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UNITED NATIONS DEVELOPMENT PROGRAMME

BACK TO OFFICE REPORT


	Prepared by: Chifundo Kungade
Technical Specialist Buy Malawi Strategy (Outreach)
	Date: 1st – 4th November 2018

	Reference Number (if available):


	Distribution: N/A


	Place(s) visited: Blantyre (Specifically Metro Shop, Knit ware, Shoprite and Chipuku stores 

	
	Co-travelers, if any: Lena Lungu, Wisdom Chimgwede, Lora, Hellen Mlotha, Viyawo,  Chionetsero Chingoli, Shakira Phiri, Gift Billy

	BACKGROUND 
The Buy Malawi Strategy (BMS) secretariat together with the Ministry of Industry trade and tourism conducted 3 activities in Blantyre to engage customers on why they should embrace the BMS. The Secretariat conducted a live TV debate on MBC with the topic “Should Buy Malawian logo only be used by Buy Malawian Strategy Members?” The second activity conducted by the team was a shop storming exercise in 3 major shops in Blantyre. The third exercise was Banner and poster distribution exercise in these shops. All these activities were done in order to engage the consumers to start embracing locally made products and services.
Main objectives of the Visit were to: 

· Do shop storming’s in all major retail shops in Blantyre 
· Buy Malawi Banner distribution exercise in Blantyre major retail shops
· Recruit major retailers into the Buy Malawi Strategy 
· Conduct a Live TV debate on MBC tv on Buy Malawi Strategy.

	

	 Banner distribution exercise
The Minister of Industry Trade and Tourism Henry Mussa together with the Buy Malawi secretariat and the Ministry in September conducted a surprise visit to all the major retailers in Lilongwe in August to see how the retailers were supporting the Buy Malawi Strategy. During the visit major retailers such as Shoprite, Food Lovers, Sana and Chipiku stores. This was a follow up to a meeting the BMS secretariat had with both the retailers and SMEs who are the major suppliers of Malawi products to these retailers. During the meeting and the surprise visit it was observed that although the Secretariat has managed to reach out to Malawi Manufactures and Service providers there is still a gap on information to consumers on why they should priotise Malawian products found in these retail shops when purchasing. The secretariat together with these retailers agreed to disseminate information to the consumers about the BMS and why consumers should support the strategy. The secretariat produced banners and posters to be strategically displayed in these shops.  The banners were distributed to Shoprite, Spar, Sanna, Chipiku and Golden peacock who are the major retailers in Lilongwe. These messages are supposed to inform the consumer why they should support the BMS. The secretariat held a similar exercise in Blantyre on the 2nd of November 2018. The retailers visited were Shoprite, Chipiku and Metro. It was encouraging to note that all these shops in Blantyre just like Lilongwe are willing to embrace the BMS. For example, it was noted during the Lilongwe exercise that Shoprite have a banner where they stated that they support purchase of local goods and services and that they have month end promotions where locally manufactured goods are put on promotion. METRO shop in Blantyre has a deliberate policy where 80% of the goods they stock are manufactured locally.  During the time of the visit 90% of the items found in Metro were locally produced.
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                    One of the banners placed at Shoprite Chichiri mall.
Live TV and Radio debates and shows 
The secretariat together with the Ministry also organized a live TV debate on MBC tv to engage the consumer on the importance of the BMS. The theme for the debate was “Should Buy Malawian logo only be used by Buy Malawian Strategy Members?”   during the debate it was noted by the audience that Buy Malawi seems to only be targeting the urban populace and ignoring the local masses. The audience further pointed out that the BMS is failing to achieve its goals because of the quality and high prices of goods and services produced locally. High cost of production in Malawi was pointed out as the main cause of the high prices placed on Malawi goods.  Addressing these would help to make local products competitive. The debate also focused on why the logo should only be used by members of the strategy and why it symbolizes quality and why only selected products will be allowed to use the logo. Some members of the Buy Malawi Strategy such as Crown pharmaceuticals and Fadams Rice participated in the debate. Prior to the debate the secretariat also held a live radio broadcast on BMS ON Zodiak radio.
Shop storming’s
In 2017 the BMS conducted shop storming sessions in Lilongwe. Similarly, this year, the secretariat has planned to conduct shop storming’s exercises in all the three regions of the country. The aim of these storming’s is to engage the customers to embrace the strategy and to help in changing the mindset and perception of the individual consumer about our local products and services. The southern region shop storming was conducted in 3 major retail outlets namely Metro, Chipuku and Shoprite stores. In addition, the storming involved Current members of the strategy such as Candlex Limited, Fadams Rice, Knitware and Rab processors Limited. These companies show cased their different products during the event. 
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                   Some of the Blantyre and Lilongwe BMS team shop stormers.
Another activity during the storming was pasting of BMS stickers at the back of customers vehicles. Apart from the stickers the customers were also given free pens and broachers to encourage them to buy local and sensitize them on the BMS. 


	

	Observations:
· The major retailers we visited are ready to embrace the strategy. It was encouraging to note that Peoples Metro store which is one biggest retailers in Malawi has a deliberate policy where they stock 80% of Malawian goods.
· Most consumers are let down by the quality and the high prices of our local products. 
· It was also observed that the mindset of many local Malawians is that local products are of inferior quality as compared to imported products.  
· The Buy Malawi logo should be promoted and make it a household name
· 

	Recommendations 
· The BMS together with its members should also reach out to the rural masses as the campaign is seen as only targeting the middle and upper classes in the urban areas.

· Retail shops should be non- paying members of the strategy and in return they will be required to promote the strategy by for example having the Malawi corner in their shops where only Malawian products will be on display.

· To reach out to more shops and encourage them to display the BMS messages in their shops.

· To involve more companies in the shop storming exercise and have them display their products 

· The BMS flyer to incorporate pictures of Malawian service sector players  
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