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Abstract
Purpose of this paper - To characterize the major factors to be considered in the 
development of a strategy to enter the East African retail property market.  
 
Design/methodology/approach A preliminary selection of potential geographical 
markets in East Africa was made based upon size and political stability. Four coun-
tries were selected and major cities and towns in these countries were visited on two 
occasions, to obtain first hand knowledge of the current retail market as well as to 
identify possible investment opportunities. The four selected countries were ranked 
according to probable ease of market penetration.  Shopping malls in the two most 
attractive countries were visited and characterized.

Findings 
The preliminary study shows that Kenya should be established as springboard for ex-
pansion into East Africa, with Uganda earmarked as the second country to invest in. 
Stores rollout should start in Nairobi with a rapid rollout to key rural cities and towns. 
Once the operation is stabilized a sales area team with logistics support should be 
established in Kampala with the focus to grow the footprint rapidly westward.

Research limitations/impli ation
The research is a preliminary survey of factors to be considered in the establishment 
of a strategy to enter the East African retail property market.  Sudan and Somalia 
were excluded from the study due to political turmoil currently present in these 
countries while Eritrea, Djibouti, Rwanda and Burundi were excluded due to size.

Practi al implications (if appli able)
Understanding the factors required to enter the relevant markets will increase the 
potential success of an entrant.

Originality/value of paper Although specific markets in some of the countries in East 
Africa had been investigated in the past, this is the first systematic study of the strat-
egy required to successfully enter the retail property market in East Africa.  

Keywords:  Clothing retail market, East Africa, growth, strategy, invest

 
1. INTRODUCTION 

East Africa’s current growth is boosted by progress made in trade integration, 
high population growth and stable economic growth prospects.  Along with the 
recent discoveries of oil and coal, the region offers an attractive opportunity for 
expansion. The question arise which of the countries in East Africa would be the 
most beneficial to enter as a retailer, or whether the region must be entered as a 
whole, with a central distribution centre and hubs servicing each country. 
 
Africa’s land mass accounts for 20% of the total earth surface but only houses 1 
billion people, which is 15% of the world population (the UN projects that Africa 
will house 2.4 billion people by 2050).  This means an almost 5 fold increase in 
the population since 1950, when there were only 221 million people on the 
continent.  The UN estimates that by 2050 the world population will be just over 
9 billion people of which 50% will be in 9 countries, namely India, Pakistan, 
Nigeria, Democratic Republic of the Congo, Bangladesh, Uganda, United States, 
Ethiopia and China.  Four of the countries are in Africa, therefore any retailer 
that wants to remain relevant must have a proper strategy for this continent, 
especially since 50% of the African population is currently below the age of 20 
years. (Kgomoeswana 2015). 
 
Ramkhelawan-Bhana and Fauconnier (2014) state that “once touted as the 
hopeless continent, Africa is now laden with opportunities.  But, it is also fraught 
with challenges requiring meticulous planning by companies operating in, or 
seeking out, new and exciting markets.”   
 
Africa has been able to maintain its strong growth path and with substantial 
discoveries of carbon resources and an improving political environment, the 
outlook is positive (Standard Bank 2013) : 
  

• Since 2005, Africa is growing at an average rate of 4.7% which exemplifies 
its resilience to fluctuation is global growth.  Admittedly this can be 
attributed to Africa’s abundance to resources, but the ever expanding 
middle class is changing Africa’s economic landscape. 

• After growing at 5.5% over the past 10 years, Sub Saharan Africa is set to 
expand on average 5.7% in the period 2013 to 2017.   
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• It is the second fastest growing region in the world, with Asia set to expand 
by 7.5%.  

• Across Africa, income will grow by 30% in the next 5 years (2016 – 2020). 
• The key reasons behind Africa’s growth surge are improved political and 

macroeconomic stability and microeconomic reforms.  
• The result is consumer driven growth catching up with resources and 

estimated to be more than double in size by 2020.  
• Households with income of more than $5000 per annum is estimated to 

grow from 85 million in 2008 to 128 million in 2020.  
• With the fastest urbanisation rate in the world (there are now more than a 

1000 cities in the sub-Sahara Africa) is causing greater economic growth for 
this respective countries as investors interested are increasing in the cities 
and urban areas as part of their investment strategy (Oxford economics 
states that about US 700 billion of the continent GDP is contributed by 
Africa’s most significant cities).  As investors flood the market, African cities 
are becoming more and more expensive, as more goods are still being 
imported. 

 
East and West Africa is expected to grow at an average of 6.3% and 6.4% 
between 2014 and 2018, but East Africa could even surpass their forecast if oil 
and gas activities come into fruition sooner than anticipated (McKinsey 2010)  
Prudent monetary policy management and peaceful elections in key markets 
(Kenya 2013) is driving solid domestic demand. Kenya’s relative high middle class 
(45%) and access to ports are factors considered by retailers FMCG and 
pharmaceutical companies, in deciding to use the country as a hub to service the 
region.  The current growth is expected to accelerate once the significant 
hydrocarbon resources in the region come into production in 2018 (McKinsey 
2010).  
 
Eastern Africa also promises to become the largest integrated consumer market 
in Africa with population growth driven by Uganda, Ethiopia and Tanzania, 
reaching almost 10% of world population.  
 
Even though is it undeniable that African infrastructure is lagging the rest of the 
world, it provides a huge amount of investment opportunities especially for the 
construction sector.  East Africa is currently experiencing a significant number of 
infrastructure projects that is underway across the region, with most big cities 
being flooded with investors investing into shopping centre complexes and road 

infrastructure projects.  Although the recent drop in the oil price may have an 
impact on the growth prospects of some African economies, in the long run the 
outlook remains positive.  
 
The objectives of this paper are to identify those countries in East Africa with the 
most potential for retail development in East Africa and to develop a model for 
entering those markets. 
 

2. LITERATURE REVIEW 

Once touted as the hopeless continent, Africa now offers exciting opportunities 
to the property investor. However, development opportunities require 
meticulous planning by companies operating in, or seeking out, new and exciting 
markets. (Cabot-Alletzhauser, Hu & Matthews 2012). 
 
According to World Bank’s Development indicators (The World Bank 2015), 
Africa is the world’s second largest and second most populous continent, with 
over 30 million km² or 20.4% of the total global land area.   
 
Africa’s positive consumer environment can hardly be ignored, with the 
continent boasting a large and fast-growing population, high levels of 
urbanisation (estimated to be more than 56% by 2050) and GDP per capita 
growth, as well as a fast expanding middle class, forecasted to be more than 128 
million by 2020 (PWC 2015; Handley 2015; Shimeles & Ncube 2015; Resnick 
2015; Thurlow, Resnick & Ubogu 2015).  
 
In various articles in major publications, Africa has recently been proclaimed as 
“the next Asia”.  Notably, the entire May 2015 issue of L’Uomo Vogue was 
dedicated by Franca Sozzani to “rebranding Africa”, while “the potential of 
Africa, both as a producer and ultimately consumer of luxury goods” was 
discussed at the 2012 IHT Luxury conference. (The Business of Fashion 2012) 

 

The higher end of the market, across the continent’s formal retail sector, has 
seen a major boom, largely driven by the entrepreneurial spirit caused by 
Mitumba (the branded 2nd hand clothing trade) as well as Kadogo (the term for 
shrewd economic activities that are stimulating the micro-economic enterprise in 
East Africa. (The Business of Fashion 2014) 
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While China, India and Brazil currently offer the greatest growth opportunities as 
emerging consumer markets, Africa often serves as inspiration for fashion 
collections.  Zara, Mango, Levi and Gap, to mention a few, are already active in 
Africa, and ASOS (a British online fashion store) provides free delivery to the 
continent. It is therefore not impossible to think that Africa could become the 
next frontier for fashion. (The Business of Fashion 2012) 
 

Growth is driven by intra-African trade and investment, with high-profile local 
companies expanding into regional markets. The development of the retail 
sector is driven by the growing population and burgeoning middle classes, 
demanding greater volumes of more varied goods. (PWC 2015) 
 
Defining the middle class (Jacobs 2015) 

The African Development Bank (AfDB), in influential paper on ‘The Middle 
Pyramid: Dynamics of the Middle Class in Africa’ (AfDB 2011) found that over a 
period of three decades the number of middle-class Africans tripled to 313m. 
One in three people, equated to 34% of the population are born middle class 
with a daily consumption between $2-$20, and not the conventional tendency to 
define the middle class as those individuals with an annual income greater than 
$3,900. 
 

The AfDB divided the African middle class into three sub-categories, 
characterised as foilows:  

• Middle class (60%) 

o consumption level of $2-$4 per day 
o labelled as the “floating class” 
o individuals who could easily fall below the poverty line of $2 per day, if 

any unforeseen disaster, expense or unexpected rise in the cost of living 
occurs 
 

• Lower middle class (25%) 

o consumption level of $4-$10 per day 
o individuals who consumes and saves for inexpensive non-essential goods  

 

• Upper middle class (14%) 

o consumption level of $10-$20 per day 
 

On contract, Standard Bank (2014) examined the middle class in eleven sub-
Saharan African countries and found that over half the region’s GDP can be 
ascribed to only 15 million people.   The report estimates middle class in Nigeria 
to be 11% of the population (4.1 million); 21% of Angola’s households; 14% of 
Sudan’s and 10% of Zambia’s, and that 86% of the population households 
remained in a low-income band - an overwhelming 94 million individuals.  
 
The report further identified that although the middle class in Africa expanded 
rapidly in the past decade, East Africa as lagging behind.  Extremely high 
percentages of low-income households are prevalent in major East African 
countries: 99% in Ethiopia; 97% in Tanzania and 92% in Kenya.  
 

McKinsey (2010) explains Africa’s income elasticity as follows: 

…Income elasticity, which measure the change in the quantity of goods 
demanded in response to a change in real income, affect the type of goods 
that can be sold in different markets. Food products are usually highly 
inelastic, while the demand for durable items is more elastic. Importantly, 
annual household incomes of above US$5,000 represent the level at which 
individuals begin spending more than half their disposable income on items 
other than food. Therefore, food products are likely to dominate consumer 
spending in income brackets less than US$5,000, while durable goods such 
as clothing and apparel will be more popular above this level…  

 

Table 1: Income brackets (in cities with a population above 500,000) 

        Income brackets (number 
of individuals) 

Cou
ntry City Popul

ation 

Househ
old 
consum
ption 

<US$
2,000 

US$2
,001 
– 
US$5
,000 

US$5,
001 
– 
US$1
0,001 

US$1
0,000 
– 
US$2
0,000 

>US$  
20,001 



 140 141 The 16th AfRES ANNUAL CONFERENCE 2016  The 16th AfRES ANNUAL CONFERENCE 2016

(US$PP
P) 

Ethi
opia 

Addi
s 
Abab
a 

3,191,
966 

3,516,9
34,279 

2,990,
351 

174,
764 

24,81
7 1,790 9 

Ken
ya 

Mom
basa 

1,083,
051 

2,592,9
62,841 

679,2
39 

323,
047 

51,03
1 

22,18
7 7,320 

Ken
ya 

Nair
obi 

3,795,
253 

14,599,
326,453 

1,425,
944 

1,65
2,14
2 

510,8
75 

133,7
56 71,459 

Tanz
ania 

Dar 
es 
Salaa
m 

4,177,
116 

6,061,5
56,995 

3,422,
710 

655,
939 

83,59
6 

13,81
4 396 

Tanz
ania 

Mwa
nza 

789,7
48 

1,718,8
43,800 

487,9
34 

259,
779 

32,46
9 8,560 806 

Uga
nda 

Kam
pala 

1,908,
336 

6,279,9
49,697 

779,8
56 

839,
359 

214,9
89 

54,66
2 18,809 

Source: RMB: Where to invest in Africa                                                                       

Data as at September 2014 

 

A more telling indicator for retailers when attempting to define their target 
markets is LSM (Living Standards Measure) levels. This data is available for 
developed countries and emerging markets like South Africa, but the rest of 
Africa (especially SSA) is a work in progress. The most reliable data available is 
income brackets, which serve as a proxy for a high-level indication of where a 
retailer’s target market lies. 
 
Population density is another good measure of retail opportunities — the more 
people living in an area, the more consumers that can be reached without too 
many transport or infrastructure concerns (see Table 2).  On average, continental 
density is expected to increase from 34 to 79 persons per square kilometre 
between 2010 and 2050.  

 

Table 2: Population density (population of 500,000 and over) 

Country City 
Populat
ion 

Land area 
(km2) 

Density 
(/km2) 

Ethiopia 
Addis 
Ababa 

3,191,9
66 389 8,216.13 

Kenya Mombasa 
1,083,0
51 85 12,671.71 

Kenya Nairobi 
3,795,2
53 557 6,815.58 

Tanzania 
Dar es 
Salaam 

4,177,1
16 570 7,330.85 

Uganda Kampala 
1,908,3
36 492 3,877.94 

Source: RMB: Where to invest in Africa                                                                       

Data as at September 2014 

 

With a population of more than 130 million people, East Africa has become an 
investment destination with vast amounts of natural resources, agricultural land 
and the promise of economic integration of five states.  Following oil and gas 
discoveries, the respective governments are separately and jointly investing vast 
amounts of resources into the development of the counties’ infrastructure. (How 
we made it in Africa 2014) 
 
As subsistence agriculture is still very important in these countries, and 
contributing largely to each country’s GDP, urbanisation rates are lower than the 
rest of SSA. (KPMG 2014) 
 
The construction of multi-million dollar centres in most capital cities, are slowly 
changing East Africa’s shopping landscape, and the East Africa Community (EAC), 
a federation of Kenya, Uganda, Tanzania, Rwanda and Burundi, has enabled 
companies to expand beyond national borders and eased the movement of 
goods and people across the region. 
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East Africa is the most under-represented area for the South African retail giants, 
with Shoprite owning two stores in Uganda and two in Tanzania, while Massmart 
has only one each in Uganda and Tanzania.  Shoprite has however recently 
approved an expansion drive into Uganda. 
 
East Africa’s clothing retail is still fairly fragmented and the sale of second hand 
clothing remains a threat for South African clothing retailers looking to expand in 
East Africa. 
 
The Programme for Infrastructure Development in Africa (PIDA) was formulated 
by various African leaders and development agencies in recognition of the fact 
that infrastructure is a continental rather than individual problem,  The Priority 
Action Plan (PAP), the core of PIDA, lists 51 programmes across four main 
infrastructure sectors, to be initiated by 2020 (Table 3). (RMB 2015) 
 

Table 3: Overview of East African PIDA PAP programmes/projects 

Transport 

Northern 
Multimo
dal 
Corridor 

Modernize the high-priority multimodal African 
Regional Transport Integration Network (ARTIN) 
corridor in East Africa. Will facilitate travel by 
people and goods across the borders between 
Kenya, Uganda, Rwanda, Burundi, and the DRC, 
with a spur to South Sudan. 

Central 
Corridor 

Modernize the priority ARTIN corridor in East 
Africa and facilitate travel for people and goods 
across the borders between Tanzania, Uganda, 
Rwanda, Burundi, and the DRC. 

Djibouti-
Addis 
Corridor 

Revive the rail system in the high-priority 
multimodal ARTIN corridor in East Africa and 
increase the flow of goods across the border 
between Djibouti and Ethiopia. 

Lamu 
Gateway 

Develop sufficient port capacity to handle future 
demand from both domestic sources and 

Develop
ment 

landlocked countries, with priority given to the 
Lamu project in Kenya. 

Single 
African 
Sky 
Phase 1 

Create a high-level, satellite-based air navigation 
system for the continent. 

Energy 

Uganda-
Kenya 
Pipeline 

Establish a 300km pipeline for a lower-cost mode 
of transport of petroleum products between 
Uganda and Kenya. 

Great 
Millenniu
m 
Renaissa
nce Dam 

Build a 5,250 MW plant to supply the domestic 
market in Ethiopia and export electricity to the 
Eastern African Power Pool market. 

Source: RMB: Where to invest in Africa                                                                       

Data as at September 2014 

 

Regional integration has been ever important in overcoming geographic barriers; 
Africa has more landlocked countries than any other developing region. It is key 
in creating economies of scale and facilitating trade and investment. Removal of 
barriers to trade in goods and services will be bolstering intra-African trade. After 
SADC, the EAC, consisting of Kenya, Tanzania, Uganda, Rwanda and Burundi, has 
moved the furthest towards an open trade zone. These countries also all have a 
Vision 20XX strategy. (see Table 4) 
 

Table 4: East African Vision 20XX strategy 
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Source: RMB: Where to invest in Africa   Data as 

at September 2014 

The question now to be asked is the following: “Can the East African countries 
realise their full potential by overcoming economic growth barriers?” This 
question remains to be answered, but the following considerations might give us 
a glimpse as to the answer: 

• East Africa houses some of the fastest growing countries in Africa. Most of
these have implemented regulatory reforms to promote growth and
increase the ease of doing business. This can be seen from the numerous
Foreign Direct Investments (FDIs) and Diaspora Remittances in last decade.

• As the East African economy is on the brink of a new era of opportunities,
growth and development, its businesses, entrepreneurs and its leaders are
going to play a crucial role in ensuring that the region is ready to take up
these challenges. Courage and vision will be required from the leaders to
ensure that their economies will play a more prominent role in today’s
changing global economic order.

• East Africa is forecast to be the fastest-growing region in the continent. The
discovery of oil and gas has boosted this region’s economy, and Kenya is
predicted to become the key financial and business hub of Africa.

• East Africa will become an increasingly important food supplier to global
markets, with commercial farmers starting to exploit the vast opportunities
in this area.

• Looking at the Micro-Macroeconomic environment, inflation (10%), total
debt service (12%) and exchange rate volatility (4%) were still high at levels
between 2001 and 2010. The year-on-year variance of exchange rate in the
region was 13%. Total debt service as percentage of exports for Sub-
Saharan Africa (SSA) over the same period was just 7%. Macroeconomic
volatility such as these is sure to erode business confidence and slow
investment and economic activities.

• Flooding, famine and drought caused by extreme weather conditions over
the past few decades has also been the cause for cross-border conflicts and
energy and water issues. Global climate changes might affect the economic
base of most of the regional states, challenging sustainable growth.

• The continued disappointing economic performance in most historical
economic partners of this region is a potential threat to the growth process.
USA and EU is struggling to restart and maintain their economic growth
stability after the global financial slowdown.

• Continued political uncertainty in this area as well as neighbouring countries 
may downgrade the growth prospect of the whole region.

• Most East African countries have a large youth population. It is therefore a
huge challenge to create enough jobs to absorb the massive youth cohort
into the labour markets. However, this also presents an opportunity for
these countries to invest in their youth.

3. Methodology

The research was undertaken to determine a strategy to enter the East African 
clothing retail market.  The target countries for this study consisted of East 
African countries situated within “The Horn of Africa”. Sudan and Somalia was 
excluded due to political turmoil currently present in these countries. Eritrea, 
Djibouti, Rwanda and Burundi were excluded due to size, and Madagascar due to 
it being an island not connected to the rest of the continent. 

Extensive literature reviews were done to establish a theoretical base and books, 
journals and published reports were consulted to determine the following 
measures used to distinguish between the identified countries: 
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• Population size and age structure
• Income level
• Current exchange rate
• Inflation
• GDP
• Per Capita GDP
• Status of available financial services
• Current interest rate
• Ranking on “Ease of doing business” scale
• Infrastructure available 
• Current status of retail sector
• Availability of government support
• Threat of terrorism

After establishing which East African countries would be the most beneficial to 
enter, the subject countries were visited to form an own opinion and to compare 
against data obtained.  The said countries were visited on two occasions, with 
time spent visiting major cities and towns to obtain first hand knowledge of the 
current retail climate as well as possible opportunities to invest.  Informal 
interviews were done with selected local traders as well as foreign investors 
already trading in said countries, to compare with data obtained. 

Meetings were held with local leasing agents, to obtain insight into the current 
climate and availability of retail space, as well as with local banks, to obtain 
knowledge on the availability of the financial infrastructure of the countries. 

The data was obtained over a period of 9 months from April to December 2015. 

4. FINDINGS

The salient aspects of the selected countries, compiled from various sources, are 
summarised below. 

Key indicators: 

- Population: 103.1 
million in 2015,
with a growth rate
of 2.89%.
- Income Level:
Low income.
- Currency
Ethiopian Birr
(ETB), Nov 2015
   exchange rate 
approximately Br 
1.60/ZAR or Br 
20.97/$. 

- Inflation Sept 2015 at 11.9%.  Inflation rate in Ethiopia averaged 18.08
percent
   from 2006 until 2015. 
- GDP 2014 – US$54.80 billion (0.09 percent of the world economy).
- Per capita GDP – $ 315.99/annum. (3% of the world’s average).
- Financial services:  poorly developed.
- Interest rate – Prime 5%.
- Ease of doing business (according to World Bank Group index) – Ranked
132nd (2015)

Age structure: 

0-14 years: 43.94%
15-24 years: 19.98%
25-54 years: 29.31%
55-64 years: 3.88%
65 years and over: 2.88%

Infrastructure 

Ethiopia has a very poor transport infrastructure, with only 17 airports with 
paved runways, only 13.5% of its total of 44359 km of roadways being paved, 
and only 681km’s of railway (currently under construction).  Ethiopia however 

Ethiopia
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has plans to develop the national railway infrastructure with the Ethiopia 
Djibouti Railway.   

Retail sector 

Unlike other African countries, which have opened up for foreign retailers, the 
government is launching a state-owned cash-and-carry wholesaler called Alle 
that it promises to run along the lines of a private firm. Management contracts 
have been offered to foreigners outside the retail business in the past, but these 
have usually been short.  

Ethiopia's constitution dictates that the state owns all land and provides long-
term leases to the tenants only. The use of electronic payment systems remains 
limited furthermore complicating the ease of doing business in Ethiopia. 

Government support 

A five year (2010 - 2015) economic plan has been undertaken by the government 
that is largely financed domestically.  Known as the Growth and Transformation 
Plan (GTP), it is likely to be followed by another similar programme, and it is 
questionable whether domestic financing will be able to fulfil its requirements. 

Terrorism threat 

Ethiopia has the largest Islamic population in this region, and therefore remains a 
huge terrorism threat. A number of western targets are present, but Ethiopia has 
a very effective security apparatus in place to ensure its safety. Ethiopia also 
cooperates closely with the United States on various counter-terrorist issues.   

4.2. Kenya 

Key indicators: 

- Population: 47.3
million in 2015, with
a growth rate of
1.79%.
- Income Level:
Lower middle
income.
- Currency Kenyan
Shilling (KES), Nov
2015 exchange rate
approximately KSh

7.84/ZAR or KSh 102.50/$. 
- Inflation Sept 2015 at 5.97%. Inflation rate in Kenya averaged 10.71
percent
   from 2005 until 2015. 
- GDP 2014 – US$60.94 billion (0.10 percent of the world economy).
- Per capita GDP – $ 648.84/annum. (5% of the world’s average).
- Financial services fairly well developed.
- Interest rate – Prime 11.5%.
- Ease of doing business (according to world Bank Group index) – Ranked
136th (2015)

Age structure: 

0-14 years: 41.56%
15-24 years: 18.66%
25-54 years: 33.17%
55-64 years: 3.76%
65 years and over: 2.85%

Infrastructure 

Kenya’s energy infrastructure is currently lagging behind demand, but plans for 
new US$1.4 billion geothermal power plants is underway, that will add 280MW 
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to Kenya’s grid.  Road infrastructure is also being upgraded, with a new 
superhighway constructed between Nairobi and Thika, and plans to improve 
roads connecting to Mombasa (Kenya’s major harbour for exports).  Loans have 
also been secured from China, now Kenya’s second-biggest lender after Japan, to 
support railway and power development projects. 

Retail Sector 

With its relatively stable political and economic environment, Kenya is starting to 
be seen as an ideal point of entry for launching retail outlets and consumer 
goods distribution into East and Central Africa, the outlook for the retail sector is 
strong. With greater competition and improved infrastructure, consumers are 
benefitting with a wider variety of goods at lower prices. With nearly 17% of the 
population falling into the middle class, this has come at an ideal time. 

With government protection over import of some products, regional trade 
policies and preferential tariffs on goods coming from the Common Market for 
Eastern and Southern Africa or the East African Community, foreign entrants into 
the market are finding it tough to be competitive. 

Government support 

Access to debt and capital market funding is fairly simple in Kenya, but tax laws 
are fairly restrictive.  Businesses pay up to 44.4% tax which includes a profit tax 
of 28.1%.  Foreign investors receive the same treatment as local investors with 
Kenya’s flexible labour regulations and investment laws.  

Terrorism threat 

Kenya still remains a soft target with an assortment of Western targets, due to 
inadequate resources and lack of trained personnel. Kenya is fairly easy to 
penetrate by sea or through poor border control. 

Key indicators: 

- Population: 51.5 million in 2015, with a growth rate of 1.48%.
- Income Level: Low income.
- Currency Tanzanian Shilling (TZS), Nov 2015 exchange rate approximately
TZS
   166.82/ZAR or TZS 2182.07/$. 
- Inflation Sept 2015 at 6.1%. Inflation Rate in Tanzania averaged 7.49
percent from 
   1999 until 2015. 
- GDP 2014 – US$49.18 billion (0.08 percent of the world economy).
- Per capita GDP – $ 600.66/annum. (5% of the world’s average).
- Financial services fairly well developed.
- Interest rate – Prime 12%.

4.3. Tanzania 
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- Ease of doing business (according to world Bank Group index) – Ranked
131st (2015)

Age structure: 

0-14 years: 44.34%
15-24 years: 19.59%
25-54 years: 29.61%
55-64 years: 3.49%
65 years and over: 2.97%

Infrastructure 

Infrastructure in Tanzania has witnessed impressive investment in recent years 
and there is more to come. Transport and utilities infrastructure projects worth 
US$19 billion are in the pipeline. Improvements to local infrastructure are also 
expected to have a positive impact on residential house prices. Increased 
development will lead to greater congestion at the port of Dar es Salaam.  

Retail sector 

Tanzania’s retail sector is set for take-off. As in other low-income African 
countries, consumers focus on price and availability. Supermarkets are becoming 
more popular for higher-income Tanzanians and expatriates seeking variety and 
more sophisticated products. Large retail schemes and smaller retail centres are 
being developed near up-market residential areas such as Mikocheni, Oyster Bay 
and Msasani. South African retailers such as Game, Woolworths and Kenya’s 
Nakumatt are operating in Tanzania. Up to 80% of the products of these stores 
are imported through the port of Dar es Salaam.  

Government support 

Tanzania’s historically government led economy is now more market based but 
remains hindered by weak property rights. Land in Tanzania is officially 
government property and can only be leased from the government for 33, 66 or 
99 years, depending on its use. However, annual land rentals are relatively low 
and new legislation gives the lessee first right of refusal to extend the lease when 
it expires. Recent government reforms have been aimed at establishing a reliable 

system of transferring property rights and have been cited as one of the reasons 
for continued real estate development growth in the country.  

Terrorism threat 

Tanzania also has a vast coastline and is therefore easily accessible by sea. 
Outside terrorist groups are also assisted by a small, radicalized Islamic element 
situated in Tanzania. The United Nations anti-terrorism committee also criticized 
Tanzania in mid-2003 for failing to submit on schedule a report on terrorist 
activities in their territory. 

4.4. Uganda 

Key indicators: 

- Population: 41.4
million in 2015,
with a growth rate
of 2.49%.
- Income Level:
Low income.
- Currency Uganda
Shilling (UGX), Nov 
2015 exchange
rate approximately
UGX
   279.04/ZAR or 
UGX 3649.90/$. 

- Inflation Sept 2015 at 7.2%. Inflation Rate in Uganda averaged 6.92
percent from
   1998 until 2015. 
- GDP 2014 – US$26.31 billion (0.04 percent of the world economy).
- Per capita GDP – $ 422.36/annum. (3% of the world’s average).
- Financial services fairly well developed.
- Interest rate – Prime 16%.
- Ease of doing business (according to world Bank Group index) – Ranked
150th (2015)
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Age structure: 

0-14 years: 48.47%
15-24 years: 21.16%
25-54 years: 25.91%
55-64 years: 2.43%
65 years and over: 2.04%

Infrastructure 

The discovery of oil in Uganda has caused a large upsurge of investment in the 
country, with large projects currently coming on stream.  Even though these 
discoveries may seem modest in size compared to global production, they are 
very significant in a regional economic context. Uganda is set to begin oil 
production by 2018/19. 

Retail sector 

According to research commissioned by the W-Stores, a clothing retail business 
based in Tanzania, Uganda has the highest rate of retail business growth in East 
Africa. Uganda’s retail business space has in the five years preceding 2012 been 
growing at a rate of 20 per cent compared to Tanzania’s 15 per cent, and Kenya’s 
less than 15 per cent. Over that period Rwanda and Burundi were growing at 
between 10 and 5 per cent (Sunday Monitor, January 2012) 

Although formal retail is developing well in Kampala, the Ugandan country side is 
still mainly based on subsistence farming and informal trading. With an 
estimated urbanization rate of 180% between 2010 and 2030, this is bound to 
change. 

Government support 

A surge in public spending and borrowing is beginning to rattle investors in 
Uganda.  In mid-June, finance minister Matia Kasaija unveiled a record budget, 
detailing a 70% increase in outgoing to $8bn.  Following the announcement, the 
shilling slid to an all-time low amid investor fears of unrestrained spending as 
elections approach.  Much of the spending is allocated to ambitious 
infrastructure project that are being part-financed by China.  Most agree these 

infrastructure upgrades are vital to jump-start Uganda’s economy, but the scale 
of the spending left many wondering if the debts are sustainable.     

Terrorism threat 

Uganda hosts two organizations — the ADF and LRA — that the US added to its 
Terrorist Exclusion List in 2001. There have been numerous attacks by the 
Christian LRA against civilian targets in northern Uganda in recent years. 
Although Uganda's Islamic community is relatively small, it is still capable of 
being radicalized. 

4.5 Choosing the country to enter 

After analysing the data obtained for the four countries identified in East Africa, 
it became clear that the whole region should be seen as one entity with a 
fledgling customs union and increasing regional trade.  High economic growth on 
the back of balanced GDP growth drivers like agriculture and manufacturing, high 
population growth rates and the development of carbon resources, are all 
creating a platform for solid double digit growth. 

As the establishment of a new business in a new country is costly, mostly due to 
the high cost of infrastructure needed, the ideal scenario would be to start off 
with one of the four countries, and then to expand into the other three using the 
first as base.  The four countries were therefore classified in order from most 
likely to succeed to least likely, using the following table: 

Table 5: Comparison between Ethiopia, Kenya, Tanzania and Uganda (rated 
from 1 = best to 4 = worst: author’s rating) 

Ethiopi
a Kenya Tanzan

ia 
Ugand
a 

Size of population 1 3 2 4 

Population below 
poverty line 3 4 2 1 

GDP 2 1 3 4 

Per capita GDP 3 1 4 3 
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Ease of doing business 2 3 1 4 

Government support 4 1 3 2 

Urbanization 3 1 4 2 

Infrastructure in place 4 1 3 2 

Cost of transport 4 1 2 3 

Financial services 
available 4 1 3 2 

Availability of suitable 
retail space 4 1 3 2 

Competition (incl. 
markets) 4 3 2 1 

Current rental rates 
(retail) 2 4 3 1 

General safety 4 3 1 2 

Total: 44 28 36 33 

Table 5 would seem to suggest that Kenya is the most attractive country to use 
as point of first investment into East Africa, with Ethiopia being the worst.  

Taking the above information as basis, cities in Kenya and Uganda was 
subsequently visited to get first-hand information and to develop a retail entry 
strategy.  

In Kenya Nairobi, Mombasa, Kisumu and Nakuru were visited, as these are the 
only four cities in Kenya with over 300 000 inhabitants, also with well-maintained 
linking roads (see Figure 1).  Kampala, Entebbe, Jinja, Mbarara, Kasese, Fort 
Portal and Hoima were visited in Uganda, as, even though most are not as large 
as the cities in Kenya, they form a node with fairly good connecting roads and 
access to neighbouring countries (see Figure 5). 

The following data was obtained: 

Kenya: 

Figure 1:  Towns visited in Kenya 

Travel report 

Nairobi: 

Housing 3.4 million people, Nairobi is by far the largest city in Kenya, already 
relatively well serviced in terms of modern retail space.  Figure 2 indicates the 
location of malls visited in Nairobi and table 6 is a summary of the shopping 
centres visited and observations made. 
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Figure 2:  Location of malls visited in Kenya 

Table 6: Observations made from shopping centres visited in Nairobi 

Name Observation Anchor 
Tenant 

Other 
relevant 
stores 

Target 
market 

Capital 
Centre 

Various clothing 
stores present selling 
new clothes at very 
inflated prices 

Uchumi 
– 15
tillpoints 
in shop 

MRP 
4U2 
Bata 

Middle 
income 
earners 

Nakum
att 
Mega 

Anchor tenant also 
selling clothing at 
very inflated prices 

Nakuma
tt 
Departm
ent store 
– trading
24 hours

Middle 
income 
earners 

Jamia 
Mall 

Local traders selling 
2nd hand clothing as 
well as new clothes 
at higher than 
average price 

Various 
local 
traders 

Middle 
to lower 
income 
earners 

Tusky’s 
T-Mall

Anchor tenant selling 
new clothing at an 
average price 

Tusky’s 
Superma
rket 

Middle
to lower 
income 
earners 

Highwa
y Mall 

Anchor tenant as well 
as various clothing 
stores selling clothing 
at inflated prices 

Nakuma
tt 
Departm
ent 
Store – 
trading 
24 hours 

 MRP 
MRP 
Home 
Woolwor
ths 

Middle 
to high 
income 
earners 

Westga
te Mall 

Mall was closed due 
to terrorist attack, 
but has subsequently 
re-opened. 

Nakuma
tt 

Various 
local and 
internatio
nal 
traders 

Middle 
to high 
income 
earners 

Jamaa 
Superm
arket 

Anchor tenant also 
selling clothing at 
higher than average 
prices 

Jamaa 
Superma
rket – 7 
tillpoints 
in shop 

Stanbic 
Bank 
Barclays 

Middle 
to high 
income 
earners 

Baffalo 
Mall 
Tuskers 

Anchor tenant selling 
new clothing at an 
above average price 

Tusky’s 
Superma
rket – 7 
tillpoints 
in 
superma
rket 

Middle 
to high 
income 
earners 

The 
Village 
Market 
Lifestyl
e 
Centre 

Oldish mall situated 
in the more affluent 
part of town. Phase 2 
development 
planned 

Nakuma
tt 
6000m² 

Bata 
Toy 
World 

Middle 
to high 
income 
earners 
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Nakum
att 
Junctio
n Mall 

Anchor tenant as well 
as various clothing 
stores selling clothing 
at inflated prices 

Nakuma
tt 
Departm
ent 
Store – 
trading 
24 hours 

MRP 
Truworth
s 
Woolwor
ths 
Babyshop 

High 
income 
earners 

Nairobi 
CBD 

With offices and 
universities situated 
on the first floors and 
up in the CBD, the 
ground floors of most 
high-rise buildings 
are used as retail 
space. The challenge 
will be to find store 
space that will be big 
enough to house a 
proper offering. 

Most 
local and 
internatio
nal 
retailers 
present. 

Low to 
middle 
income 
earners 

It is clear that the retail penetration is very formalised in Nairobi.  Most of the 
well-known South African and international brands are already present, which 
means that competition will be fierce.  The label prices found inside stores were 
on average 1.8 times higher than in South Africa. 

The CBD of Nairobi is vibrant and retail potential is extremely good (see Figure 
3). The challenge however will be to find decent sized shops to trade from at the
right rentals, as these spaces are currently subdivided into small (30 – 80m²) 
shops out of which local tenants trade at very high rental levels. It is not 
uncommon to pay up to $100.00/m² for these spaces. 

Figure 3:  Mapping of areas with high foot falls in Nairobi CBD 

Table 7 lists a number of current and future developments in Nairobi. 

Table 7: Current and future developments in Nairobi 

Name Detail of 
development 

Anch
or 
Tenan
t 

Other 
relevant 
stores 

Target 
market 

The Village 
Market 
Lifestyle 
Centre 

Phase 2 of existing 
mall planned, with 
Game as possible 
2nd anchor. 
Comprising 
52 000m² retail 
space once 
complete. 

Naku
matt 
Game 

Mixture 
of local 
and 
internatio
nal 
retailers 

Middle 
to high 
income 
earners 

Two Rivers 
Mixed Use 
Developme
nt 

Retail (47 000m²), 
entertainment and 
lifestyle centre 
catering for the 
affluent market in 
Nairobi. Will 
include hotels and 

Carref
our 

A host of 
foreign 
Retailers 
targeting 
the 
affluent 
market 

High 
income 
earners 

Figure 3:  Mapping of areas with high foot falls in Nairobi CBD 
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residential 
apartments. 

Garden City 
Mixed use 
developme
nt 

Retail (50 000m²), 
entertainment and 
lifestyle centre 
catering for the 
middle to high 
income market in 
Nairobi. Will 
include hotels and 
residential 
apartments. 

Naku
matt 
Game 

Mixture 
of local 
and 
internatio
nal 
retailers. 

Middle 
to high 
income 
earners 

The Hub 

±20 000m² 
shopping centres 
currently under 
construction.  

Carref
our 

Woolwor
ths 
Bata 
Deacons 

Middle 
to high 
income 
earners 

t

Downtown retail is mainly done from Biashara Street (see Figure 3), which is 
lined with independently-run baby stores, as well as the second-hand clothing 
markets.  The prices appeared high, but it is difficult to determine the real value 
as assortment is limited. 

The second-hand clothes market, Gikomba (see Figure 4), is well developed and 
backed by formal financing from banks and is there to stay.  Kenya imports abo u 
100,000 tons of second-hand clothes a year, providing the government revenues 
from customs duties and creating tens of thousands of jobs.   

Mombasa: 

Mombasa is the 2nd largest city in Kenya, and is East Africa’s largest Port.  
Buildings look much older than in Nairobi, and are poorly maintained.  Despite
the “worn” look of the town, the malls visited are in good condition and a lot of
opportunities for clothing retail are available.  

Kisumu and Nakuru: 

Respectively the third and fourth largest towns in Kenya, they both support the
key grocers in town and have clearly defined commercial nodes.  These towns
can easily support a number of formal clothing retail outlets.   A number of new
property developments, including strip malls are planned for the nearby future.

Conclusions 

Ample opportunities are available in Kenya for clothing retail development, with
Nairobi already relatively well serviced in terms of modern retail space.  The 
climate is however very competitive, with Nairobi becoming the hub for second-
hand clothing, sold in bulk shipments to the continent.  In addition to this, local
traders are very territorial. 

Figure 4:  Locality of Biashara Street and Gikomba Market in Nairobi 
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Uganda: 

Figure 5:  Towns visited in Uganda 

Travel report 

Kampala: 

With a population of 1.7 million people, Kampala is the capital city of the 
Republic of Uganda, and houses all government departments and the Uganda
parliament.  Embassies and consulates of many countries, including most African
states are well represented in Kampala. 

Kampala is the industrial hub of Uganda, being the main manufacturing centre,
and hosts breweries, cold drink bottlers, food processors, biscuit manufacturers

as well as paper and coffee processors.  It is also the financial hub, and is the 
head office of all major banks. 

Kampala hosts several large universities, colleges and a multitude of 
international and local education schools.  Educational expenditure, fees, 
uniforms and materials account for a large part of household expenditure.  

Subsequent to the CHOGM money scandals, followed by several incidents where
donor funding was misappropriated, and also fuelled by grey money flooding the
capital from South Sudan and the western DRC, land prices have rapidly 
escalated with one acre (4,046 square meters) currently being offered at around
UGX 800 million (ZAR 3,2 million).  This is evident when looking at existing malls
and plans for new ones to be built, with developers tending to leverage land use
into multi-story developments in order to multiply potential rentals.  
Developments often feature very limited parking. 

The road between Entebbe and Kampala, as well as most roads within the CBD,
are very congested, and it is not uncommon to be trapped in traffic jams for 
hours at a time.  Most locals make use of transport through small motorcycles to
avoid the traffic, but this is only causing even more congestion on the roads.  

Figure 6 indicates the location of malls visited in Kampala and Table 8 is a 
summary of the shopping centres visited and observations made. 
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Figure 6:  Location of malls visited in Kampala 

Table 8: Observations made from shopping centres visited in Kampala 

Name Observation Anchor 
Tenant 

Other 
relevant 
stores 

Target 
market 

Garden 
City 
Mall 

One of the older 
malls in town, this 
once busy mall is 
in need of revival. 
The anchor is also 
situated on the 
ground floor, with 
retailers on the 
other floors 
battling to survive. 

Used to be 
anchored by 
Uchumi, but 
Uchumi 
recently 
closed 
down due 
to 
bankruptcy. 
Expected to 
be replaced 
by Shoprite. 

Woolwo
rths 
Spur 

Middle 
income 
earners 

Oases 
Mall 

Situated next to 
Garden City Mall, 
this mall almost 

Nakumatt 
MRP 
Bata 
Cinemas 

Middle 
income 
earners 

looks like an 
extension of the 
first. Also housing 
an anchor on the 
ground floor, with 
other retail on 
floors above. 

Lugogo 
Mall 

Developed by 
Shoprite and 
Game, this is the 
only mall currently 
in Kampala that 
resembles a South 
African strip 
centre. 

Shoprite Game 
Middle 
income 
earners 

Metrop
lex Mall 

Poorly designed, 
this, what only can 
be described as a 
“hanger”, used to 
house Shoprite, 
but even they 
could not make 
this development 
work. 

Currently 
without 
anchor 

Woolwo
rths 
Bata 
Cinemas 

Middle 
to 
Lower 
income 
earners 

Acacia 
Mall 

A smallish mall 
built on 4 levels; 
this is slowly 
becoming the 
social gathering 
point of Kampala. 

Nakumatt 

Woolwo
rths 
MRP 
KFC 

Middle 
to 
Higher 
income 
earners 

HAM 
Shoppi
ng 
Centre 

A poorly designed 
convenience 
centre, with the 
anchor situated on 
the outside of the 
mall. 

Tuskys 
Middle 
income 
earners 
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Clockto
wers 
Shoprit
e 

A Shoprite 
development that 
is well located, 
but, due to no 
parking 
availability, is 
battling to keep 
afloat. 

Shoprite 

Lower 
to 
Middle 
income 
earners 

Kampal
a CBD 

With most banks 
present in the high 
streets, ample 
opportunities are 
available to trade 
from. Finding large 
enough spaces 
seems problematic 
as local traders 
occupy small 
stores out of which 
they sell clothing 
as means of 
survival. 

Most 
Banks 
Bata 

Lower 
to 
Middle 
income 
earners 

The retail penetration is not as formalised as it is in Kenya, with very few 
international brands present.  Most trading is done from 5pm until 10pm at 
night, with people trading on the roadside, and customers using flashlights and
headlamps to find their way. Most malls have therefore also amended their 
trading hours to accommodate this. A steady rise in the feetfall through the malls
can be seen as customers start to get used to the formalised trading 
environment. 

Noteworthy is the number of small grocery stores (400 – 500m²) scattered all
along the major roads. They are specifically placed there to provide products to
their customers on the route on which they commute daily. Customers therefore
do not need to spend extra money on taxis to do their daily shopping. A mistake
some developers have made in Africa, is to think that big malls situated on the
outskirts of town (were large enough stands are readily available) will entice 

customers from far away to frequent their development. As most of Africa’s
inhabitants are quite poor, the additional transport cost to get to these malls is
unaffordable. 

Table 9 lists a number of current and future developments in Kampala. 

Table 9: Current and future developments in Kampala 

Name Detail of development Anchor 
Tenant 

Other 
relevan
t stores 

Target 
market 

Kingdom 
Kampala 
Mall 
(see           
Annexur
e E) 

Multistory hotel, office 
and mall complex 

Shoprit
e 

A host 
of 
internat
ional 
brands 
targete
d 

Middle 
to high 
income 
earners 

Chestnu
t Mall 

Single storey mall 
planned close to centre 
of CBD. (Not much 
detail available yet) 

Possible 
Shoprit
e 

Some 
internat
ional 
and 
local 
brands 

Lower 
to 
Middle 
income 
earners 

Kabira 
Mall 
(see           
Annexur
e F) 

Single storey strip 
centre, elevated to 
provide parking under, 
will be well situated in 
the northern part of 
Kampala  

Anchor 
not 
confirm
ed yet 

Local 
tenants 

Middle 
to high 
income 
earners 

CMI 
Mall 
(see           
Annexur
e G) 

Single storey strip 
centre, well located 
north of the CBD 

Possible 
Shoprit
e 

Local 
and 
internat
ional 
brands 

Middle 
to high 
income 
earners 
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Kabalag
ala Mall 
(see           
Annexur
e H) 

Single storey strip 
centre, with basement 
parking, will be well 
situated to the east of 
the CBD 

Anchor 
not 
confirm
ed yet 

Local 
and 
internat
ional 
brands 

Low to 
high 
income 
earners 

 

The CBD host a large market where second hand clothing is sold. Most people in 
this area seem to be very poor, and this is definitely not an area that will be 
targeted for formal retail. 
 
Entebbe:  

Entebbe International Airport serves as the main point of entry by air, into 
Uganda. Being a  major tourist attraction, Entebbe features a number of 
upmarket hotels.   
 

Victoria Mall is currently the only mall in Entebbe and hosts a number of well-
known retailers, with Nakumatt, a department store with a large grocery 
component, as anchor. There is currently very little space available in this mall, 
and it does not seem likely that space will become available soon.   
 

Jinja: 

Jinja is situated at the origin of the river Nile which is the only drainage system 
for Lake Victoria.  Asian expulsion led to a rapid decline in the town as a trading 
and industrial centre from which it has never fully recovered. 
 
Due to its favourable proximity to the main logistical route as well as raw 
materials and electricity, a number of industries have been established during 
the past 15 years and Jinja is expected to make a full recovery over the next ten 
years.  Most major banks are also already present in Jinja. 
 
Mbarara  

Located in Western Uganda, 290 kilometres south west of Kampala, on the main 
road servicing Rwanda and the DRC, Mbarara is the main municipal, 
administrative and commercial centre of Mbarara District and the location of the 

district headquarters.  It is also the largest urban centre in Western Uganda.  
Mbarara is an important transport hub. 
 
Mbarara has the largest number of milk processing plants in Uganda.  The 
majority of milk processed is transported to Kampala and other major cities in 
Uganda. 
 

Educational institutions include Mbarara University of Science & Technology, 
Uganda Martyrs University, Uganda Management Institute and Bishop Stuart 
University as well as several secondary and primary schools. 
 

Nakumatt is already present in this town, but in an awkward position, with very 
little parking.  All major banks are also already present. 
 

Kasese  

Kasese is situated approximately 350 kilometres west of Kampala, near the 
Rwenzori Mountains and Queen Elizabeth National Park. The town originated 
around the copper mine in the area that later turned to cobalt mining. 
 

Kasese town is one of the fastest growing municipalities in Uganda due to 
increased trading with the Democratic Republic of the Congo and the 
employment provided by the Hima Cement Factory located approximately 29 
kilometres north from Kasese.   
 

Fort Portal  

Fort Portal is an important market town situated between Rwenzori Mountains, 
Kibale National Park and Queen Elizabeth National Park approximately 320 
kilometres west of Kampala. It is linked to the DRC by a two-lane tarmac 
highway.  
 

Fort Portal houses the headquarters of the Kabarole District Administration as 
well as all major banks. It also boasts a number of universities and two hospitals. 
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Hoima 

Being the main municipal, administrative and commercial centre of Hoima 
District in Uganda, Hoima is located approximately 225 kilometres northwest of 
Kampala. 
 
Recently an estimated oil deposit of between 2 billion to 2.5 billion barrels have 
been discovered in the Hoima and neighbouring Buliisa District.  In order to 
benefit from value addition, the Ugandan Government is determined to refine 
the crude oil locally and export refined products. A mini refinery is therefore 
planned to be constructed near Hoima. 
 
Most banks are already present in Hoima, with international hotels also under 
construction. As the boom is expected to peak by 2017, it would be good to 
secure space to trade from before then. 
 
Conclusions 

Kampala is the major industrial and financial hub in Uganda.  As such it offers a 
number of opportunities for retail development.  In addition, the towns of 
Entebbe, Jinja, Kasese, Mbarara and especially Holma offer considerable retail 
expansion  possibilities. 
 
5. RECOMMENDATIONS 

 
Once the decision has been made to enter East Africa as a new market, the 
following points need careful consideration: 
 

5.1 Understanding the market 

Whether the affluent market or the middle class is being targeted, the criteria to 
define customer needs to be well defined in order to determine how big the 
target market actually is.  The following points as highlighted by Longman (2015) 
therefore need careful consideration when establishing your consumer 
segmentation model: 
 

• It is critical to use a consumer segmentation model that fits the products and 
services you sell.  

• As most sub-Saharan African countries have large informal economies, with 
people being reluctant to declare their real incomes to government 
agencies, the official income data could very possibly be largely skewed.  It is 
therefore vitally important to obtain first hand data by visiting the regions 
yourself before making decisions. 

• Lifestyle and living standards needs to be studied as it provides a good 
indication of how the consumer market is growing.  Living standards also 
predict income changes.  It is more accurate to track changes in lifestyle and 
living standards, than to see how economic growth filters down to consumer 
income at the household level.  

• Electrification, particularly in rural areas, is transforming households.  In the 
past five years, the number of households with electricity has more than 
doubled in Tanzania and Mozambique.  

• Rapid urbanization is bringing more consumers within reach, and the rise of 
online retail and the growing supermarket sector are transforming access to 
goods and services.  It is therefore becoming cheaper and easier to join the 
middle class. 

• As living standards and lifestyles keep changing it needs to be monitored 
closely and regularly, with your consumer segmentation model adjusted 
accordingly.  

• Lastly, be wary of forecasts as forecasts are mostly done from data which 
currently cannot even be described as accurate. 
 

5.2 Exploit the opportunity timeously 

Retailers who act early and target the right market in these fast growing 
countries stand to benefit from long-term gains.  By establishing brand loyalty at 
an early stage, large gains can be realised through the growth of the African 
consumer.  
 
Most capital cities in East Africa can be classified as “mega-cities”, with a large 
population, strong emerging middle class, good infrastructure and political and 
currency stability.  These cities can be used to enter the countries’ market and 
first establish the brand before expanding into the less populated and rural 
areas.  For brands that prefer to avoid the capital investment and risks involved 
in opening their own stores, distribution can be done through established local 
stores, like Nakumatt, to first gain gauge consumer response to their brands and 
products and gather real market data to support any future ambitions.  Another 
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option is to first enter a country through a franchise model and then, once the 
brand has been established, to convert back to corporate owned stores.  The 
downside to this is that the customer has to pay more for the product initially 
due to the higher franchise costs, which might give them a negative sentiment 
towards your brand. 

5.3 Know all relevant local regulations 

Many hopeful business people have started and then found themselves 
grappling with regulations and bottlenecks that would have been visible if only 
they had done a proper investigation. Knowledge of the regulations, tax, and 
pricing trends before embarking on doing business in a certain market or 
industry will avoid unnecessary complications. 

Unfortunately many regulations in African countries may be subject to sudden 
changes, like the SI33 regulation introduced a few years ago in Zambia, forcing all 
Landlords to implement leases in local currency only.  This had a huge impact on 
developers’ decisions to develop in that country, as most banks were still only 
prepared to provide finance in US dollars.  Zambia therefore revoked the SI33 
soon afterwards.  Angola is currently (2015) also in the process of imposing a 
regulation similar to the SI33 of Zambia.  Only time will tell if this will be more 
successful.   

5.4 Standardisation of small shopping centres 

As proper sized and reasonably priced retail space in East Africa seems to be 
problematic, partnering with strategic partners to develop malls definitely needs 
further exploration. The recommended approach would be to purchase small 
plots of land in areas with high population densities (close to where residents 
stay, or on route to their work) and develop small shopping centres (at most 
5000m²) with all tenants being partners in the development. A standardised mall 
design, with fixed rentals can thus be derived that can be rolled out to adjacent 
countries and rural areas once refined (hence the name “Cookie-cutter” 
concept).  

The tenant mix of such small shopping centres should include a food anchor (for 
example Shoprite who recently approved an expansion program into Uganda), a 

food tenant (KFC recently opened its first drive-through store in Uganda, and is 
keen to further expansion possibilities into East Africa), a bank (most banks are 
already well established in East Africa, but to become development partners 
might entice some to become part of such an expansion model) with the rest of 
the mall filled with one or more clothing tenants and perhaps a furniture retailer. 

Figure 7 illustrates how such a typical mall design could look like, with minor 
adjustments that can be made to adapt to the size and topography of relevant 
sites obtained to be developed. 

Figure 7:  Typical “Cookie-cutter” mall design 

It is clear that opportunities to do business in East Africa are plentiful and very 
promising, but not without risk.  Therefore if enough planning is done and the 
right approach is followed, the likelihood of success can be greatly improved.   
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Abstract
 Article 267 (3) of the 1992 Constitution of Ghana provides that stool land dispo-
sition or development must be consistent with the planning scheme approved by 
the Town and Country Planning Department (TCPD) of the area in which the land 
is situated, without which traditional authorities are not expected to dispose same 
to  prospective allottees. The study sought to address the questions: (a) ‘to what 
extent does stool land disposition and development in peri-urban Ejisu Juaben Mu-
nicipality complying with Article 267 (3) of the 1992 Constitution of Ghana’; (b) ‘what 
are the driving factor(s) for compliance or non-compliance with the constitutional 
provision’. Data were gathered from traditional authorities(Chiefs), allottees and of-
ficials of Town and Country Planning Department (TCPD) and Public & Vested Land 
Management Division (PVLMD) of Regional Lands Commission (RLC). The study 
showed a high rate of non compliance to the constitutional provision. This scenario 
is occasioned by conflicting relations between the traditional authorities, TCPD and 
PVLMD coupled with high cost of base map and planning scheme preparation. The 
study recommends a partnership between the traditional authorities and metropol-
itan, municipal and district assemblies (MMDAs) in the preparation of base maps 
and planning scheme aimed at regulating land disposition and development. The 
MMDAs should also directly support the chiefs both financially and technically to 
ensure easy adherence to the constitutional provision and in so doing guarantee the 
preparation of  planning schemes ahead of development. 

Key words: Constitution, Development, Stool land, Stool land disposition, Land Use 
Planning, Ghana 




