding the
educational aspects of the workshop, participants suggested the following:

Use more case studies to enable participants to grasp and apply acquired concepts;

Increase participant interaction to enable sharing of experiences and networking;

Allow more time for presentations and discussions (possibly extend the workshop);

Adopt a more holistic approach and also address areas outside the agriculture sector;
Restructure the module on “Businesses, Communities, and HIV/AIDS” to better enable
participants to understand the linkages among the three aspects;

Expand the financial management module;

e Expand the human resources management module to include human resources assessment
tools.

Other suggestions included increasing panel discussions and field experiences, and putting the
handbook on a CD-ROM for electronic access. Finally, some noted that “comfort [bathroom] breaks”
should be introduced in future workshops to limit disruption by participants moving in and out during
presentations.



End-of-Workshop Evaluation

General issues:

The end-of-workshop evaluation sought to gain a detailed picture of participants’ opinions about the
overall quality and education value of the workshop. The first two questions asked how participants
felt about the length of the workshop (5 days) and its educational level. As Table 3 shows, 56% of
participants felt it was the right length, and 44% felt that it was too short. Slightly over half (51%)
found the workshop content to be at the intermediate level, while 31% rated the workshop
introductory, indicating prior working knowledge of the issues addressed in the workshop. Less than
20% of the participants rated the workshop advanced.

Table 3: Length of workshop and level of materials presented

Too short Right length Too long

Length of workshop 44% 56% 0%
Introductory Intermediate Advanced

Workshop level 31% 51% 17%

Related to this second question, participants were asked to suggest topics they would find useful for
advance workshops; they recommended the following areas:

e Strategic Planning

e Human Resources Management

e Marketing

¢ Financial Management

Table 4 presents other details of the overall workshop evaluation. It shows that most participants
found the workshop of great value: 97% expressed that the workshop either met or surpassed their
expectations. Seventy-eight percent (78%) found the workshop applicable to their jobs and/or
businesses. Reflecting this high level of satisfaction, 97% of the participants said they would
recommend the workshop to their colleagues. Most participants also agreed that facilitators
communicated well (100%), demonstrated knowledge of the subject matter (97%), the materials were
well organized (100%), and the program was well placed within the allocated time (86%).

Table 4: Overall program evaluation by participants

Strongly | Agree Neutral Disagree | Disagree Average
Agree Strongly Score
1 2 3 4 5

Met my expectations 51% 46% 3% 0% 0% 1.5
Applicable to my job 62% 26% 12% O% 0% 1.5
Would recommend to colleagues 80% 17% 3% 0% 0% 1.2
Program was well paced 46% 40% 14% 0% 0% 1.7
Instructors communicated well 69% 31% 0% 0% 0% 1.3
Mater_lals presented were 69% 31% 0% 0% 0% 13
organized

Instructors were knowledgeable 83% 14% 3% 0% 0% 1.1




Educational content:

Table 5 below shows how participants’ rated individual sessions. Given that most of the sessions
were evaluated highly, a quick measure of a session’s success is to tally the percentage of
participants who rated a session above average or excellent. According to this measure, the three
highest rated sessions were: “Marketing Strategy” by Dr. Edward Mabaya (97%), “Marketing: The
Force That Works” by Frank Pedraza (94%), “Marketing Strategy Case Study: Roy Foods” by Dr. Ralph
Christy (91%). The following presentations received relatively high scores of between 80% and 90%:
“Financial Management” by Dr Onkuthwile Othata (89%), “Strategic Management” by Dr. Ralph
Christy (89%), “Supply Chain - Key Concepts” by Mohammad Karaan (86%), “Businesses, Communities
& HIV/AIDS” by Dr. Ndunge Kiiti, Dr. Quinetta Roberson, Dr. Kenneth Robinson, and Dr. Krisztina
Tihanyi (80%), and “Case Study: Victoria Seeds” by Josephine Okot (80%).

Participants also valued the closing session “Strategic Marketing Synthesis and Summary” by Dr.
Ralph Christy (93%). The presentations and discussions on “Opportunities and Challenges for SMEs in
Africa” by Dr. Vincent Gwarazimba, Stella Quaye, and Tina Eshun Swatson were also well-received
(79%), although some suggested that the panelists be given more time to prepare their presentations
in order to make them more focused and of value.

Most participants (90%) found the use of case studies helpful. Somewhat fewer, although still the
majority (81%), agreed that group assignments and presentations complemented the presentations by
facilitators. Very few (3%) felt that they learnt very little through group work. Finally, 88%
indicated their satisfaction with open consultations with facilitators.

Table 5: Educational value of specific topics

Learned _ _ Learned
Very - g Great Average
Little 2 3 4 Deal Score
1 5

E/I:crjlr(g;r;g: The Force that Matters! (F. 0% 0% 6% 41% 53% 4.5
Marketing Strategy (E. Mabaya b b 0 0 b .

keti ( baya) 0% 0% 3% 44Y% 53% 4.5
Marketing Strategy Case Study: “Roy
Foods” (R. Christy) 0% 0% 9% 29% 62% 4.5
z\‘jlpﬁ’(';’rg;‘g)'“ - Key Concepts 0% 0% 14% 40% 46% 4.3
Businesses, Communities & HIV/AIDS
(N. Kiiti, Q. Roberson, K. Robinson, K. 0% 0% 20% 26% 54% 4.3
Tihanyi)
Financial Management (O. Othata) 0% 0% 11% 23% 66% 4.5
Strategic Management (R. Christy) 0% 0% 11% 23% 66% 4.5
Case Study: “Victoria Seeds” (J. Okot) 0% 0% 20% 37% 43% 4.2
Opportunities & Challenges for SMEs in
Africa (Panel) 0% 0% 21% 58% 21% 4.0
Strategic Marketing Synthesis &
Summary (R. Christy) 0% 0% % 29% 64% 4.6
Group Assignment & Presentations 0% 3% 16% 47% 34% 4.1
Use of Case Studies 0% 0% 10% 45% 45% 4.4
Open Consultations 0% 0% 12% 44% 44% 4.2




In general, 90% of the participants indicated that they learnt a great deal about marketing and
business planning (Table 6).

Table 6: Level of learning about marketing and business planning

Learned _ _ Learned a Average
very little | . great deal
1 > 3 4 5 Score
Level of learning 0% 0% 9% 42% 48% 4.4

Workshop Logistics and Facilities

Superior logistics and workshop facilities greatly influence the enthusiasm of the participants, while
inadequate facilities may interfere with the learning process. Overall, participants rated logistics and
facilities well above average (Table 7). Information and communication prior to the workshop was
rated above average (75%). The opening function was rated highly (90%) and so was the closing
banquet (97%). Accommodation and the meeting space were rated 94% and 91%, respectively. Dinner
at Masande Xhosa Restaurant was rated above average (90%) so were teas and meals (91%), as well as
networking opportunities (91%). Evening speakers were rated satisfactory, although they received a
relatively low score of 74%. The handbook received everyone’s approval at 100% satisfactory rating.

Table 7: Logistics and facilities evaluation

Poor > | Average | € | Excellent | Average

1 2 3 4 5 Score
Info & communication prior to workshop 0% 0% 24% 33% 42% 4.2
Opening Function: Traditional SA 0% 0% 10% 300 58% 45
Barbeque
Masande Xhosa Restaurant 0% 0% 10% 29% 61% 4.7
Evening Speakers 0% 0% 26% 32% 42% 4.2
Closing Banquet at Spier 0% 0% 3% 19% 7% 4.7
Handbook 0% 0% 0% 37% 63% 4.6
Meeting space 0% 0% 9% 39% 52% 4.4
Lodging/accommodation 0% 3% 3% 26% 68% 4.6
Tea & meals 0% 0% 9% 39% 52% 4.4
Networking opportunities 0% 0% 9% 38% 53% 4.4

The workshop was designed to provide participants with intensive learning sessions but also allow
them ample time to relax, reflect and rejuvenate their energy levels. According to Table 8 68% of
participants felt that the allocated free time was adequate. Participants also found team activities
being adequate (67%) in facilitating the learning process and skills transfer.

Table 8: Free time and team activities evaluation

Too little | €—— Enough | —® | Too much| Average
1 2 3 4 5 Score
Amount for free time 6% 6% 68% 15% 6% 3.1
Team activities 9% 6% 67% 15% 3% 3.0




Taking all of the above into account, all participants rated the workshop as being above average,
with the majority (67%) indicating that they found it excellent (Table 9). The strengths of the
workshop included its participatory approach to learning, that facilitated the provision of new
knowledge, ideas and practical tools to participants. Facilitators were excellent and their
presentations gave participants a firm grounding in basic business concepts. The keynote speaker,
Pete Ondeng, gave new and inspiring thoughts on the challenges of African development. The venue
was also highly conducive to learning and relaxing. The workshop also offered some good
opportunities for networking among participants.

Table 9: Overall Workshop Rating

Poor *—> | Average | € |Excellent | Average
1 2 3 4 5 Score
Overall workshop rating 0% 0% 0% 33% 67% 4.7

While overall the workshop was a great success, organizers took careful notice of the thoughtful
suggestions and concerns contributed by participants. Among these were:

e Networking could have been improved greatly
organizations to distribute to each other;

e The schedule should have allowed more time for individual business consulting for those
present;

e Given that the workshop attracted an international audience,
international trade could have been appropriate;

o All of the Power Point presentation should be included in the handbook;
Some of the topics did not fit well into the allotted time.

e Creating a list-serve to link participants for follow-up discussions and business deals would be
useful.

e The case studies should focus not only on solving problems but also on showcasing success
stories and successful strategies.

e The cost of the workshop is prohibitive for those without adequate funding

if participants had profiles of their

including the topic of

For next year’s program participants recommended the following changes to existing modules:
¢ Human Resources Management - could include administration and labor relations
e Financial Management - add balance sheet construction and analysis, budgeting and taxation,
writing a business proposal
e Businesses, Communities, and HIV/AIDS - explore community business partnerships
Marketing - to include franchising

In addition, they recommended the following new topics for inclusion:
Leadership skills and Entrepreneurship

International trade

Environmental protection and sustainability

Sustainable livelihoods approach to business

E-commerce

Business Management & development

Product development and marketing



BUSINESSES, COMMUNITIES, AND HIV/AIDS

Recognizing an important challenge facing SME’s in Africa, this year a new module on Businesses,
Communities, and HIV/AIDS was added to the workshop. In his introduction, Dr. Ken Robinson
introduced the so-called “Assets-Based Community Development” model, a framework that allows
communities to envision linkages among businesses, the community, and its development needs.
This model is particularly applicable to the issue of HIV/AIDS, as both businesses and communities
are affected, putting the hard-won successes of development into jeopardy.

The discussion highlighted that it was critical that companies defined their role in the community
and what they perceived to be the role of the community in their businesses, thus forming a basis for
mutually beneficial business-community partnerships. In addition, participants recognized that
national governments and regional initiatives such as NEPAD must provide the necessary support and
political will if such efforts were to bear fruit.

Adding some more useful information for businesses, Dr. Quinetta Roberson gave a brief overview of
human resource management as on the company level, the issue of HIV/AIDS often falls to the human
resource department or staff. This presentation gave participants some practical tools to
conceptualize and evaluate employer-employee relations in their businesses. The model highlighted
the scale of employer-employee relationships ranging from authoritarian to empowering. In the
follow-up discussion, participants agreed that the choice of model depended on a host of factors
including the type of business, company objectives, and the capacity of employees. Key issues raised
with respect to effective and sustainable human resources practices were:

o Employers must strive to create a trust-based company where every employee is respected.

o High performance is related to a great extent on a healthy employer-employee relationship.

e Training and development of employees improve the employer-employee relationship.

Having laid the foundations for a more nuanced understanding of the issues surrounding HIV/AIDS and
African businesses, Dr. Ndunge Kiiti noted the following major challenges in the fight against the
HIV/AIDS pandemic:
e Health Ministries are still in the forefront of the fight, although experiences so far have
shown that more stakeholders must be involved, including communities.
A clear lack of political will in different countries in Africa (most countries are in denial).
e Most intervention strategies focusing on urban residents when in fact the pandemic has hit
the rural populace.
¢ Intervention strategies are mainly focusing on behavior change and treatment and are failing
to address other critical factors.

Participants engaged in a lively debate on the issues raised by facilitators. Some suggested that the
revision of the educational strategy was key in order to provide the bare and hard facts about the
HIV/AIDS scourge to individuals in the workplace and in the community. Education should also be on-
going in order to incorporate the latest knowledge about the epidemic. Some participants also
suggested that the availability of condoms has given rise to the mistaken belief that the pandemic is
under check; in reality, there was a need for longer term and more sustainable solutions.
Importantly, the discussions highlighted three major conclusions: the link between HIV/AIDS and
poverty, communities’ need for increased capacity to deal with the pandemic; and that relatively
paucity of efforts in SMEs to tackle the problem of HIV/AIDS in the workplace and surrounding
communities.
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Panel Discussion: Towards a Workplace HIV/AIDS Policy

The second half of the session on HIV/AIDS gave three participants a chance to share their own
experiences about HIV/AIDS. The first panelist, Charlene McKoin of Africare talked about her
organization’s efforts to empower young Mozambicans orphaned by AIDS in obtaining and maintaining
legal rights to property and facilitating their participation in income generating projects.

The second panelist, Tina Eshun Swatson talked about her company’s HIV policy, which incorporated,
among other things, peer education to raise awareness about the disease. While she acknowledged
that Ghana’s relatively low infection rate meant that the company had not had the chance to test
the policy extensively, participants recognized that having measures in place is an important steps
towards combating the disease in the first place. Tina Eshun Swatson offered a complementing
perspective where the policy focuses on assisting employees to live positively with HIV/AIDS.
Employees are also encouraged to also assist others around them to do the same thus addressing the
issues of stigma and discrimination in the workplace and in the community.

The third panelist, Dr. Vincent Gwarazimba of Zimbabwe painted quite a different picture: his
company had in fact lost several workers to HIV/AIDS, and the policy he initiated in the company was
precisely a response to the company’s experiences with the disease. These included increased
absenteeism due to prolonged illness, increased costs for employee medical bills and funeral
expenses, all of which were borne by the company. Heading a small company, Dr. Gwarazimba
acknowledged that beyond social responsibility, protecting the bottom line of the business became
the motivating factor to pursue a workplace HIV/AIDS policy. Similarly to the Ghanaian example,
their efforts also incorporate peer education, and, overall, they challenge cultural norms by
emphasizing the need for frank discussion on HIV/AIDS and related issues, such as sexual behavior.
In addition, given the company’s small size, the policy also utilizes the company’s family-like setting,
where workers know each other and live in close proximity.

In general, all of these efforts were prompted by practical experiences and the desire to take social
responsibility in the workplace. Panelists agreed that for the policy to be practical and sustainable it
must be specific and be reflective of company values and practices. The panel presentations
prompted a lively discussion and the following conclusions:

o Employers and employees must take personal responsibility to fight the HIV/AIDS pandemic.

o Both employers and employees must be trained in basic psycho-social counseling skills and
other skills necessary in mitigating the impact of HIV/AIDS.

e Companies must find innovative ways to reach out to employees family members who are
also affected by the employee’s illness.

e Although in some countries Labor Laws and health policies remain unclear with respect to
HIV/AIDS, many participants indicated that, having heard the experiences of others, they
were inspired to contribute their part to fight the disease in their businesses and
communities.

11



Box 1: Field Tour of Agricol (Pty) Ltd

The field tour was organized for workshop participants in the seed industry to expose them to
competitive companies for benchmarking, and exploring joint ventures and business deals. Agricol
representatives who organized the tour highlighted the keen interest in partnering with other
organizations in areas where mutual benefits would be realized. Such possibilities were cited in
crop production and product marketing and distribution.

Agricol was established in 1959 and has grown to become a competitive player in the seed
industry in South Africa. A market-driven company, Agricol has made a significant presence in
North America, Asia, Argentina, Australia and New Zealand. Its product list includes birdseed,
pasture seed, lawn and cover crops, seed for human consumption, health seed and fertilizer. Its
primary activities include importing and exporting, wholesale and retail trade, production, plant
breeding and laboratory seed testing.

According to Agricol representatives, success in the seed industry requires sound management
practices, excellent customer service, wide distribution network and timely order deliveries, and
investment in research and development to pioneer new products. Risk factors include political
instability in the region, logistics management and phyto-sanitary barriers that prevents intra-
regional trade.

Agricol out-sources most of its operations and have also invested heavily in their product
distribution network and management. However, they still run their own seed testing in the
factory in order to ensure and maintain product quality. Observations during the tour indicated a
keen interest by SODP fellows to partner with Agricol particularly in the areas of seed
multiplication and technology transfer. Marketing materials with Agricol contact details were
circulated among the fellows to enable communication in pursuit of common and mutually
beneficial business deals.

CONCLUSION

The workshop was a resounding success as noted from the feedback by participants. The logistics,
workshop facilitation, workshop content and out-of-workshop activities generally met the
expectations of the participants. The workshop facilitators benefited immensely from the feedback
and it is expected that appropriate amendments will be made to make MMM 06 an even more
successful event.
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APPENDIX 4: FACILITATORS AND GUEST SPEAKERS
Facilitators

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 research 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 organisation of the global food economy. A Ph.D. graduate of Michigan State University’s
Department of Agricultural Economics, Christy has served as President of the American
Agricultural Economics Association, Scholar-in-Residence at the Rockefeller Foundation, and
member of the Committee for Economic Development’s Research Advisory Board.

Mohammad Karaan is a lecturer in Agribusiness Management and Marketing at Stellenbosch
University. Before joining the University in 1997, he worked in the nongovernmental sector
focussing 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.

Ndunge Kiiti is Senior Director for Partnerships at MAP International, non-profit organization that
promotes the total health of impoverished people in over 115 countries worldwide. A native of
Kenya, Dr. Kiiti began her tenure with MAP in 1991 as assistant director and then director of the
communications department of MAP’s African regional office, where she designed, coordinated
and implemented a communications program for relief and development, conflict mitigation and
reconciliation, and HIV/AIDS materials. Currently she is responsible for developing partnerships
with other NGOs, government agencies, academic institutions and funding entities within the
global health community to promote and enhance MAP International’s health education programs
for both Africa and Latin America.

Her wide ranging education includes a Ph.D. in Communications from Cornell University with
a concentration in International Health Policy from Johns Hopkins School of Public Health in
Baltimore (2002), an M.A. in development communication from Wheaton College, Chicago, IL, and
a B.S. in business administration from Houghton College, Houghton, NY. She has co-authored
articles and presentations on HIV/AIDS in Africa, and has lectured at the Emory University
Department of International Health.

Edward Mabaya is a Research Associate in the Department of Applied Economics and Management
at Cornell University. His research interests include food marketing and distribution, spatial
market integration and equilibrium, commodity price analysis and the role of efficient
agricultural markets in rural economic development. 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.

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 been largely lecturing in both
managerial and financial accounting. His research interests are in the areas of accounting and
accountability in both organizational and social contexts. His research has been disseminated
both locally and internationally in conferences, workshops and scholarly publications. In
addition, he has provided consultancy and advisory services in various business and social
environments.
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Frank Pedraza is an international management consultant specializing in marketing and strategic
planning issues. Prior experience includes Vice President of Chiquita Brands; responsible for the
Asia-Pacific Region and for International Business Development from 1988 to 1994. Vice President
of Kraft Foods, Latin America from 1980 to 1988 and Managing Director of Kraft Foods Mexico and
Kraft Foods Venezuela from 1973 to 1980. Prior to 1973 with PepsiCo as Vice President for the
Pacific Region after a successful marketing career with Proctor & Gamble. Holds both an MBA
from the JGSM and B.S. from College of Agriculture and Life Sciences from Cornell University.

Quinetta M. Roberson is an Associate Professor of Human Resource Management in the School of
Industrial and Labor Relations at Cornell University. She earned her Ph.D. in Organizational
Behavior from the University of Maryland. In addition, she holds a B.S. from the University of
Delaware in Finance and Accounting and an M.B.A. from the University of Pittsburgh in Finance
and Strategic Planning. Professor Roberson's research interests center on contextual
investigations of organizational justice issues - particularly fairness in work teams and specific
human resource contexts. In addition, she does research in the areas of strategic diversity
management, recruitment, and job search processes. Prior to getting her doctorate, Dr. Roberson
worked as a financial and marketing analyst at CoreStates Bank in Philadelphia, PA serving in both
the large corporate and small business commercial lending areas. In addition, she served as a
strategic planning and business process consultant for the Small Business Administration. Dr.
Roberson has also served as a consultant for several private and public organizations on a variety
of topics, including diversity management and organizational climate, performance appraisal and
business process improvements.

Kenneth Robinson is a Research Associate in the Department of Applied Economics and
Management at Cornell University. His research interests include economic development,
planning, and public policy. As a Fulbright Fellow, Robinson conducted research on the social and
economic impacts of small-scale, commercial agriculture on disadvantaged communities in
KwaZulu-Natal Province, South Africa. Prior to Cornell, Robinson was Assistant to the Director for
Policy at the USDA Economic Research Service, where he provided management and research
assistance on rural development and environmental policies. He has also worked as a
Washington, DC, lobbyist on housing and community development issues. Robinson received his
Ph.D. in Development Sociology at Cornell.

Krisztina Tihanyi is Chief Operating Officer for MM, Inc. Dr. Krisztina Tihanyi coordinates the
organization’s various research and outreach activities and is in charge of publications, financial
management, and fundraising. Prior to joining MM, Inc. in October 2004, she lectured at Cornell
University and Ithaca College in Ithaca, N.Y. Her educational background includes a BS in
Psychology with a Concentration in Africana Studies (Davidson College), an MA in International
Peace Studies (University of Notre Dame), and a Ph.D. in Anthropology at Cornell University. An
experienced researcher and writer, Dr. Tihanyi has conducted her anthropological field work in
South Africa between 1999 and 2002.
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Guest Speakers

Pete Ondeng is the founder and Chief Executive Officer of NEPAD-ASET, a regional private-public-
partnership (PPP) investment facility operating under the framework of the New Partnership for
Africa’s Development (NEPAD). Prior to this, Ondeng served as CEO of the NEPAD East Africa
Secretariat. He is a business development specialist with over twenty years of professional
experience in the fields of financial services, small and medium enterprise (SME) development
and private sector consulting. He has carried out both short and long-term assignments for
numerous bilateral and multilateral donor organizations, governments and private sector
institutions in over 15 countries in Africa, Asia and Latin America. His leadership experience
includes a successful three-year stint as Director of Faulu Kenya, one of the Kenya’s leading
microfinance institutions. Between 1998 and 2002, he was the Africa Project Coordinator for the
Netherlands based Oikocredit U.A., an international development finance institution. Ondeng is
the author of several books including How To Start Your Own Small Business and Africa’s
Moment.
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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 research 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 organisation of the global food economy. A Ph.D. graduate of Michigan State University’s
Department of Agricultural Economics, Christy has served as President of the American
Agricultural Economics Association, Scholar-in-Residence at the Rockefeller Foundation, and
member of the Committee for Economic Development’s Research Advisory Board.

Mohammad Karaan is a lecturer in Agribusiness Management and Marketing at Stellenbosch
University. Before joining the University in 1997, he worked in the nongovernmental sector
focussing 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.

Edward Mabaya is a Research Associate in the Department of Applied Economics and Management
at Cornell University. His research interests include food marketing and distribution, spatial
market integration and equilibrium, commodity price analysis and the role of efficient
agricultural markets in rural economic development. 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.
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