	[image: image5.png]


UNITED NATIONS DEVELOPMENT PROGRAMME

BACK TO OFFICE REPORT


	Prepared by: Chionetsero Chingoli
	Date: 8th – 10th November 2018

	Reference Number (if available):


	Distribution: N/A


	Place(s) visited: Mzuzu (Peoples Metro store, Sana cash and carry, Shoprite Mzuzu mall)

	
	Co-travelers: Chifundo Kungade, Lena Lungu, Hellen Mlotha, Shakira Phiri, Mc Lora 

	BACKGROUND 
The Buy Malawi Strategy (BMS) secretariat together with the Ministry of Industry trade and tourism continued its series of 3-tier activities aimed at raising awareness among consumers across the country in Mzuzu. The BMS team conducted the activities in Mzuzu to engage customers on why they should embrace the BMS. The team conducted a banner and poster distribution exercise in three shops; Peoples Metro, Sana Cash and Carry, and Shoprite. The Secretariat also conducted a live panel discussion on MBC radio 1 titled “What is the Role of a Consumer, Manufacturer and Policy Holder in Furthering the Buy Malawian Strategy?” where listeners could call in and participate in the discussion. The final activity was a shop storming exercise in the target 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 Mzuzu. 
· Buy Malawian Banner and poster distribution exercise in major retail shops in Mzuzu.
· Conduct a Live panel discussion on MBC radio on the Buy Malawi Strategy.

	

	 Banner distribution exercise
Following a similar exercise of banner distribution conducted in Blantyre on 2nd November 2018, the BMS secretariat held this exercise in Mzuzu on 9th of November 2018. The retailers visited were Peoples Metro, Sana Cash and Carry and Shoprite. This follows the agreement between the secretariat and retailers to disseminate information to the consumers about the BMS and why consumers should support the Strategy. The secretariat has since produced banners and posters to be strategically displayed in these shops. It was encouraging to note that all these shops in Mzuzu just like in Blantyre and Lilongwe are willing to embrace the BMS. 
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                    Banner placed at Mzuzu mall shoprite.
Pull-up banners were strategically placed on the entrance of the shops and the posters were given to the shop managers for placement in strategic areas. The shops managers however were concerned with the continuity of the Programme as the change in mindset of the consumer is gradual and it will take time for consumers to fully embrace the strategy. 
Live radio panel discussion 
The secretariat together with the Ministry also organized a panel discussion themed “What is the Role of a Consumer, Manufacturer and Policy Holder in Furthering the Buy Malawian Strategy?”. The panelists were; the Director of Small and Medium-sized Enterprises and Registrar of Cooperatives at the Ministry of Industry, Trade and Tourism Mr. Wiskes Nkombezi, Managing Director of Nyaluwanga Farms Mrs Cecilia Mseteka and the Managing Director of Northern Honey Processors Mrs Lestina Nhlema. Listeners could call in and comment or ask questions to the panellists as a way of engaging in the discussion. It was noted during the discussion that people are concerned with the durability and high prices of local products. There were concerns on the availability of expired merchandise in small and mostly rural shops, and it was made clear by the panellists that every consumer has a right to report such incidents to Malawi Bureau of Standards. The callers further pointed out that the BMS should investigate the corrupt practices of shop-owners that import goods illegally as well as the influx of various imported sub-standard drinks. The radio debate had a lively audience as witnessed by the numerous calls that came in originating from various districts i.e. Ntchisi, Zomba, Machinga, Mulanje, Lilongwe, Blantyre. It was also noted that this platform was better to engage with people in the rural areas. 
Shop storming’s
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 local products and services. The Northern region shop storming was conducted in 3 major retail outlets namely Peoples Metro, Sana Cash and Carry, and Shoprite stores. The storming just like in Blantyre also involved current members of the strategy such as Rab processors Limited, Peacock Seeds and Sunseed Oil showcasing their different products during the event.
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            A BMS representative explaining to a customer.   
Another activity during the storming was pasting of BMS stickers on customers vehicles and motor cycles with messages encouraging the consumer to buy locally. The car and motor cycle owners were receptive to this idea. The people are in support of the BMS and believe it is a good initiative and advised that the awareness must be consistent. 
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          The BMS representatives in action
Apart from the stickers the customers were also given free pens and brochures to encourage them to buy local and sensitize them on the BMS. The BMS team engaged with customers within the shop premises and inside the shops..
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                Part of the BMS team promoting local products


	

	Observations:
· The major retailers visited are ready to embrace the Strategy. 
· Most consumers are let down by the quality and the high prices of local products. 
· It was observed that the mindset of many local Malawians is that local products are of inferior quality as compared to imported products.  
· The radio programs around such defined times 4PM-6PM are a good medium of reaching and engaging with the rural masses.

	Recommendations 
· The BMS together with its members should conduct more radio programs at such designated times in order to reach out to the rural masses.
· Partner with TV Stations to have all their presenters put on the Buy Malawian cloth every Friday, while continuously reminding viewers of BMS
· The awareness exercise to be intensified in more than the three major cities.

· Have local sessions in all districts with key business people, government officials and CSOs on Buy Malawi Strategy

· Retail shops should be non- paying members of the strategy and in return they will be required to promote the Strategy. 

· To involve more companies in the shop storming exercise and have them display their products and engage with customers.
· The BMS flyer to incorporate pictures of Malawian service sector players, logos of current member companies and only a select few quality products.

· The awareness campaigns need to spread across all the country and not only in the three major cities. BMS posters should be distributed in all shops across the country so that the Strategy gets to the rural masses.  
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