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FOREWORD 
PROF. JÜRGEN BODE, PROF. ROSEMOND BOOHENE &

PROF. JUSTUS MUNYOKI 

One quality of an entrepreneurial university is the effort to gain global 
recognition and visibility through international collaboration and networking 
with other universities. Such institutions use collaborations as a platform for 
learning through the sharing of experience and knowledge. Through joint 
research, resource sharing, joint curriculum development, students and 
faculty exchanges, the collaborating institutions are exposed to global 
diversity.  

This is the story of the partnership among Bonn Rhein-Sieg University of 
Applied Sciences (H-BRS), University of Cape Coast (UCC), and the University 
of Nairobi (UoN) over the past six years. The H-BRS-UCC-UoN relationship 
started formally in 2015 as part of the project titled “German-Africa 
University Partnership Platform for the Development of Entrepreneurs and 
SMEs.” This project was a follow-up to the previous project “Teaching for 
Development, Entrepreneurship and Sustainable Development in Africa” 
between H-BRS and UCC which started in 2012 and ended in 2014.  

The current project focuses on building the entrepreneurial mind-sets and 
capacities of both staff and students in the participating universities and also 
encourages applied research exchanges. To date, activities that have been 
implemented under the project include the establishment of a Centre for 
Entrepreneurship and Small Enterprise Development, Business Incubator at 
the University of Cape Coast, as well as staff and student exchanges 
between and among the institutions. Through the project, the University of 
Cape Coast rolled out a university-wide entrepreneurship course as a way to 
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develop the entrepreneurial mindsets of students. Similar initiatives have 
taken place at the University of Nairobi, Kenya.  

All participating institutions and involved persons have greatly benefitted 
from the exchange activities. Through this project, the opportunity was 
given to learn from first-hand transnational and intercultural experience and 
to broaden the perspectives on global development. 

Note: This foreword has been adjusted from the Handbook of Applied Teaching and 
Learning, which is another outcome of the German-African University Partnership Platform 
project.   
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PROJECT OVERVIEW 
CHRISTINE FREITAG 

Project background 

The project “German-African University Partnership Platform for the 
Development of Entrepreneurs and Small/Medium Enterprises” started in 
2015 within the framework of the programme “University-Business-
Partnerships between Higher Education Institutions and Business Partners in 
Germany and in Developing Countries”, funded by the German Ministry of 
Economic Cooperation and Development (BMZ), and the German Academic 
Exchange Service (DAAD). It is carried out by Bonn-Rhein-Sieg, University of 
Applied Sciences in Germany (H-BRS), the University of Cape Coast (UCC) in 
Ghana, and the University of Nairobi (UoN) in Kenya. 

The partnership assists African universities in increasing students’ 
employability and their entrepreneurial skillset. This partnership ultimately 
promotes the development of start-ups and SMEs and hence provides 
employment opportunities in Africa. 

Therefore, the focus is on building capacities for practice-oriented teaching 
and research in the field of entrepreneurship and SME development in 
Africa. 

Project objective 

The aim of the project is to build capacity as well as to raise awareness for 
Africa’s potentials as a market and a partner for business ventures for 
German and European small and medium-sized enterprises (SMEs). Partner 
companies are encouraged to use the strengths of the university partnership 
to explore and enter markets, grow their businesses, and master challenges. 

The project offers market-oriented research, consulting and training services 
to African businesses, and to businesses from Germany, conducted hands-
on by graduate students and young graduates, with good local knowledge, 
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coached by lecturers and managers, and at a very competitive price. This 
approach on the one hand helps convey business knowledge and business 
requirements at the universities, and on the other hand provides companies 
with crucial market knowledge. This is precisely the “win-win” situation 
required for sustainable exchange between the two spheres – the academic 
and the economic.  

The project, among other things, explores, documents and disseminates 
how applied research and consultancy can be transferred into teaching and 
curriculum development, providing a blueprint for other African universities; 
it implements practice-oriented study courses in management sciences 
where e-learning tools facilitate exchange across borders; grows the 
network of business partners; cultivates young entrepreneurs in a business 
plan competition funded by corporate partners DEG and GIZ, using the 
services of the university business incubator; it builds practice-oriented 
research programmes and integrates them into teaching. An overview of the 
aims of the project, and of each partner, is depicted in Figure i. 
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PROJECT GOALS 
(African perspective) 
Increase employability and 
entrepreneurial skills, ultimately 
promoting the development of start-ups 
and SMEs. 

PROJECT GOALS 
(German perspective) 
Increase awareness for Africa among 
students, academics, and business 
persons, recognizing Africa as a 
region of opportunities. 

CORPORATE PARTNERS (Africa / Germany) 
Use the strengths of university partnerships to explore and 
enter markets, grow businesses and master challenges. 

Figure i: Project partners and goals  

University of Cape Coast (Ghana) University of Nairobi (Kenya) 

MAIN AIMS 

Support establishment and growth of 
Centre of Entrepreneurship and Small 
Enterprise Development 

MAIN AIMS 

Build capacities for practice-oriented 
teaching and research in the field of 
entrepreneurship and SME d’vlment 

SUB-AIMS 

 Establish “Section of Applied Market 
and Personnel Services” 

 Make new business incubator an
institution with nation-wide reputation 

SUB-AIMS 

 Set up a team for Applied Market 
and Personnel Service 

 Develop coaching and advice
programme for new start-ups 

SUB-AIMS BOTH INSTITUTIONS 

 Build and grow network of corporate partners 
 Increase employability through study exchange, internships and thesis writing 
 Establish trilateral / unilateral practice-oriented courses, involve e-learning platforms 
 Build and integrate practice-oriented research programmes into teaching 
 Cultivate young entrepreneurs through a business plan competition 

 

Hochschule Bonn-Rhein-Sieg University of Applied Sciences (Germany) 

MAIN AIMS 
Increase awareness for Africa’s potentials and initiate projects with Africa among 
academics, students and business partners 

SUB-AIMS 

 Create knowledge and attitude among students for Africa as a future market
 Establish trilateral practice-oriented courses, involve e-learning platforms 
 Build joint practice-oriented research programmes with African partners 
 Assist German SMEs in evaluating and entering African markets 
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Faculty / student exchange and assistance  

The German-African University Partnership Platform (GAUP) also supports 
developing human capacity in applied research along the successful model 
of German Universities of Applied Sciences, which is also accomplished by 
joint German-African pilot projects in applied research. The project also 
creates opportunities for UCC and UoN faculties to work on their PhD thesis 
and conduct research in Germany. Furthermore, it offers H-BRS lecturers to 
engage in research in Africa. 

Overall, these activities assist partners in their current strategies to improve 
their faculty’s academic profile as well as increase the share of PhD holders. 

Table i: Faculty /student exchange between H-BRS, UCC and UoN since 2015 

From H-BRS (Germany) UCC (Ghana) UoN (Kenya) 

To 

H-BRS
(Germany)

/ 7 students 
13 professors/ 
lecturers 

7 students 
13 professors/ 
lecturers 

UCC (Ghana) 8 students 
11 professors/ 
lectures 

/ 10 professors/ 
lecturers 

UoN (Kenya) 8 students 
13 professors/ 
lecturers 

17 professors/ 
lecturers 

/ 

Within the framework of the student exchange programmes, students from 
H-BRS conduct research in Africa as part of their final Bachelor’s or Master’s
thesis. Such research stays are financed by the project and allow the
students to gain highly practical experience in applied research. For
example, one master student examined the furniture sector in Kenya for a
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German office furniture manufacturer, and another student developed a 
business model for discarded refrigerators in Ghana as part of her Master’s 
thesis. These student exchange programmes and the faculty exchange not 
only resulted in exciting research projects and joint teaching courses, but 
also in the development of new project ideas and their implementation, 
such as for instance the project "Partnership for Applied Sciences - PASS" 
(2017 - 2021) in Ghana or "Collaboration for Entrepreneurial Universities - 
CEPU" (2018 - 2021) in Kenya. 

Final statement 

It is well accepted that entrepreneurs and SMEs are significant drivers of 
economic development. In many African economies, an inflated public 
sector and challenging conditions for the private sector prevent the 
exploitation of growth opportunities. Entrepreneurs are often “necessity-
driven” instead of “opportunity-driven,” resulting in informal, micro-scale, 
and family-based enterprises. While these may contribute to the very 
modest livelihood of a family, they fail to bring about the required and 
targeted economic growth. 

A growing middle class is demanding the provision of more varied and 
better-quality products (“latent demand”). At the same time, universities in 
Ghana and Kenya, with a tertiary education on a good theoretical level, 
churn out graduates in quantities which cannot be absorbed by the labour 
market. The bottleneck is due to the lack of entrepreneurial and practical 
skills which are required not only from entrepreneurs but also from the 
employees of SMEs (“intrapreneurs”). The project therefore aims at building 
the capacities for practice-oriented learning and applied research as well as 
the growth ambitions to generate a class of entrepreneurs and 
intrapreneurs who can take advantage of the diverse opportunities offered 
by African markets. Thus, university graduates were to be transformed from 
job seekers to job creators. The project’s yearly business plan competitions 
play a significant role in achieving this goal. 

Within the framework of the DEG Young Entrepreneurs Business Plan 
Competition, seed money of 15,000 euros is sponsored generously by the 

xvi 

DEG invest bank every year. A total of fifteen start-ups were founded in 
Ghana and Kenya up till now. In 2018, awards were given to three more 
business ideas which are expected to ultimately result in three more start-
ups. The nature of businesses varies from snail, fish, and grass-cutter farms 
to food and beverage service provider like Baomilk Company Ltd and 
Executive Koko, designs of bags, dresses and jewellery with local materials 
by FanbaPack Designs to IT-based services.   

Figure ii: DEG-start-up award 

Faustina Abena Nti-Boakye, founder and CEO of FanbaPack Designs. Picture by Aysegül 
Yasari. 

In Ghana, the Green Entrepreneurship Award, whose implementation and 
start-up capital was generously supported by Deutsche Gesellschaft für 
Internationale Zusammenarbeit (GIZ), was also granted between 2015 and 
2017. 

All business plans focused on sustainable business ideas such as waste 
management (Plastic Waste Management Ltd.) and bio-solar dryers 
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(Evergreen). A total of three businesses registered with the support of this 
business plan competition. 

Furthermore, one of the project’s specialties is the inclusion of German 
companies wanting to explore and enter African markets. By connecting 
them with partner universities, students and lecturers learn about the 
requirements, and work methods of companies from a developed economy. 
German businesses getting involved in African markets are in need of African 
partners, entrepreneurs, and companies, and it is in their best interest to 
develop their value-chain partners to the level of professionalism they 
require. Thus, foreign trade and investment will help the Ghanaian and 
Kenyan economies develop, and it is a university partnership like this that 
provides the platform for businesses on both sides to overcome obstacles, 
connect, and develop. 

This was one of the reasons why the Center for Entrepreneurship and Small 
Enterprise Development (CESED) was founded by the University of Cape 
Coast and is part of the School of Business. CESED provides applied market 
and personnel services. With this entrepreneurial focus, the School of 
Business has become one of the leading public universities in Ghana in the 
area of applied research and teaching.  

CESED consists of three units: 

• UCC Business Incubator

• Applied Research and Consultancy

• Entrepreneurship Education

CESED is a core unit of the School of Business by connecting academics, 
students, and businesses to conduct applied research, education, and 
training. It develops structured partnerships with businesses to bring about a 
regular practice-oriented curriculum and offers opportunities for applied 
research. 

CESED’s activities are spread throughout the School of Business and faculty 
students from all departments within the school. All other departments and 
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schools of UCC also benefit from CESED’s activities as they can enrol in a 
number of entrepreneurship courses offered by the Center. It is interesting 
to note that the project’s success has motivated university leadership to 
make entrepreneurship courses mandatory for all study programmes of the 
university from academic year 2014/15 on. 

The project’s focus on the centre’s development constitutes a focus that 
helps to streamline and interlink all project efforts, generates synergies and 
makes project results more sustainable beyond the duration of the project. 

Also, the project has created strong working alliances and friendships. We 
are very grateful for the generous funding of the German Academic 
Exchange Service (DAAD) and the Federal Ministry for Economic 
Cooperation and Development (BMZ) as well as all our project partners, 
whose expertise and commitment have contributed to the excellent results 
of the project.  

Such programmes strengthen the dialogue between Africa and Germany and 
raise awareness for shared interests and different needs. We can, therefore, 
definitely recommend similar business-university partnerships in Europe and 
Africa. 
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INTRODUCTION 
UDO SCHEUER

This handbook describes the processes and success factors of market-
oriented university services to the non-academic world, and the processes 
to integrate these services into teaching. It aims to highlight benchmark 
examples from Africa and Germany in order to outline motivational factors, 
influencing aspects, as well as drivers and barriers to applied university 
services in developing countries.  

In many industrialized countries, universities have - over the years - begun to 
embrace a mandate to stimulate future productivity, economic prosperity 
and competitive advantages as part of their organizational mission. This is 
reflected by the term “Third Mission” - or “Third Strand” (besides teaching 
and research) - a term that has greatly expanded beyond its original 
meaning in technology transfer, reflecting a wider scope of university impact 
on economy and society as a whole. This process is motivated to a certain 
extent by an interest to “seek greater visibility or global standing, to signify 
world-class excellence in teaching and research, to attract more competitive 
resourcing strategies, to become more prominent regional players” 
(Johnston et al., 2010: 541). Universities are developing partnerships as 
vehicles for accelerating the “creation of more sustainable modes of 
knowledge transfer and exchange (KTE)” (Johnston et al., 2010: 541). These 
approaches have “required HEIs to become increasingly ‘entrepreneurial’, 
creative, proactive, adaptive and responsive to their communities“ 
(Johnston et al., 2010: 541), enabling them to become attractive partners for 
open innovation.  
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Companies, on the other hand, have decades of experience in closed 
innovation, requiring control and ownership of intellectual property (IP). 
However, more and more companies are looking for creative new sources of 
innovation. Going beyond just using external sources of innovation such as 
academic institutions, the open innovation strategy exposes the organization 
to a greater flow of ideas: “Open innovation is a paradigm that assumes that 
firms can and should use external ideas as well as internal ideas, and internal 
and external paths to market, as the firms look to advance their technology” 
(Chesbrough, 2003). Therefore, a world without interactions between 
Higher Education Institutions (HEIs) and business is inconceivable nowadays, 
with discussions on cooperation with business no longer being about 
whether University-Business Cooperation (UBC) is necessary, but rather how 
best to interact for the benefit of all stakeholders.  

This requires change just as much on the HEI side as on the business side. 
Imagine for a moment an environment where students are being prepared 
theoretically without an intimate understanding of the world they are about 
to enter; scientists researching topics with no thought of the practical 
situations in which their research might be most needed; entrepreneurs not 
benefiting from the extensive knowledge and potential new innovations on 
offer from within HEIs; and business not receiving new discoveries, 
knowledge or appropriately skilled human resources from within HEIs. 

Formats of university-industry linkages can be divided in terms of intensity 
(see Table 1.) 

Boachie-Mensah, Munyoki, Scheuer (Eds.): Handbook of Applied Market Research 
and Personnel Services at Universities
https://doi.org/10.18418/978-3-96043-065-0_i
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Table 1: University-industry linkages 
Uni-Industry 
Linkage 

Functions  University activities  

Low  
(transfer)  

Informal interaction Formation of social relationships 
(e.g., conferences, meetings, 
social networks).  

Scientific publications Use of codified scientific 
knowledge within industry.  

Commercialization of 
intellectual property  

Transfer of university-generated 
IP (such as patents) to firms (e.g., 
via licensing).  

Medium  
(mobility)  

Human resource 
training and transfer  

Training of industry employees, 
internship programmes, 
postgraduate training in 
industry, and secondment to 
industry of university faculty and 
research staff, adjunct faculty of 
industry participants.  

Academic 
entrepreneurship  

Development and commercial 
exploitation of technologies 
pursued by academic inventors 
through a company they (partly) 
own (spin-off companies).  

High 
(relationships)  

Shared infrastructure  Use of university labs and 
equipment by firms, business 
incubators, and technology parks 
located within universities.  

Research services  Research-related activities 
commissioned to universities by 
industrial clients, including 
contract research, consulting, 
quality control, testing, 
certification, and prototype 
development.  

Research partnerships  Inter-organizational 
arrangements for pursuing 
collaborative R&D, including 
research consortia and joint 
projects.  
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This handbook is structured as follows: Chapter 1 outlines the German 
approach to application-oriented sciences. While other chapters in this 
handbook feature an in-depth analysis of a specific case, this chapter’s 
contribution aims at showcasing the width and diversity of this approach 
through numerous examples. It features the award-winning curricular 
structure of the Engineering Department at H-BRS as a best-practice 
example. Acknowledging the difficulties of completely restructuring 
curricula, it furthermore offers examples of the integration of student 
projects into teaching. The chapter closes with an evaluation of success 
factors and lessons learnt. Chapter 2 is a detailed case study of a market 
research project in Ghana. The emphasis is on the process of student 
research projects with the private sector. A market analysis for Cormart 
(Nigeria) was chosen as a successful case of applied market research. 
Chapter 3 contains an in-depth case study of a student marketing project in 
Kenya for the medium sized company Azuri Health Ltd. It lays out the 
research process and the challenges involved and closes with a lessons 
learnt section. Chapter 4 presents a best-practice example of personnel 
services from a German private university. As private universities face a 
demanding student population willing to invest large sums into their higher 
education, private universities need to come up with innovative and 
effective ways to facilitate the paths from university into the labour market. 
Formats and approaches implemented by the International University of 
Applied Sciences Bad Honnef-Bonn are described to serve as inspiration for 
public universities in both developed and developing countries. Chapter 5 
gives an introduction to the H-BRS process of student market research study 
projects and explains in detail the approaches and challenges involved in 
international UBC projects. Two case studies illustrate this process.  

Lessons learnt are narrated in this handbook. Findings include a number of 
common lessons and experiences, addressing the need for lecturers to 
actively engage businesses and thereby benefitting students as well as the 
private sector. While it is important to stress that students are undergoing 
education and cannot serve as a cheap consulting company, experience also 
shows that research results are often surprisingly good and useful. Another 



5 

important aspect is confidentiality, which has to be adequately addressed by 
lecturers. Successful student projects should then be marketed actively by 
the universities to prove that they are competent partners for the private 
sector.  

This handbook is in line with the vision stated by the World Bank: 

“Collaboration between academia and industry is increasingly a critical 
component of efficient national innovation systems. It is useful to 
examine the experience of developed countries to better understand the 
different types of university-industry collaboration, motivations to form 
these agreements and barriers to cooperation, as well as the role of 
public policy in fostering such linkages. Developing countries face even 
greater barriers to such alliances, calling for a differentiated approach to 
promoting university-industry collaboration.”(José Guimón, World Bank, 
2013) 
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CHAPTER 1 

FOSTERING EMPLOYABILITY 

THROUGH PRACTICAL PROJECTS 

UDO SCHEUER 

While Anglo-Saxon HEIs focus on a strong educational background and 
personal development of students, the German system, in particular 
Universities of Applied Sciences, emphasize employability through the 
transfer of job-related professional and soft skills. In this context, learning by 
practical application of skills has become an important instrument. Concepts 
for linking theory and application include research-based learning, practical 
internships or service learning – methods, which also maintain high 
standards of academic education.  

The Engineering Department at Bonn-Rhein-Sieg University of Applied 
Sciences (H-BRS) has gone so far as to drastically change the structure of the 
curriculum to what is now called the 4-1-4-1-4-1-system. A four-week block 
of lectures is followed by one week of self-learning and practical projects in 
small groups. This module is repeated three times over the course of a 
semester. 

However, such interference with existing curricular structures requires 
strategic commitment from department and university management, the 
allocation of additional resources, and a substantial lead time. A less 
disruptive approach is the use of practical projects, which is standard with 
most H-BRS programmes. In addition to its educational value, practical 
projects have proven to be a valuable tool for the interaction with 

Boachie-Mensah, Munyoki, Scheuer (Eds.): Handbook of Applied Market Research 
and Personnel Services at Universities
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companies, particularly for marketing-related questions. In this contribution, 
examples from several departments will be highlighted and success factors 
evaluated. This chapter’s contribution aims at showcasing the width and the 
diversity of this approach through numerous examples. These examples 
should not be understood as general blueprints to be copied. They should 
rather serve as an inspiration to develop and implement ideas and concepts, 
reflecting the particular educational and socio-economic framework. 
Therefore, the presented examples vary in terms of duration, resources and 
number of people involved. While many of those examples come from the 
field of business administration, contributions from other scientific 
disciplines demonstrate that application in other departments is principally 
possible as well. 

The presented projects are all from the university-wide competition “Best 
practical project”, are open for application from all departments and from 
lecturers and students alike. The submitted contributions were assessed by a 
jury consisting of internal (university) and outside experts. The winning team 
was given an award and prize money, handed over during a festive 
ceremony at the opening of the new academic year. The event included a 
poster exhibition of the other submissions. This competition created 
significant visibility and motivation for the teams involved and might 
therefore be considered a best-practice activity in its own rights. 
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CASE 1

Optimization of the storage management of a SME in the 
whole sale trade sector 

Team:  
14 undergraduate students, Business Administration 

Duration:  
2 ½ months from kick-off to final presentation, including a mid-term 
presentation after 6 weeks 

Project subject and goals: 
The partner is a medium-sized company in wholesale trade for the 
construction machine industry, specialized in wear and replacement parts. 
The company maintains an electronic merchandise management system. 
The placement of goods in the storage facility and the tracking of the 
inventory, however, are mostly performed manually. Furthermore, a 
consolidation of the current two storages into just one is planned. Students 
are expected to analyse the current status, to recommend actions to be 
taken to optimize the current management system, and to make suggestions 
for the concept of a unified storage facility.  

Supervised by the overall project leader, the student team decided to create 
four subgroups on “Incoming Goods,“ ”Storage,“ “Outgoing Goods“ and 
“Automation.“  Each group was headed by a subgroup leader and developed 
its own work and time plans, in line with the overall milestones of the 
project. 

Educational goals:  
 To provide deeper and practice-based specialist knowledge and

methodical competence to a private sector partner.
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 To strengthen interpersonal skills through team work (including the
division of labour between small groups) as well as communication
and negotiation skills.

Outcome: 

Analytical and conceptual work included twelve personal meetings of the 
student groups. The students made extensive use of flow charts, 
visualization software and the university’s online learning platform for the 
exchange of documents and worked highly independently. The role of the 
lecturers was restricted to creating the organizational framework, to 
challenge project findings, and to – potentially – mitigate conflicts. 

In the final meeting, students presented a 12-point list of short and mid-
term measures to be taken, as well as a basic concept for the new facility. 
The company rated the results as highly innovative in terms of organization 
and technical development. During the subsequent implementation, the 
recommendations have proven successful in terms of faster processes and 
less manual work. 

The strict adherence of the lecturer’s role solely to accompany the processes 
and dialogues was very productive and innovative. It is reflected in the 
student’s evaluation, which is extremely positive. 

A follow-up is ensured through a student team member, who will spend a 
practical semester (20 weeks full-time) in the company, with a subsequent 
Bachelor thesis. 
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CASE 2 

The fear-free operating room of a hospital – An economic 
perspective 

Team:  
4 Business Administration students 

Duration: 
11 weeks 

Project subject and goals: 
The university partnered with a large hospital to address a novel patient-
centred approach. Under the current economic constraints, many hospitals 
focus on new medical technologies and improved internal processes. The 
partner hospital, however, introduced a pilot project to take into account 
the patient’s perspective with their anxieties, fears and stresses. Several 
relaxation techniques are being used individually and have proven to be 
effective in medical terms. The university project will now feature a cost-
benefit analysis over a five-year period. 

For the study, relevant quantitative categories and performance figures had 
to be developed. Extensive research was required, including medical 
literature and current studies as well as a number of interviews, which 
involved medical staff. 

Educational goals:  
 To provide a deeper and practice-based specialist hospital and

medical knowledge (processes and products) to be able to develop
relevant performance indicators.

 To develop methodological competences necessary for a
quantitative (spread sheet) model, which can easily be transferred
to other hospitals.
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 To appreciate the ability to make a contribution towards the well-
being of people which, in turn, created very positive feedback from
patients and hospital staff.

Outcome: 

Following the data acquisition, the quantitative model was established. This 
required a substantial effort on the benefit side because indicators needed 
to be newly developed. A documentation of the overall approach and the 
necessary assumptions was then provided to ensure a smooth transfer to 
other cases.  

A final presentation of the results was given to the hospital management. 
Other hospitals have declared their interest in the results of the study. 
According to hospital management, this proves the innovative approach of 
the project and the need for a sound methodological cost-benefit approach 
at hospitals. 
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CASE 3 

Does it have to be that way? A newspaper series 

Team:  
20 students from Journalism and Engineering 

Duration:  
3 weeks over the course of a semester 

Project subject and goals: 
Electrical devices that fail shortly after the warranty period has expired; 
fruits in the supermarket that were transported over distances of thousands 
of kilometres, those are examples of everyday issues many people may have 
considered at some point. Are there alternatives? These are questions 
addressed by a group of university students in a series of articles in the 
business section of the regional newspaper: “Does it have to be that way?” 

Educational goals:  
 To provide deeper and practice-based specialist knowledge and see

academic expertise applied in real life

 To strengthen interpersonal skills through teamwork as well as
creativity, communication and self-organization skills.

Outcome: 
For the print and the online edition of the newspaper, students prepared 
articles, slide shows and videos. The first project week was used for the 
selection of topics and research. The second week was devoted to the 
presentation of a draft, while the third week was used for editorial tasks and 
the preparation for publication. The best contributions were published in 
print and/or online. Topics chosen included: 
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 Food from far-away countries – does it have to be that way?

 Staying for vacation in an expensive hotel – does it have to be that
way?

 Old cell phones in the trash – does it have to be that way?

 Bisphenol A in food – does it have to be that way?

 Repairs too expensive – does it have to be that way?

 Devices out of order just after the warranty expired – does it have
to be that way?

 Fighting the ticket machine – does it have to be that way?

 Food ending up in the trash can – does it have to be that way?

This project is part of an ongoing cooperation between the two partners, 
university and newspaper, and has yielded a substantial number of 
internships as well as bachelor and master thesis projects. In addition to 
providing a platform for articles on interesting topics, the newspaper sees 
such activities as a useful contact for recruiting promising candidates for its 
staff.  
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CASE 4 

Regional energy site development 

Team:  
14 Engineering and 10 Journalism students 

Duration:  
3 project weeks over the course of a semester 

Project subject and goals: 
In cooperating with a regional waste management company, students were 
given the task to develop a concept for the future use of a waste disposal 
site. The site contains sealed municipal wastes as well as a processing plant 
for biodegradable waste and a nature preserve. It is envisaged to open the 
site to the public eventually. The project encompasses the following 
elements, which the students worked on in interdisciplinary groups: 

 Development of creative ideas for future use

 Selection of promising ideas according to the acceptance with the
citizens involved and external effects

 Combination of various  future use aspects into a comprehensive
overall concept.

 Elaboration of technology-based usage aspects

 Using sustainable technologies and the environment aspects as a
narrative for branding the “new” site

 Development of a communication concept, a documentation, print
material for the press and a corporate video
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Educational goals:  
 To provide the opportunity for the practical application of

academic knowledge

 To strengthen soft skills through interdisciplinary team work

 To strengthen motivation through contributions for a project which
immediately benefits the neighborhood of the university

Outcome: 
The first week was devoted to the idea and concept phase, focusing on 
initial research, technology selection and acceptance studies. The following 
design phase in the second week focused on energy generation 
(photovoltaic and solar thermal) and the conceptualization of a technology 
park for start-ups on site. Furthermore, a visitor centre was planned. In the 
third week, the results were summarized and the communication concept 
devised. 

As a result, a unique concept, including nature, technology and citizen 
involvement, was developed. It was presented to the management board 
and will be incorporated in the on-going site development process. 
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CASE 5 

Subscription management – a market analysis 

Team:  
10 Business Administration students specializing in B2B marketing 

Duration: 
3 months 

Project subject and goals: 
The partner is an international manufacturer of identity authentication and 
data protection technologies. The market for subscription management is 
not yet established. It is expected to become a highly attractive M2M 
market, with a huge number of active working SIM cards. However, 
customers require more flexibility for the management of SIM cards and 
require stable partners as well. Various competitors are entering the market 
for subscription management, but still with low market shares due to 
market’s lack of maturity. 

The focus of the study was on the automotive industry and the utility sector. 
Fifteen personal interviews (of up to one hour) were conducted. 
Subsequently, four use cases were investigated. The two main project goals 
were: 

 comprehensive documentation of the market acceptance

 recommendations for market entry

Educational goals:  
 To improve methodological competences, especially with respect

to the preparation and implementation of the primary data
collection and the statistical analysis of the results
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 To strengthen interpersonal skills and presentation techniques.

Outcome:  
Out of the four use cases, two were identified as the most interesting usage 
cases for the interviewed experts, with cost reduction and flexibility being 
cited as main benefits. Key strategic partners were identified. The results 
were presented to the management board.  

The results and recommendations constitute the basis for strategic decisions 
on the market entry for machine-to-machine applications. The university 
team is involved in ongoing discussions with the company management.  
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LESSONS LEARNT

 Lecturers need to establish and maintain good personal networks
to industry and other partners outside academia in order to be
able to initiate attractive projects on a regular basis.

 Lecturers need to find partners willing to make an effort (more in
terms of time invested, than in terms of money) to create a good
learning experience and a good outcome for all sides involved

 Lecturers need to make clear before the project is initiated: these
students are still enrolled in an education programme, they are not
a cheap consulting company. Create realistic expectations - the
results will often be surprisingly good.

 University and lecturers need to properly address confidentiality
issues requested by industry partners.

 Lecturers should stipulate incentives for good results if the project
partner benefits.

 Lecturers need to properly define their role in the project – they
should see themselves as tutors, not as protagonists.

 Lecturers should optimize their project design by proper evaluation
of student’s and project partner’s response.

If practical projects go well, lecturers and university management should use 
them to create visibility (e.g. through the media, chambers of commerce and 
other stakeholders, awards …) and to improve the university’s reputation as 
a competent partner for industry. Graduates will greatly benefit from this 
reputation. 
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CHAPTER 2

MARKET RESEARCH FOR RENEW 

STARCH IN GHANA 

FRANCIS BOACHIE-MENSAH 

Introduction 

Due to regionalization and global competition, many companies have turned 
their attention to other markets outside the domestic ones in anticipation of 
securing profitable market(s) for their products. Cormart (Nigeria) Limited is 
one of such companies, seeking to expand beyond its domestic borders. 
Cormart is a Nigerian trading company specializing in Industrial Raw 
Materials and Chemicals. It represents the business interests of top 
Multinational Companies that wish to do business in Nigeria. In line with its 
expansion strategy, Cormart seeks to introduce its newly developed spray 
starch product (RENEW) into the Ghanaian market. It, therefore, became 
necessary for the company to seek information about the potential market 
in Ghana for the new product. Cormart’s need of potential market 
information offered the opportunity for the university-industry collaboration 
project, under the auspices of Bonn-Rhein-Sieg University of Applied 
Sciences (H-BRS), Germany and University of Cape Coast (UCC), Ghana. This 
resulted in the conduct of a survey of the Ghanaian market on behalf of 
Cormart by a student sponsored under the collaborative project.  The 
project student was an international student from H-BRS, Germany, who 
was on a five-month internship programme at the UCC School of Business 
from September 2016 to February 2017, as part of her Business 
Administration studies. 
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At the UCC, the student was attached to the Centre of Entrepreneurship and 
Small Enterprise Development (CESED).  At the CESED, the student’s main 
task was to do research. The main project was to conduct the market research 
for Cormart as a potential partner of CESED. Starch is one of their key 
products and widely popular on the Nigerian market. The student’s 
assignment was to determine the use of clothing starch in Ghana, the 
consumers’ interest for this product, and to write a report on it. Thus, the 
purpose of the survey was to collect and analyse market information on 
people’s starch habits in Ghana, in order to help the company analyse the 
business opportunities (if any) in the Ghanaian market. To this end, the 
survey was designed for the company to obtain insight in the starching 
market; know the starching preferences of potential consumers and 
understand the medium of promotion and placement preferred by the 
customers in this market. This was done by administering a questionnaire in 
several study centres of distance education run by the College of Distance 
Education of UCC across Ghana. Upon completion of the research, the 
findings of the study were disseminated to the contracting company by the 
student through a prepared report with recommendations. 

Background – CORMART Nigeria Limited 

Since inception, Cormart has been on the forefront in impacting the lives of 
160 million Nigerians in various sectors. Cormart was incorporated in 1981 
as a trading company specializing in Industrial Raw Materials and Chemicals. 
It imports, stocks and distributes chemicals and other raw materials for the 
paint, confectioneries, cosmetics, pharmaceuticals, and food and beverage 
industries. Cormart has a long tradition of providing cutting edge and cost 
effective products and solutions with key focus on protecting the 
environment. It also continues to expand its product lines to meet emerging 
market needs. 

Cormart is an associate of TGI, which is diversified with companies in four 
countries involved in manufacturing, agro-allied industries, import, export, 
distribution and strategic marketing in their areas of operation 
(www.cormart-nigeria.com). 

Boachie-Mensah, Munyoki, Scheuer (Eds.): Handbook of Applied Market Research 
and Personnel Services at Universities
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Purpose of the market survey 

For conducting the market research, the student had to design a 
questionnaire, administer it among a target population, analyse the results 
and write a report to be submitted to the company. It took the student 
several weeks to design the questionnaire. She discussed the first draft 
with a representative of the Nigerian company via Skype and the 
representative asked her to add more questions. Since there was no 
information on the clothing starch market in Ghana available at the time, 
the questionnaire had to be quite extensive to gather as much 
information as possible.   

Prior to the start of the project, a supervisor was assigned to the student 
and an initial meeting was held between her and the supervisor to discuss 
and agree upon the requirements for her work. In this respect, the roles of 
student and supervisor in the project were clearly defined. At the meeting, 
the student and supervisor agreed on how they would interact and 
exchange information. The issues addressed included: meeting times, 
telephone communication, and correspondence by e-mail, and submission 
of project outputs in soft and hard copies. After the initial meeting, the 
supervisor requested the student to present and explain her research 
proposal, as agreed upon with the collaborating corporate partner, whereby 
she was offered the necessary suggestions and guidelines on how to 
proceed with the work. There were subsequent meetings between the 
student and the supervisor at the various stages of the project to address 
specific issues concerning the progress of work. All this was done to help the 
student to successfully complete the project on schedule. Finally, there was 
an exit meeting at the end of the project period for the proper closure of the 
exercise. 

Methodology 

Research approach 

The survey was guided by the following questions: 
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1. Do people in Ghana use clothing starch?
2. For which clothing is clothing starch used in Ghana?
3. Which brand of clothing starch is the main competitor in Ghana?
4. In which quantity do households use clothing starch?
5. Who is the Ghanaian consumer of clothing starch?
6. What are the consumer preferences regarding clothing starch?
7. Where do consumers buy their products?
8. Which medium of promotion is most favoured in Ghana?

The student adopted the survey approach for the study. The target 
population comprised the students of the College of Distance Education of 
UCC. The total number of this cohort of students at the time of the study 
was about 36,000. These students were considered, because they were 
mainly workers residing in the communities spread across the country. They 
also integrated people of different ages and different income levels and jobs. 
The respondents for the survey were deliberately selected from the ten 
regional capitals of Ghana. The sample size of the study was 500. 

Research Instrument 

The research instrument for the survey was a questionnaire. In preparing 
the questionnaire, the student’s colleagues helped her word appropriate 
questions and find adequate categories for responses. This helped to ensure 
that the questions were unambiguous. The student sent the questionnaire to 
the contracting company for approval. She subsequently presented the final 
questionnaire to the supervisor for comments. 

The questionnaire consisted of three parts. In the first part, respondents 
were questioned about their demographics in order to identify the Ghanaian 
clothing starch consumers. Also, there were questions on the following 
issues: who buys clothing starch, which clothing is clothing starch used for, 
which brand is used, quantity and costs of clothing starch. The second part 
contained questions on respondents’ preferred appliance, packaging and 
scent of clothing starch. Other questions were on respondents’ favored 
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places of purchase of household products and trusted promotional tools. 
The third component consisted of questions on the measurement of 
consumers’ preferences of clothing starch.  The questionnaire was pre-
tested with the cohort of regular students in the School of Business of UCC. 
This was to test the reliability and validity of the instrument.  

 Data collection procedure 

Since the internet connection in Ghana was unreliable and many people 
did not have access to the internet at home, it was necessary to administer the 
questionnaire in person. The student proportionally distributed 500 
questionnaires over the ten main study centres of the College of Distance 
Education located in the ten regions of the country.  

Permission was initially sought from the Regional Resident Tutors and the 
study centre co-ordinators at the various Centres. The centre co-ordinators 
assisted in the administration of the questionnaires. The completed 
questionnaires were returned through the officials from the headquarters in 
Cape Coast, who were responsible for visiting the respective study centres in 
the regions. The questionnaires were sent back bit by bit and some 
follow-ups were required. Due to improper completion of the 
questionnaires, the student needed to re-administer the questionnaires in a 
particular Study Centre. The response rates at the end of the period for the 
first part were 63.4 % (317), 51.8 % (259) for the second part and 65.2 % 
(326) for the third part, which were quite appreciable.

Since the questionnaires were paper-based, the student had to enter the 
data manually into SPSS and Stata. She used simple cross-tables to analyse 
most of the data. She looked for correlations between demographic 
characteristics and the use of clothing starch, to see if it was possible to 
establish a market segment of clothing starch users. Also, she found out 
which brand of clothing starch was used most in Ghana, in which quantity and 
what the costumers’ preferences were. After analysing the data, the student 
prepared graphs and wrote a report, which was sent to the contracting 
company. 
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Results and discussion 

The student presented the results/findings of the study by the research 
questions. She further evaluated each finding and examined the 
implications. The four main thematic areas addressed were: 

 To analyse the demographic characteristics of the population to
gain an impression of the Ghanaian clothing starch consumer

 To analyse the clothing starch market to gain insight into the kind
of clothes for clothing starch is used for in households

 To determine Consumer Preferences for Clothing Starch in terms
of how the product is applied and its scent.

 To find out promotion and placement of the product in terms of
the favourite places to buy household products and favourite
promotional medium.

Conclusion 

Clothing starch is used in the majority of the surveyed households. The 
sample population were adults, mostly employed people who could afford 
education. The Ghanaian starching market is dominated by “Easy On Spray 
Starch,” which is used in most of the households who use clothing starch.  

Clothing starch is generally used by men, but there are also a fair number of 
female users. Clothing starch is used more often by consumers with a higher 
income. Clothing starch users were found in all regions, in all age categories, 
in all job categories, but mostly in the category of managers and legislators. 
Those who use clothing starch buy it, which implies the task of doing 
groceries is not assigned to a specific person in the household. Clothing 
starch is mostly used on African clothing and formal clothing. 

Consumers prefer a spray starch over a powdered starch and a perfumed 
starch over an un-perfumed starch. If the price difference between starching 
products is small, the appliance (powder/spray) is most important in picking 
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the product, then the scent (perfumed or not) and price is least important. 
Small packaging is most preferred. 

Most consumers buy their products at open markets, kiosks or 
supermarkets. The most favourable media for promotion are television, 
friends, family and acquaintances, and the radio. 

Recommendations 

On the basis of the key findings of the study, the student made 
recommendations. There is little competition on the Ghanaian starch 
market, so it is advisable for the company to enter the market before other 
competitors do. “Easy On Spray Starch” is not perfumed, but RENEW Starch 
is, which is a competitive advantage. As a point of entry, it is recommended 
for the company to target high income consumers, who are mainly based in 
the big cities.  

Unfortunately, Ghanaian consumers prefer spray starch over powdered 
starch. This could be because powdered starch is unknown in Ghana. Good 
advertisement would be necessary to inform Ghanaian consumers about the 
product. In addition to other sales strategies, television advertisements and 
placing the product on the open market should be considered. 

It is also suggested that the company perform follow-up research on non-
users of clothing starch to find out why they do not use the available 
clothing starch, and on users of clothing starch to identify any complaints 
they might have about the available product. In this way, the company might 
find out how to get non-users of clothing starch to use its product and users 
of clothing starch to switch from Easy On to RENEW.  

Reflections on challenges 

The main challenges experienced are summarized as follows: 

 A difficult task in the survey was the point to start and the area to
focus on. To overcome this difficulty, the study focused on the
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distance education students of the UCC. By using this cohort of 
students for the survey, the student would be able to target a wide 
variety of consumers from different ages, different parts of the 
country and with different income and jobs. 

 There was no existing information on the clothing starch market in
Ghana. In view of this situation, the student considered contacting a
wide variety of respondents as important, so as to gather as much
information as possible.

 The experience of differences in language usage was quite
challenging. This was mostly evident in the task of formulating the
questions in the research questionnaire in a way Ghanaian
respondents would understand them. However, this was a very
important and interesting intercultural insight.

 Unreliable nature of internet connection in Ghana and the low
number of people with internet connection in homes was another
challenging situation. In view of the situation, it became needful for
the questionnaires to be administered manually, which was time
consuming.

 Completed questionnaires from respondents were returned in bits,
which required that some follow-ups should be made. Related to
this, due to improper completion of questionnaires by respondents,
there were several times the student had to re-administer
questionnaires in a particular study centre.

 Since the research questionnaires were paper-based, the data
collected had to be manually entered into the SPSS and Stata for
analysis.  This was quite tedious and time consuming.

On the whole, the internship period gave the student the opportunity to 
develop a couple of hard and soft skills, which, she believes, would help her 
in her future career. The hard skills she acquired and improved upon were 
embedded in creating a questionnaire, using SPSS and Stata to analyse data, 
writing a research report and presenting information in front of people. The 
soft skills she developed were those involved in managing and organizing a 
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(research) project, instructing and teaching, self-discipline, problem-solving, 
working in a non-German environment, intercultural competences and 
international project management. 

Lessons learnt 

 Universities should realize that businesses need their support and
should take the initiative in reaching out to them. Thus, there is the
need for university-business collaboration.  In this regard, industry
also should readily open its doors to academia.

 Universities should not limit their outreach and collaboration efforts
to only domestic businesses. They should extend such efforts to
include foreign businesses as well, which will contribute, in no small
way, to their internationalization agenda.

 Universities should realize that, comparably, small and medium-sized
enterprises (SMEs) have a more welcoming attitude than their larger
counterparts and should be highly considered on universities’
outreach agenda.

 Universities should realize that SMEs have the desire to conduct
marketing research, but are often unable to bear the cost involved,
especially when they want to explore new international markets.
Therefore, universities should shift their focus from large
organizations to SMEs. SMEs, on the other hand, should recognize
that universities/students are prepared to provide cost-effective
resources for SMEs to successfully conduct marketing research
projects. 

 Lecturers should recognize the peculiar needs of project students,
particularly foreign students, and provide them with the needed
guidance and support.

 There should be an initial meeting between supervisors and project
students to discuss and agree upon the requirements of the
student’s work.
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 Lecturers and project students need to properly define their roles in
the project.

 Right from the beginning, students and lecturers should both agree
on how they will interact and exchange information – meeting times,
telephone communication, correspondence by e-mail, and
submission of results in soft and hardcopy.

 After the initial meeting, lecturers should request project students to
present and explain their research proposal, as agreed upon with the
collaborating corporate partner.

 Lecturers/supervisors and project students should understand that
maintaining active communication plays an effective role in
conducting successful research. This implies that there should be
regular contact between student and supervisor and corporate
partner to address issues concerning work progress.

 During both the data collection and analysis of the findings
placements, which can be very challenging, supervisors should be
available and prepared to provide the student with the necessary
support as the need arises.

 Lecturers and project students should arrange for an exit meeting at
the end of the project period to properly finish the exercise.
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CHAPTER 3

MARKET RESEARCH IN KENYA: 
AZURI HEALTH LTD 

JUSTUS MUNYOKI 

Introduction 

This case study is based on Azuri Health Ltd, a small company in Kenya that 
specializes mainly in the manufacture of dried fruit and flours. The company 
was started in 2010 and currently has 15 employees. It buys fruits, especially 
mangoes from farmers, processes them and markets them in- and outside of 
Kenya as dried fruits. This value addition enhances the shelf life of the 
products which would otherwise spoil within a few days after ripening. Dried 
fruits can last up to one year. The company targets customers across all 
categories from low end to high end customers. The firm was experiencing 
challenges in understanding customer purchase preferences in terms of 
accessing products through various distribution points. Using two trained 
Bachelor of Commerce (B.Com) students who had done a course in 
marketing research, we carried out a survey among consumers within 
Nairobi to establish the awareness levels of the company and determine 
preferred outlets through which consumers could access the Azuri products  

Economic background 

Kenya is a young growing economy with a population of about 48 million 
people, most of them low income earners, but with a growing middle class. 
Its economy is largely dependent on agriculture, which contributes about 
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35 % of GDP, and constitutes 40 % of the export earnings 
(https://kenyaplex.com). There are numerous micro and small-scale 
manufacturers who focus on various areas such as construction, agriculture, 
and other related areas. It is because of this that a number of small scale 
manufacturers have come up to serve the needs of the growing middle class 
in Kenya. There are many opportunities in the agriculture sector where due 
to the seasonal nature of the sector, there are many roles that 
manufacturers can play by adding value to the produce, for example through 
efficient storage to minimize post-harvest losses, fruit preservation to 
reduce deterioration, and proper packaging.  

 Azuri Health Ltd is basically a drying company and handles fruits like 
mangoes, pineapples, coconuts, and others. The company was a pioneer in 
this area, but other companies dealing with dried fruits have since come up. 
The company has two branches, one in Thika, the other in Nairobi. The 
company has capacity to process 30MT per week of fresh mangoes in the 
current Thika HUB which translates to 600MT per year. This makes the 
company a leader in dried mango production in Kenya. Nutriporridge, one of 
Azuri Health products, targets the upper middle class as well as the middle 
class customers. Dried fruits are considered a luxury product and therefore 
target the upper class while sweet potato flour targets all categories. 

Azuri Health has used very innovative and effective promotion approaches, 
focusing mainly on trade fairs, trade centres in supermarkets, word of 
mouth, and good displays in supermarkets. The company does not advertise 
or carry out any other forms of promotion through mass media like 
newspapers, as they consider these approaches inappropriate and 
unnecessarily expensive. The firm also trains supermarket staff and gives 
them incentives to market its products. 

Azuri has an elaborate distribution network, mainly through all the main 
supermarkets in Nairobi. The company takes orders from the supermarkets 
and then delivers the products to them. They have a delivery van which is 
used to distribute the products. This ensures that the right product is 
packaged with the right quality and quantity as per the order. For 

Boachie-Mensah, Munyoki, Scheuer (Eds.): Handbook of Applied Market Research 
and Personnel Services at Universities
https://doi.org/10.18418/978-3-96043-065-0_3



31 

supermarkets with separate warehouses, the company delivers to the 
warehouses and the supermarkets are responsible for the distribution to 
their various branches. For the other supermarkets, the company delivers 
directly to the supermarket branches. This ensures that the product reaches 
the right customer at the right time. The CEO has a very thorough 
knowledge of all the supermarkets including the number of branches, and 
the target customers of each supermarket. With this knowledge, she is able 
to know the right products to distribute to the various supermarkets. She is 
also constantly in touch with the supermarkets to monitor the movement of 
the products.  

Research problem 

Upon discussion with the CEO, it came out that the company experiences a 
number of external challenges. One particular challenge was the partial 
collapse of one of the leading supermarkets in Kenya, Nakumatt Ltd, leading 
to closure of a number of its branches. Nakumatt was the one handling dried 
fruit products from Azuri, which mainly target the upper middle-class 
customers. This led to loss of business as it meant that the customers had to 
move to other supermarkets, who did not necessarily stock dried fruits. The 
company also got disconnected with the customers as their contact was 
through the supermarket. Having listened to this problem, we sought to find 
out how we could solve this problem and assist Azuri to reconnect with the 
customers. There was a need to understand the consumers in terms of their 
shopping habits, their preferences and basic demographic characteristics. 
The challenge was to know where the customers are, and how we could win 
them back. Azuri was also contemplating coming up with new retail outlets, 
having lost Nakumatt. As a result of the stated problem, Azuri Health and the 
university formed a collaboration in order to determine how the company 
could solve the problem. The issue at hand was therefore to try and 
establish the likely retail outlets that customers preferred, and to also 
determine how customers felt about Azuri Health products.  
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Methodology 

The researcher held several meetings with the CEO of Azuri company in 
order to fully understand its operations. The researcher had previous 
experience with the company as the company had previously worked closely 
with the university through providing student internships especially to 
foreign students coming through the university.  The researcher had 
participated in guiding at least two students from Germany who had come 
to do research in Kenya with a focus on Azuri. A semi structured 
questionnaire was used to collect primary data from the respondents. Two 
research assistants, 4th year BCom students, were trained in data collection. 
They were also given product samples to familiarize themselves with them 
and also taste them. They were allowed to carry the products along and to 
allow the respondents to experience the products including tasting. The data 
collected was analysed using descriptive statistics.   

Findings and conclusions 

This study was meant to determine how Azuri Health products were doing in 
the market and determine how best the customers could be reached. A total 
of 50 potential and actual customers were identified using the mall intercept 
approach, by targeting supermarkets (Naivas and Tuskys), a gym and some 
PhD students who were themselves shoppers. Among the respondents, it 
was found that 54 % of respondents were female while 46 % were male. 
Only 8 % were aged above 40 years, and 62 % were married while 38 % were 
single. In terms of employment, 22% were self-employed, 62 % were 
formally employed, while 16 % were unemployed. These demographic 
characteristics are very important as they have a bearing on the buyer 
behaviour. A cross tabulation of some of the variables are shown in Table 2. 
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Table 2: Cross tabulations 

product 

gender 

Azuri Product used before 

Total 

dried 
mangoe

s 

Dried 
Pineappl

e 

Passion Nutripori
dge 

Sweet 
potato 
flour 

all 

Male 1 1 3 6 0 0 11 

female 2 1 1 3 1 2 10 

total 3 2 4 9 1 2 21 

product 

age 
(years) 

dried 
mangoe
s 

Dried 
Pineappl
e 

Passion Nutripori
dge 

Sweet 
potato 
flour 

all 

Total 

21- 30 1 0 1 4 0 0 6 

31- 40 1 2 1 4 1 2 11 

41- 50 1 0 1 1 0 0 3 

50+ 0 0 1 0 0 0 1 

total 3 2 4 9 1 2 21 

From the cross-tabulations, it was found that Nutriporridge was more 
popular among men than women, while women seemed to have no specific 
preference and consumed all products. Nutriporridge was also more popular 
among consumers aged 21- 40 years, while dried mangos and passion were 
consumed by consumers of all ages. Dried pineapple was consumed by 
people under 30. 

The study further sought to find out the preferred shopping places and 
timing of the shopping by the consumers. The results are shown in Figures 
1a and 1b. 
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Figure 1a:  Preferred shopping places 

Figure 1b: Timing of shopping 
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It was found that among the respondents 52 % preferred to shop near their 
estates or shopping centre, while 46 % preferred to shop within the city 
centre.  Only 2 % preferred online shopping. This has implication on where 
the firm should focus more in terms of ensuring that the products are 
available. In terms of timing, 42 % of the respondents preferred to shop 
during the weekend, with only 12 % preferring to shop during the weekday. 
This implies that most consumers prefer to shop during the weekend, and it 
is therefore important to ensure that products are available during the 
weekend 

It was found that of the 50 respondents interviewed, only 20 (40.8 %) had 
heard about Azuri Health products. The rest had never heard of Azuri 
products. Further analysis was thus done on the basis of the 20 respondents 
who had used the product before. The respondents indicated that they had 
used various brands of Azuri products as shown in Figure 2. 

Figure 2: Azuri brand used before 
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As indicated in the figure, the most popular brand used was a dried fruit mix, 
followed by dried mangoes and passion, while sweet potato flour and dried 
pineapple were the least popular. However, a large number of respondents 
indicated that they used more than one brand. They were asked to rate 
Azuri Health products in terms of quality of the product, quality of the 
package, price level, availability and communication. The results are shown 
in Table 3a and 3b. 
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Table 3a: Rating of quality of product, package and price level 

Quality of product Frequency Percent 

Adequate 
Most adequate 

15 
5 

75 
25 

Total 20 100 

Quality of package Frequency Percent 

Poor 1 5 

Indifferent 1 5 
adequate 9 45 

Most adequate 9 45 

Total 20 100 

Price level Frequency Percent 

Poor 1 5.3 

Indifferent 1 5.3 

Adequate 15 78.9 

Most adequate 2 10.5 

Total 19 100 

Table 3b: Rating of availability and communication 

Availability in various outlets Frequency Percent 
Poor 8 40 
Indifferent 5 25 
Adequate 6 30 
Most adequate 1 5 
Total 20 100 
Communication about the 
product 

Frequency Percent 

Very poor 5 25 
Poor 8 40 
Indifferent 4 20 
Adequate 1 5 
Most adequate 2 10 
Total 20 100 
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The respondents rated the products very highly in terms of quality, price 
level, availability of the product in various outlets, and communication about 
the product. All the respondents rated the product quality to be adequate to 
most adequate. In terms of quality of the package, 90% rated it as adequate 
to most adequate. For pricing, 85% thought that the prices were adequate 
to most adequate. As for availability, 40 % thought that the product 
availability is poor, while 35 % were happy with the availability. 
Communication was rated very poorly with 65 % rating it as poor to very 
poor, while only 15 % said it was adequate to most adequate. This is a cause 
for worry for the company. The company needs to consider its 
communication process to make it more effective.  

We sought to find the preferred shopping places by the respondents. It was 
discovered that Naivas supermarket was preferred by 64 % of respondents, 
Tuskys supermarket by 76 % , while  Uchumi supermarket was preferred by 
58.3 %. In addition, 68 % of respondents indicated that they would prefer 
that Azuri stocks its products in outlets near the estates in which the 
respondents lived. Finally, 54% of the respondents indicated that they would 
prefer online shopping. Figure 3 below shows the preferences for Tuskys 
Supermarket, the most popular choice of customers.  

Azuri Health should therefore consider making the product available through 
the supermarkets, but also consider making the products available in retail 
outlets near the state. Online marketing should also be used on a selective 
basis. 
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Figure 3: Tuskys preference levels 

Conclusion 

The study established that Azuri Health products had a big potential as at 
the moment only a small proportion of the market was aware of the 
products; yet those who had tested the products rated them very highly. 
There was therefore a need to focus on increased promotion and 
distribution to reach a wider market. Customers seemed to be more familiar 
with Nutriporridge than the other products. However, other products like 
dried mango and passion are also consumed.  

The lesson learnt is perhaps to avoid overreliance on one or a few retail 
outlets. It is good to have many outlets, so that in case one develops a 
problem, the others can be relied upon to continue reaching out to 
customers. The good thing about Azuri is that it has over the years 
established several retail outlets and although the collapse of Nakumatt may 
have led to the loss of a substantial number of customers, it was possible to 
turn to other retail outlets 
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Another notable implication is that Azuri was sensitive to its customers and 
quickly noticed that they were not able to reach the customers, hence the 
need to try and follow them up through the other outlets. Understanding 
customers through consumer research is very important for any 
organization, and while it may not cost the company a lot (depending on the 
scope), the results can be very rewarding.  

The study established that Uzuri products were very popular among the 
customers who had experienced them. The customers were satisfied with 
the quality of the product and of the packaging as well as the prices. The 
challenge seemed to be in the communication aspect, which could be a 
result of poor visibility in the market, or total absence from the shelves. The 
company thus needs to enhance its promotional approach to make the 
product more available. Approaches could include advertisements through 
local radio stations using channels that target specific customers and sales 
promotion through popular outlets like supermarkets 

Another recommendation is to increase the product presence through 
supermarkets especially supermarkets that have access to the estates. It was 
evident that consumers including those who have not tested that product 
greatly preferred the product to be made available in the estates near where 
they live.  

The final recommendation is to make the product available in popular 
supermarkets like Tuskys and Naivas, which are frequented by most 
customers. This will increase the chances of reaching the customers as they 
come shopping. 
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Lessons learnt 

The joint product is of mutual benefit to both the university and the 
company, and there are lessons learnt by both parties. 

Foremost, the study enabled Azuri Health to get a feeling about its 
customers, which facilitated better ways of responding to their needs. Azuri 
Health had an opportunity to establish stronger channels through which it 
can reach its customers. Secondly, the university, has been able to interact 
closely with the company, thereby learning a lot in terms of industry 
operations. The working together with Azuri demonstrates that there was 
something to learn from firms, regardless of their size.  

Thirdly, working with industry provided a very useful training ground for 
students who were able to directly relate theory with practice. This was an 
important lesson to the students as they were able to experience how 
organizations work. From the experience of collecting data and helping to 
find a workable solution, the students learnt a lot in terms of empirical 
research methods and how to engage consumers. The students reported 
that they found the interactive process to be very motivating and made 
them very interested in further engagements that would lead to solving 
practical problems. They realized that consumers are very sensitive in terms 
of giving information about themselves, and the way questions are asked 
can therefore affect the response. Another skill the students learnt was the 
use of multiple approaches when engaging consumers including follow ups 
to data collection. 

The role of the mentor 

The mentor was very instrumental in providing the much needed link 
between the company and the university, and in supporting the students 
through the data collection in their field work. The mentor worked very 
closely with the company managers in articulating the actual problem and 
had several meetings with the director in order to understand the issue at 
hand. He established a very close working relationship with the company 
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management, which enabled the team to clearly lay down a proper 
mechanism of engagement and collaboration. The mentor maintained close 
contact with the students to ensure that they were on the right track. He 
was always available to clarify and to guide the students in situations in 
which the students did not seem to be sure of what to do. He was very 
instrumental in the data analysis and report writing process. 

Figure 4: UoN students administering a questionnaire 
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CHAPTER 4

CAREER SERVICES: A BEST-
PRACTICE EXAMPLE FROM 

GERMANY 
SYED AFRAZ GILLANI & SONJA KELLER 

Introduction 

Internships and professional experience are becoming more and more 
important requisites for students and graduates and are almost taken for 
granted by many HR officials. In opposition to this, many newly created 
Bachelor and Master programmes make it difficult for students to integrate 
internships into their studies without having to add another semester and 
thereby “losing” valuable time. This becomes all the more relevant with 
private universities or universities generally that charge considerable tuition 
fees. 

This chapter offers a best-practice example in the area of personnel services 
from a German private university. With private universities, the link between 
students’ demands and the institution’s financial stability and sustainability 
is much more direct. Private universities have to act much more as service 
providers to a paying and therefore demanding student population. This 
includes the provision of business contacts and internship opportunities to 
facilitate the transition into the labour market to live up to the expectations 
of students willing to pay for higher education. While public universities 
place emphasis on different aspects of student education, much can be 
learnt from private university career services. The following best–practice 
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example is taken from the International University of Applied Sciences Bad 
Honnef - Bonn (IUBH), a private university offering application-oriented 
study programmes.  

IUBH internships and career services 

IUBH is a private university based in Germany. It maintains 4 campuses in 
Germany and two in Ireland, with an enrolment of 14 000 students from 85 
nations. The programmes focus on business administration, international 
and service management. The university is particularly well known for its 
courses in Tourism and Aviation Management. 

The internship is designed to enable students gain insights into operations 
and management in their industry. It gives students the opportunity to apply 
theoretical knowledge and gain practical experience and soft skills within a 
relatively limited period of time. For all Bachelor study programmes, 
students must complete one internship of at least 22 weeks. 

The IUBH career services team provides assistance in finding internships and 
maintains contact with top-level companies, e.g. hotels, resorts, clubs, tour 
operators, trade fair and congress centres, event and marketing companies, 
airports and airlines, carriers, transport businesses and other service 
providers. 

As the internship is part of the academic education process at IUBH, each 
student participates in an Internship Information Session at the beginning of 
the semester before starting their internship. During and after the 
internship, students maintain regular contact with career services and the 
academic personnel of the university. 

Additional trainings and personal consultations for students preparing for 
their internships or applying for jobs (interview trainings, application 
trainings, etc.) complete the range of services offered by career services. All 
trainings, information sessions and personal consultations are meant to 
support students during their self-reliant search and the application process 
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for internships and jobs. Career Services strongly recommends all students 
to make use of the vast networking possibilities at IUBH.   

Career days 

IUBH organizes company presentations, in order to give employers and 
partners a chance to present their companies and get in touch with 
students. The annual highlight is the job fair “Career Days" on campus. 
Career services provides the necessary infrastructure for committed 
students from all over the world. 

Since the founding of the university, IUBH Career Days has continuously 
grown. It attracts representatives from over 70 companies. Students and 
alumni make use of this on-campus fair as an opportunity to meet potential 
employers and talk to them about internship and job opportunities. The 
programme also includes an assessment centre and the opportunity for job 
interviews. Some students and graduates obtain commitments for 
internships or permanent job positions on the spot. Many others make 
valuable contacts with companies for their future careers. The fair includes a 
presentation on “Self-employment as a career option”. 

Career services for students 

Career services begin before enrolment. As a first test their of self-initiative, 
potential students can opt to do an internship before they start their 
studies. This can give them a sense of orientation: 

• Is this the right industry for me?
• Do I feel comfortable in the role as a service provider?
• What does the daily work routine look like?

These essential questions can be answered by doing an internship while still 
at school or before enrolment, enabling candidates to start their studies 
with more confidence and motivation. 

During the studies, an important aspect of exploring career opportunities is 
the use of the IUBH network. This requires self-initiative to take advantage 
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of the services offered and to attend the events and corporate presentations 
offered outside of the course curriculum. It can be a chance to meet 
representatives of an industry, ask specific questions and make contacts. 

Initiative and motivation are the essential ingredients for moving 
successfully through the study programme and into a professional career. 
The ability to present oneself (“self-marketing”), to accept and implement 
advice Career Services offers, including interview training workshops. All of 
these aspects can be a decisive advantage in the job application process. 
Career Services can help in many ways, however, but it can never be a 
substitute for the student’s personal commitment. 

In addition, Career Services offers a unique career preparation programme. 
Formats include workshops, individual consultations and networking 
opportunities. Furthermore, intensive German language training is provided 
for students entering the German job market.  

Career services for alumni 

Alumni keep their IUBH mail address and their access for the campus system 
CARE. Furthermore, Career Services stays in contact through Jobteaser, a 
web-based platform where students can find job offers, events on campus 
and news about IUBH. 

Career services for companies 

Career services reaches out to companies to provide access to qualified 
young people for internships, entry level job positions or other job 
vacancies.  

The career service team assists with: 

•Corporate/company presentations on campus

•Get-together events with on campus catering (subject to a charge)

•Participation in the Career Days programme

•Assessment centre or selection interviews on campus
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•Company profiles in IUBH job data base

•Cooperation/partnerships

•Vacancy announcements for:

• Internships
• Entry level job positions
• Positions for professionals

Learning opportunities for HEIs in developing countries 

Career Services at IUBH employs a specific model that suits the profile and 
strategies of this particular university and the industry surrounding it. It can 
serve as an inspiration for universities in developing countries but 
doubtlessly needs adjustment. Since the industrial and economic setting and 
the demographics of the job market are different, different approaches 
might be necessary. However, strong links between universities and 
businesses in developing countries can benefit both industry as well as 
students and graduates. With an improved understanding of the criteria, 
framework and the success factors of the IUBH approach, universities will be 
able to develop their own model, reflecting their specific structures and 
socioeconomic framework.  
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CHAPTER 5

APPLIED MARKET RESEARCH FOR 

GERMAN SMES IN AFRICA 

SYED AFRAZ GILLANI, LIN BO & DAVID ELEMA 
Introduction 

The main objective of this chapter is to give insights into how H-BRS as a 
German University of Applied Sciences supports small and medium-sized 
enterprises (SMEs) in exploring African markets. The university achieves this 
objective by engaging its Bachelor and Master level students in applied 
market research. Students engage in this research as part of their final thesis 
writing. This chapter lays out a process for successful marketing research 
projects for German SMEs in nine steps: 1) Kick-off meeting with German 
SMEs. 2) Collection of market research topics from German SMEs. 3) 
Advertising scholarships for student market research projects. 4) Selection 
process for scholarship grants for students. 5) Matching students with 
German SMEs. 6) Linking German students to African Universities. 7) 
Conduct market research in Africa. 8) Result submission to universities and 
SMEs. 9) Take-up of results by German SMEs. Two exemplary case studies 
illustrate the process of applied market research in the context of the 
German-African University Partnership Platform project. The first case is 
about the preliminary exploration and analysis of the bamboo industry in the 
macro and micro-environment in Ghana and the second case focuses on 
market entry strategies for German SMEs into the East African market, with 
a focus on the Kenyan Furniture market. 
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Doing market research for German SMEs in Africa step-by-step 

Figure 5 visualizes the process developed by H-BRS to conduct market 
research for German SMEs in Ghana and Kenya. This market research is part 
of the German-African University Partnership Platform project, funded by 
BMZ and DAAD. Students engaging in international market research received 
funding through this project. The figure is explained in detail below. 

Figure 5: Process of market research studies 

1. Kick-off Meeting with German SMEs

2. Collection of market research topics from German SMEs 

3. Advertising scholarships for student market research projects 

4. Selection process for scholarship grants for students 

5. Matching students with German SMEs 

6. Linking German students to African Universities 

7. Conduct market research in Africa 

8. Result submission to
universities and SMEs 

9. Take-up of results by
German SMEs 
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1. Kick-off meeting with German SMEs:

As a first step in conducting applied market research, H-BRS invited 
representatives of German SMEs from the Bonn region to discuss services 
related to market entry in Africa that H-BRS can offer. One of these required 
services is to conduct research on behalf of SMEs that can contribute to 
better understand African markets. If, for instance, they want to know the 
potential success chances of a certain business, they want to start at a 
particular location and need knowledge about competitors and consumers.  

2. Collection of market research topics:

Following the discussion with SME representatives on their required areas of 
interest, research topics are collaboratively selected. For example for the 
above-mentioned scenario, ‘Furniture Business in a Particular Market of 
Kenya.” 

3. Advertising scholarships for student market research projects: 

After selecting topics according to the real-life need-based requirement of 
SMEs, the same are advertised among students on notice boards, on the 
university website and using other means of letting members know about it. 
Information provided is furthermore the required level of researcher’s 
qualification, with the offer of a scholarship grant from the project.  

4. Selection process for scholarship grants for students: 

Student applications are scrutinised and shortlisted. A limited number of 
selected candidates are called for an interview in which interviewers assesse 
the candidate‘s motivation, research background, research focus, academic 
performance, English speaking and writing skills and working experience. 
The candidates for the scholarships are selected on the basis of these 
categories, which are treated equally. The university records the scholarship 
conditions (amount of the scholarship per month and duration) in a so-
called Scholarship Award Letter, which is presented to the scholarship 
holders. 
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5. Matching students with German SMEs:

The selected students are connected to the respective SMEs. During 
meetings, the research topics are elaborated according to the student’s 
abilities and background. A workable and relevant research question is 
developed, including methodology. Thus, the students develop a final 
research proposal. 

6. Linking German students to African universities:

Giving this research a practical shape, the selected students, who have their 
research proposals, are linked with the African partner universities in 
collaboration with whom the research is conducted. 

7. Conduct market research in Africa:

The student researcher organizes their research stays in the respective 
African country, and carries out a 4month research period abroad, observing 
all the ethics and rules of research. Research includes surveys and 
interviews, site visits and desk study. The data collection needs to be 
completed within the given time frame. Students should be in contact with 
the SME during their entire stay in Africa.   

8. Result submission to universities and SME

After conducting the research, the students submit their completed theses, 
including results, findings, discussion and recommendations, to the 
respective universities and SMEs who evaluate the study.  

9. Take-up of results by German SMEs:

Finally, the students present their research results to the respective SMEs in 
a colloquium. This step serves above all to enable the SME to ask further 
questions, give feedback, and to enter into a final discussion with the 
student in order to use the research results for itself and the company in the 
best possible way for further activities in Africa. 
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CASE 1
Preliminary exploration and analysis of the bamboo industry in the macro- 

and micro-environment of Ghana 

By Lin Bo 

Introduction 

With the rapid development of the Ghanaian economy and society, the 
Ghanaian bamboo industry, as an emerging industry, starts to attract the 
attention of global and Ghanaian corporations, governmental and 
administrative institutions, non-profit organizations and research 
institutions, etc. An on-site preliminary research on the Ghanaian bamboo 
industry and the market is, therefore, significant and necessary. 

Figure 6: Kick-off meeting.  

Project Coordinator of the German-African Partnership Platform and Supervisor of this 
research programme. Mr Syed Afraz Gillani (second from right); the Founding Directors, Mr 
Alexander Demisse and Mr Moritz Weigel, of the China-Africa-Advisory (first and second 
from left); the researcher and author of this dissertation, Mr Bo Lin (first from right). 
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Statement of problem/issue 

In order to achieve the objectives of this research project, a series of core 
questions are discussed: 

1. How is the current situation of bamboo resources in Ghana?

2. What are the influences that bamboo industry brings to Ghana?

3. How is the macro environment for Ghanaian bamboo industry?

4. What are the current main bamboo composite products in Ghana?

5. How is the basic situation of Ghanaian bamboo industrial chain,
including suppliers of raw bamboo materials, manufacturers of
bamboo composite products and consumers in bamboo products
markets?

6. How is the future tendency of Ghanaian bamboo industry?

7. What are recommendations and suggestions to relevant
stakeholders?

Methodology 

The researcher’s employed methodologies can be divided into primary and 
secondary research, or qualitative and quantitative regarding form and 
analyzing logic. The primary research includes interviews and surveys with 
representative plantations and factories as enterprises in bamboo industry, 
local citizens as potential consumers and staff interviews of INBAR West 
Africa, BARADEP of Ghana, Forestry Commission of Ghana, formers and 
Bamboo processers. The secondary research is mainly through the review of 
literature from international institutions like International Monetary Fund 
(IMF), World Bank (WB), Trading Economics, Transparency International (TI), 
Ghana Statistical Service, Internal Revenue Service of Ghana, Ghana 
Investment Promotion Center, African Forum, etc. In this study, response to 
interviews in a form of dialogues is analysed through qualitative 
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methodology; results of the survey in a form of data are analysed through 
quantitative methodology, for instance, by means of SPSS.   

Figure 7: Bamboo and rattan sofa, box and artworks.  

The artworks are made of rattan and leftover bamboo materials. (Source: photo is taken by  
Mr Lin Bo) Accra  

Conclusion/Findings 

The Ghanaian bamboo industry has remarkable social, economic, and 
ecological significance at local and national levels such as relieving 
unemployment, improving income and livelihood of rural citizens, relieving 
severe deforestation, providing environment-friendly industrial raw 
material, etc. Hence, the Ghanaian bamboo industry has received support 
from multiple stakeholders and parties.  

Therefore, correspondingly, the macro-environment is favorable for the 
bamboo industry’s development, regarding political, economic, social, 
technological, environmental and legal aspects. As a late starter, Ghana 
bamboo furniture and charcoal industry have still large room to improve in 
technology, scale of production and acceptability of market, while the 
bamboo bicycle industry is developing as an early starter in the advanced 
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level of the world. The researcher also gives the suggested strategies for 
existing enterprises and new entrants in his final report. 

Reflections on challenges  

For a successful project, the following approach was helpful: 

 Analysis of the feasibility of research early in the preparation
phase (Predict and assess challenges as many as possible)

 Overall discussion with the corporate partner in Germany
(Especially forms of cooperation and limitation of research)

 Strong communication through weekly report to ensure the
current research status and direction in Africa

 Winning trust of the relevant organizations for data collection
 Consider the logistical problems: Local transportation in African is

a big challenge.
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CASE 2
Market entry strategies for German SMEs into the East African market with a 

focus on the Kenyan furniture market 

By David Elema 

Introduction 

Kenya is an emerging market with great potential for German small and 
medium-sized enterprises (SMEs) in the furniture industry to expand their 
business or cooperate with local suppliers. In order to conceptualize the 
choice of market entry strategy for German SMEs venturing into an East 
African market, it is important to consider and analyze the various 
approaches that explain why and how businesses internationalize. 
Moreover, market analyses of the East African and specifically the Kenyan 
market are of high relevance as those details influence the choice of entry 
mode.  

Statement of problem/issue 

This chapter addresses the following key question: What are suitable market 
entry modes for German furniture SMEs entering the Kenyan furniture 
market? In order to answer the leading question, the following questions 
guide the analysis: 

1. What factors are influencing market entry strategies for
internationalization?

2. What are the characteristics of the Kenyan furniture industry and
how is the industry structured?

3. Which aspects influence German SMEs’ decision on the choice of
market entry strategy into the Kenyan market?

Methodology 

The furniture value chain in Kenya is comprised of six main parts, which are 
illustrated in figure 9. The researcher collected data from all stakeholders of 
the furniture market in Nairobi, Kenya. Some aspects of the value chain are 
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explained in the report, including highlighted regulations that are applicable 
for stages in the process. 

Conclusion/findings 

In this section, key stakeholders and enabling institutions for the furniture 
value chain are highlighted, which were very useful to collect data about in 
this project.  

1. Forestry: Key stakeholders include public and private owners of forest
properties in Kenya and neighboring countries.

2. Timber logging and logistics: Key stakeholders include timber merchants
and processors, who are involved in moving the timbers from forest to
processing factories. While the merchants offer their harvests to smaller
processing mills, larger processing mills usually do the harvesting of timbers
and transport them to their processing plants themselves.

3. Timber processers are comprised of mills for sawn timber, plywood,
medium density fibreboard (MDF), particle board, and hardboard. These
mills process harvested logs into final usable timber for the furniture
manufacturers.

4. Timber traders sell processed wood to formal and informal furniture
firms. Timber traders are a small part of the timber process chain as most
timbers are sold directly to the manufacturers. The bigger firms log, process
and transport their timber themselves, leaving out traders.

5. Furniture manufacturers are made up of both formal and informal
enterprises. Formal firms are usually small and medium-sized enterprises,
while informal manufacturers are often local craftsmen, with small setups in
their local neighbourhoods or roadside. Both, formal and informal
manufacturers sell their products directly to customers.

6. Furniture outlets in Kenya are usually independent furniture chains and
retail outlets owned by individuals where they sell their - locally sourced,
imported or both - finished furniture items.
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Figure 8:  Value chain of the Kenyan furniture industry  

Source: Creapo 2014 
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Currently, the furniture industry is affected by shortages in domestic supply 
of timber. The information gap between local timber supply and demand 
negatively influences the long-term sustainability of the wooden furniture 
industry. Availability of trustworthy and adequate data would enable 
informed decisions on commercial forestation.  Key stakeholders in the 
wood processing value furniture manufacturers could plan on futuristic basis 
according to timber options and available sources. Kenyan Forestry Service 
(KFS) Licenses are required for imported timbers and this contributes to the 
uncertainties of imports. It is important for the government to control 
import volumes. However, in a situation where the industry is faced with 
limited raw materials, this process makes the import of sawn timber very 
expensive and challenging, and it limits the number of raw materials 
available to manufacturers. 

Inadequate skills, poor production facilities, and insufficient investments are 
significant challenges faced by the furniture industry in Kenya. Combined, 
these factors contribute to the low level of productivity experienced within 
the sector. Both the formal and informal furniture manufacturing sector are 
characterized by outdated production facilities, very little or no repair and 
maintenance culture, and modernization investments. The formal furniture 
sector is yet to embrace serial production and has not developed or 
capitalized on any network with stakeholders relevant to their production 
value chain to optimize their productivity.  
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LESSONS LEARNT

Before research (preparation phase in Germany): 

1. Partnering with SMEs rather than large companies has proven to be
fruitful, since SMEs oftentimes lack research and development
departments and have a vested interest in market research conducted
for them.

2. For successful research projects it is vital to agree on the research
objectives, forms of cooperation, expectations and regulations and the
support available from the corporate partner during the implementation
of the study. This includes local contacts, accommodation and personnel
to support the research.

3. While selecting the research topic, the researcher should take a full
consideration of his/her interest in the research topic, his/her research
ability and the difficulty and complexity of the research topic. This prior
deliberation would help to choose an appropriate research topic in
accordance with the interest and capability of the researcher.

4. Potential challenges to the research need to be explored prior to
implementation and be communicated to the corporate partner in order
to understand the effects on the research results.

5. It has become clear that residence has an impact on the successful
implementation of research, regarding the location and accessibility of
potential interviewees. Accommodation needs to be arranged prior to
the research stay, it needs to be reliable, economical and needs good
internet connection, and stable electricity.

During research projects (implementation phase in Africa): 

1. Maintaining active communication plays an imperative role in
conducting successful research. This implies the regular contact with the
supervisor and the corporate partner. The actual on-site research
condition is changeable and hard to predict entirely in advance. Hence,
there can be a significant difference between predicted and actual
research condition. To win the trust of local organizations, the
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researcher can acquire a supporting letter from the German and African 
universities, which would elaborate the objectives of the research. This 
letter can help the researcher to access the African organizations easily 
and to be able to collect the data with less difficulty. 

2. In Africa, to keep continuous weekly reports is essential and necessary
for the researcher. Through frequent weekly reports, researcher,
supervisor, and corporate partner can modify and change the topic into
a better research direction, if the need arises.

3. In order to make sure that research results are being implemented,
sharing the results with other institutions such as policy-making
institutions is important.

The two case studies illustrate the win-win relationship for universities, 
students, and corporate partners in market research projects. The university 
gains a real-time research project and provides cost-effective resources for 
German SMEs to conduct marketing research projects in Africa. Similarly, the 
students get the opportunity to understand and engage in market research 
questions of German SMEs. They gain hands-on experience in the globalized 
economy and gain intercultural work experience. Such projects are, 
therefore, of great value to increasing the academic-industrial relationship 
and attaining valuable research findings. 
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