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Abstract 
 

 

Previously, numerous researchers have coped with the consumer behavior subjects but few 

touched the Bottom Of the Pyramid. Nowadays, marketers favor self-actualization needs, 

fancy packaging and are more interested in selling a life-style than a simple product. The 

basic needs described by in the Maslow’s pyramid are no longer the main center of interest. 

 

The purpose of this study is dragging attention on the BOP consumer behavior and habits 

concerning food products and pointing out their main characteristics to provide marketers the 

adapted tools to enter the BOP food market in three African countries. Another aspect is 

indicating the existing cultural differences and thus reinforcing the BOP population 

personality and opinions as consumers. 

 

Consistently, the authors have chosen to adopt a quantitative method in order to depict the 

BOP consumers. A non-probability technique has been conducted in Brazzaville, Pointe 

Noire, Kinshasa and Conakry. The convenient sample resulted from an opportunity to seize 

and enabled to get a descriptive approach regarding the relative small sample size of 64 

respondents.  The respondents’ level of income was generally low: 4 main categories have 

been sorted: consumers living with less than $26, between $27 and $65, between $66 and 

$100 and between $101 and $139 a week. The main proportion of respondents were living 

with less than $26 which can provide the most reliable and representative findings. The 

administered questionnaire was composed of 25 questions mainly about purchase decisions 

and habits, nominal and ordinal scales and few 5 points Likert scale questions were included. 

 

The results displayed the principal factors influencing the BOP consumers’ purchase 

decisions and their habits as the place where they usually buy the products, the shopping 

frequency per week and the most purchased type of food. Numerous correlations between 

different variables enhanced the findings’ quality providing in-depth understanding of the 

criteria that explain the purchase choices. The descriptive approach of the study enabled the 

researchers to test their hypotheses and confirm the inefficient strategy of adapting the 4Ps 

theory to the marketing mix of the BOP population in the food market. 
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“Low-income markets present a prodigious opportunity for the world’s wealthiest companies 

– to seek their fortune and bring prosperity to the aspiring poor” (Prahalad& Hart, 2002) 

 

“Doing business with the world’s four billion poorest people – two third of the world’s 

population – will require radical innovations in technology and business models” (Prahalad& 

Hart, 2002) 
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1. INTRODUCTION: 

 

This introductory chapter will present the background of the bottom of the pyramid (BOP) 

and its marketing issues. Once done the relevance and glaring need of investigating the 

marketing-mix issues should arise. Thus the discussion will lead both to the formulation of the 

research question and the unveiling of the main purposes of this study. The authors will also 

justify the choice of countries selected in the sampling plan. Eventually the delimitations of 

the research will be explained and an insight of the study framework will be given. 

 

1.1 Background 

 

The tragedy is that “the West spent $2.3 trillion on foreign aid over the last five decades and 

still had not managed to get twelve-cent medicines to children to prevent half of all malaria 

deaths” (William Easterly, 2007, p. 105). This alarming acknowledgment is arousing in a 

complex situation in which development agencies, companies and experts of development are 

questioning their role and face new challenges. From the development agencies side, the 

persistence of poverty conducts some managers to question the effectiveness of their 

conventional programs. Regarding the companies side, the development of the corporate 

social responsibility creates a favorable context in which the role of companies toward world 

poverty is looming. And regarding the development experts side, a new method to alleviate 

poverty is more and more studied. In this context C.K. Prahalad, who was a strategy and 

management consultant familiar with development challenges, gathered facts from his travels 

and then created a new theory to solve some of the world’s issues. This theory is named “the 

Bottom Of the Pyramid”(BOP). 

 

The distribution of money in the world looks like a pyramid. A few people earn a lot at the 

top of the pyramid and a large basis is poor at the bottom of the pyramid. The new approach 

developed by C.K. Prahalad shows that these poor people represent a significant market 

opportunity for companies. They are subsistence consumers with unmet needs. Besides, by 

serving this segment in a proper way, companies can become a significant lever of poverty 

alleviation. According to the report of the World Resource Institute (2007), the BOP segment 

encompasses all people whom annual incomes are between 0 to $3000 per year (PPP 2002). 

This segment covers different economical situations. For example, in Brazil this segment 

covers all people that earn less than $3.35 a day, in China all those who earn less than $2,11 a 

day, in Ghana all those who earn less than $1,89 a day. If individually they represent a very 

slim economical interest for companies, together they have a considerable purchasing power 

estimated to $5 trillion. In our thesis the authors will focus on Sub-Saharan countries. It is 

important to know that African BOP segment covers 486 million people and represents an 

amount of $ 429 billion (WRI, 2007). The figures quoted through this part are given in 2005 

international dollars (purchasing power parity exchange rates). The main prejudice against 

which C.K. Prahalad struggled was that low income people does not mean no income, and 

that taken together these people are a great opportunity for companies. This segment is 

characterized by many unusual points which are summarized by the WRI report with the 

following sub parts:  

 _ considerable unmet needs: no access to bank account, dependent on mainly unfair 

moneylenders,  no access to basic services (e.g: electricity, health care, sanitation, water etc.). 

 _ significance of informal economy: these people are discarded from the formal 

economy and end up in the underground economy. As producers they suffer from a non-
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egalitarian situation and are exploited. As consumers they can hardly access to the market 

because offers are not designed for them. In 2002, the International Labor Organization 

estimated that 70% of the workers in developing countries belonged to the informal economy 

(WRI, 2007, p.26). 

 _ these people suffer from a double poverty penalty: because they are poor, these 

people do not find products and services adapted to them and have to fight twice more to get 

products. They end up by paying high prices for basic goods and services - than do wealthier 

consumers - that quality are often lower too.  

 _ the BOP segment is divided into two broad categories: urban and rural area. Each of 

them has its own characteristics and challenges. 

 _ the study of subsistence consumers’ purchases revealed that they consume mainly to 

satisfy basic needs such as food, water, shelter. But they spend some part of their money to 

satisfy other needs such as cell phone. According to the WRI's report (2007), the $5 trillion of 

the BOP segment is spent in the following sectors (rank by order of significance): food 

($2895 billion), energy ($433 billion), housing ($332 billion), transportation ($ 179 billion), 

health (158 billion), information and communication technology ($51 billion), water ($20 

billion) and other. 

 

At the beginning C.K. Prahald’s ideas made most people skeptic. How a company can be 

profitable by selling cheap products to people who do not have much money? How this idea 

can have a positive impact in reducing poverty? C.K. Prahalad’s ideas are partly based on the 

same postulate as M. Yunus ideas. Indeed, both of them see poor people from developing 

countries as potential economical actors. The success of M.Yunus’ ideas with the microcredit 

shed a new light on the BOP theory. The spread of microcredit over the world and poor’s role 

made BOP ideas more credible. The prejudices according to which poor cannot consume, 

cannot improve by themselves their condition, cannot have a credit from a bank are no longer 

prevailing. Westernized convictions have been shaken. 

 

Besides the significant report made by the World Resource Institute in 2007 and dedicated to 

the BOP allow to C.K. Prahalad’s theory to rise to prominence or at least to be vouched by a 

creditable actor in the field of poverty alleviation and economy. 

 

We can add that it is not surprising that the BOP ideas are looming in a context in which 

companies realize that the markets in developed countries are reaching the saturation level. 

Thus this opportunity of new market comes at the right time for companies which are looking 

for a new breath of life.   

 

1.2 Problem discussion 

 

This new BOP approach to the market is a truly sea change for western companies and its 

acceptance is not an easy task because it puts into question many traditional and economical 

tenets. But the promise of fortune elicited companies’ interest. Thus early after the publication 

of C.K. Prahalad’s book in 2004, some firms started their quest to find this so-called fortune 

at the bottom of the pyramid. Most of the first attempts failed, the term fortune was 

questioned and companies revised estimates downwards (Karnani, 2007; Martinez and 

Carbonell, 2007). Rather than awake managers and appeal them with the fortune at the BOP, 

Karnani writes that BOP market was overestimated and often turns out to be a bigger source 

of losses than a source of profit (2007). Nevertheless the first few failed attempts in the BOP 

should not discourage the rest of the companies. In 2007, the journalist Alain Mitchell shows 

in his article “The bottom of the pyramid is where the real gold is hidden” that the recent 
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statements of Unilever and Procter & Gamble might even give a new boost to other 

companies about the potential of the BOP. A. Mitchell recalls that Unilever planned that its 

sales in developing markets will exceed its sales in developed countries in a time frame of 5 

years. Procter & Gamble declared that developing markets and low income consumers belong 

to one of its three first strategic goals for the future. Having said that we still not have solved 

the problem of how to be successful in the BOP. The first learning experiences showed that 

stance which consist in starting from westernize products and make them less costly to 

produce to satisfy subsistence consumers do not meet the demand. In others words, beliefs 

that consist of thinking that BOP markets require the same methods as the developed market 

are wrong. Gradually companies are questioning the marketing approach and especially the 

marketing-mix approach they are using. Indeed how can “Promotion” be relevant in “media 

dark” areas where the poor live? How can “Place” be applied in area where there is no formal 

market and people are isolated? How can set the right “Price” to consumers that have irregular 

income? How can a fragile product work in a hostile environment? The list of questions could 

be pursued because so much of subsistence consumers’ life remains unknown. It turned out to 

be clear that the real problem of companies is that they are ill equipped to serve the poorest 

consumers. So marketers really need to understand these consumers to be able to formulate an 

appropriate marketing-mix.  

 

1.3 Knowledge gap 

 

It is commonly agreed that the BOP theory dates back to C.K. Prahalad's book in 2004. 

Despite the surge of researches in this field (Garrette and Karnani, 2010; Pitta et al., 2008; 

Prahalad, 2004; Prahalad and Hart, 2002 ; World resource institute, 2007), the BOP concept is 

still in its infancy and many things remain to be discovered. Until now, developing countries 

are mostly "terra incognita" for companies. The success of a company conquest of the BOP is 

largely dependent on its marketing approach. Indeed as good as could be the overall strategy 

of the company, it will not meet the success if something is wrong in the marketing approach 

and especially in its marketing-mix. This point will be explained more deeply through the 

literature review. In view of the first attempts in the BOP markets, the glaring necessity of 

adapting the marketing-mix to the subsistence consumers' characteristics elicited a need of 

understanding the profile of these new consumers. In doing so it created a new area of 

research where many information about the subsistence consumers profile and their 

purchasing habits need to be studied: this is the main knowledge gap. 

 

As if it was not challenging enough African developing countries is one of the least studied 

areas regarding the BOP theory. Up to now, companies and researchers focus mainly on 

Asian markets for many reasons such as: it is where the microcredit emerged in Bangladesh, 

where the cell phone market is skyrocketing in India, where famous examples of BOP 

products were launched (Danone's yogurt and Veolia's water service both in Bangladesh).  

Besides according to Hammond et al. (2007, cited in Chikweche et al., 2012, p.202) the 

BOP’s population growth in Africa from 2005 to 2050 is supposed to be the highest compared 

to all the rest of BOP markets. And last but not least, African countries have their own culture 

and market characteristics. Without any doubt they will require a marketing approach 

different from the one developed for Asian markets. This point contributes to the knowledge 

gap in the BOP study. 
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1.4 Purpose of the study 

 

In this study, the authors’ goal is not to provide a turnkey solution, which would be 

impossible, but to analyze the marketing-mix issues at stake when it comes to the African 

BOP market. We hope to deepen the understanding of subsistence consumers and discover 

some new elements about them. Therefore our study will focus on subsistence consumers’ 

characteristics in the scope of the food sector: their behavior, their purchasing habits, their 

way of life and their overall profile of consumption. Once aware of these characteristics, the 

authors will try to formulate a marketing-mix approach adapted to this new type of 

consumers. That leads to our research question:  

 

RQ: To what extent the marketing-mix is influenced by the BOP market in the sector of 

food? 

 

1.5 Contribution 

 

The study of the BOP theory is crucial for many reasons. Every single breakthrough in the 

understanding of the BOP theory, especially about the marketing issues, will help the work of 

many actors in two main fields: the fight against poverty and the business world.  

 

 _ the fight against poverty: in 2000, all the member states of the United Nation agreed 

to be unite in order to achieve 8 international development goals. These goals were carefully 

chosen and were named “Millennium development goals”. Here is the list of these 8 goals: 

 _ Eradication of extreme poverty and hunger 

 _ Achieve universal primary education 

 _ Promote gender equality and empower women 

 _ Reduce child mortality rates 

 _ Improve maternal health 

 _ Struggle against AIDS/HIV, malaria and other diseases 

 _ Encourage environmental sustainability 

 _ Development global partnership for development 

This program is all the more ambitious that the United Nation agreed to set a deadline: every 

goal should be achieved by 2015. In view of the current situation many development experts 

confess that it is very likely that the program will not meet the success for the 8 goals by 2015 

but at least for some of them. However the development of new ideas such as microcredit, 

social business (term created by M.Yunus to describe a company which exists to solve a 

development problem, which dedicates its attention to the needy and which does not make 

profit for its shareholders but rather for investing it again to the needy) and the BOP shed a 

new light on poverty alleviation prospects. Indeed, it makes these development experts feel 

hope again about the possible success of the “Millennium development goals”. M.Yunus 

strongly believes in these new ideas and contends that Bangladesh may achieve the first goal 

(eradication of extreme poverty and hunger) thanks to microcredit widespread across the 

country. Besides the development of company’s BOP projects such as Danone which sells 

cheap healthy yogurt contributes at the same time to the reduction of poverty (because once 

nourished poor can start to think to work), of child mortality and promote gender equality 

(because Danone hires women as salespersons). Thus BOP projects set in motion a virtuous 

circle that contributes to several Millennium development goals.  
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 _ the business world: 

As the authors described earlier, the WRI made a detailed study about the BOP and estimated 

the latter to be a market of about $5 trillion in purchasing power parity (WRI, 2007). Thus we 

can safely conclude that there is a considerable untapped market and promises of profit for 

those who can access to it. In his book The fortune at the bottom of the pyramid (2004), C.K. 

Prahalad even wrote that “Four billion poor can be the engine of the next round of global 

trade and prosperity". Nevertheless most of the Western companies are ignorant about the 

way poor live in developing countries and so they do not succeed to access to this market. 

Year after year they have dedicated their attention to people in developed countries and in 

doing so make them deliberately blind and deaf to other markets. So it is not surprising that 

now they find it difficult to approach poor people. Although BOP theory seems to be a 

promising way to make money and alleviate poverty, companies begin to be disappointed 

because their efforts do not meet the success. The authors like to sum up the situation by 

saying that: before reaching the fortune of the bottom of the pyramid, companies need to 

overcome their own challenge which is to climb the mountain of prejudices and knowledge in 

order to understand the needy. In other words, companies need to question their so called 

expertise about the market, understand the way of life of poor and feel the context in which 

they want to launch a product. To do so, the marketing analyze is without any doubt one of 

the main bedrock of success. This is the reason why in this study, the authors will try to 

discover and understand the BOP market in order to contribute to the success of the next 

companies’ attempts.       

 

1.6 Ethical consideration 

 

The authors decided to clarify early in the study the ethical consideration about the BOP and 

what it implies in order to inform the readers, anticipate the flaks that might arise in some 

readers’ minds and fairly defused them. The study of the needy is a sensitive issue and lively 

debates are likely to emerge. This assessment is even more justified when this subject is 

tackled with a company approach also defined as private sector approach. Indeed, at first sight 

some self-righteous people might think, in good faith, that BOP theory is only a new attempt 

to make money at the expense of destitute people. Even if some companies might try to 

benefit from their superiority over poor, the BOP approach was and still is created to find a 

way of alleviating the poverty by using capitalist techniques. It relies on a genuine will to do 

business in more respectful manner. In the same vein when C.K.Prahalad presented his idea 

about the BOP in his book (2007) he justified his thoughts by saying that the market was a 

bad master but a good servant. Besides, it is not surprising that BOP ideas are gaining 

momentum at the same rhythm as the corporate social responsibility in companies. That 

proves that a more respectful way of doing business is possible. 

A second prejudice to defuse is the one that says “only NGO (Non-Governmental 

Organization) , which by nature are not driven by profit, should take care of the needy”. In his 

book  Building Social Business: The New Kind of Capitalism That Serves Humanity's Most 

Pressing Needs (2011), M. Yunus explains that companies have some advantages over NGO 

that make them credible actors for some aspects of the reduction of poverty. Indeed, NGO’s 

actions on poverty depend on people donations otherwise NGOs would not be able to act. 

Without funds, NGO’s actions and programs stop and beneficiaries are destitute. As harsh as 

it may seems, it is not sound to rely only on donations because gradually donators will be 

discouraged and will reduce their donation and soon the NGO’s actions will run out of funds. 

Besides, NGO’s dedicate a lot of efforts to make campaigns to raise funds. M. Yunus summed 

up this idea in his book (2011) with the following sentences: “Relying on charitable donations 
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is not a sustainable way of running an organization. It forces NGO leaders to spend a lot of 

time, energy and money on funds-raising efforts. Even when these are successful, most NGOs 

are perennially strapped for cash and unable to sustain, let alone expand, their most effective 

programs.” On the contrary BOP projects are more sustainable because they are fueled with a 

continuous flow of income granted by the sales of previous items. Of course, it requires that 

companies succeed to sell its products but once the business model is working and the 

customers are ready to consume, the actions of the company can last in the long term. 

Therefore companies’ actions in the BOP are noteworthy because they can alleviate poverty 

by making money. By saying that M.Yunus does not mean that NGO should not focus on 

poor or even that they are not efficient. M.Yunus only describes the strengths of company 

toward NGO and strongly supports the idea that these two actors are needed to alleviate 

poverty. Indeed, M. Yunus strongly support the actions of NGO but his main will in this book 

was to convince companies that they have a role to play to make the world a better place. M. 

Yunus even pays tribute to NGO and recalls some of their strengths. Among the many 

advantages of NGOs, their capacity to raise funds and act fast during a crisis caused by an 

environmental disaster or a food shortage is one expertise that companies do not have. 

 

1.7 Delimitations 

 

The marketing department in a company is a wide area and encompasses many challenges. 

Given the complexity of the BOP and the time constraint, the authors will focus only on the 

marketing-mix in this thesis.  To do so, the authors will adopt a marketer scope in order to 

anchor the study in the real word and provide findings that could fit concrete company's 

needs.  

 

1.8 Thesis outline 

 

In this thesis, the authors' reasoning is presented trough six different parts: in the introduction 

the reader will be able to find an overall presentation of the topic, the issues at stake and the 

purpose of this study. The next part, named literature review, summarizes the main advances 

made in this field of knowledge. Through the third part, the authors explain their 

methodological choices such as the philosophical assumption and the research design. The 

fourth part contains an analysis of the primary data collected thanks to questionnaires. Then a 

discussion chapter presents the findings of the study. In the conclusion, the authors answer to 

the research question, bring about the main implications of their findings and suggest some 

ideas for the future research.  
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The reasoning is illustrated in the following Figure 1. 

 

 
Figure 1- Thesis guideline 

 

2. LITERATURE REVIEW 

This chapter reviews the literature about the main characteristics of the BOP market, the 

features of BOP consumers and the marketing-mix to approach them. Given the few 

researches carried out in this area, the authors rely mainly on C.K. Prahalad’s work. 

Besides, an overview of the countries in which the survey took place is given in this thesis in 

order to make the reader aware of the economical, legal and cultural specificities. Indeed, the 

respondents belong to African countries (Republic Democratic of Congo, Republic of Congo 

and Guinea).  

 

2.1 The main characteristics of the BOP market and the food issue. 

2.1.1 The BOP market size, its revenues and segments. 

 

The massive report, named “The next 4 billion” and ordered by the World Resource Institute 

(2007), presents the BOP and most of its issues at stake. Until now, this report is the most 

complete and comprehensive study of the bottom of the pyramid. For this reason, in this 

thesis the authors will rely on its computation and estimations made about the BOP market. 

These calculations and estimations are based on a massive survey conducted by the WRI in 

more than 35 countries. The authors suggest to the reader to read the WRI’s report if he/she 

wishes to know more about the rules, choices and calculations made. Please note that all 

figures extracted from this report are given in international dollars 2005 (purchasing power 

parity exchange rates) except for the BOP income which is given in international dollars 2002 

(purchasing power parity dollars or PPP).  

1 
• Introduction: Presentation of the topic, theoretical and empirical information 

about the research problem, explanation of the purpose and delimitations. 

2 
• Literature review: Summary of the relevant literature. 

3 
• Methodology: Detailed description of the methodological choices.  

4 
• Analysis: Analysis of the primary data collected through questionnaires. 

5 
• Discussion: Study of the findings. 

6 
• Conclusion: Summary of findings, implications, suggestions for future researches 
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The authors decided to describe the BOP estimation made by the WRI because it is one of the 

most reliable. But it is important to warn that within the field of research, there is not still a 

consensus about the exact size of the BOP market. The definition of poverty and its thresholds 

create lively debates. In its article Chikweche et al. (2012), explained in a skillfully way that 

among all the researchers and companies working on the BOP, both underestimation and 

overestimation advocates agree on only one things: “there will never be agreement on actual 

size and classification of the market but that it is an important market which requires 

increased research” (Chikweche et al., 2012).  

 

 

 
 

The income pyramid encompasses three segments (figures are in dollars): 

 _ people whose annual incomes are between [0 ;3 000] per capita per year (2002 PPP) 

belong to the BOP segment. 

 _ people whose annual incomes are between ]3 000; 20 000] per capita per year (2002 

PPP) belong to the mid-market. 

 _ people whose annual incomes are above $ 20 000 belong to the high income 

segment. 

 

 

Within these three segments, a closer look to the BOP segment reveals the distribution of 

incomes. Our study focuses on African countries therefore the authors will show only the 

relevant data linked to them. 

Market 
segmentation 

Size of BOP market according to regions 

Segments are defined 
according to annual income of 
consumers 

BOP population within regions (in millions inhabitants) 
Market size (in billions $)  

Figure 2 – Size of the BOP market and market segmentation based on data from the WRI 

report 2007 (Enea Consulting, 2011, p.1) 
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As we can see in the pyramid above, the WRI split the BOP market into 6 segments. For 

instance the lowest one is denoted BOP500 and include all the people who earned less than 

$500 (PPP) in one year. Nevertheless this segmentation only focuses on the income but other 

criteria must be taken into account to segment the BOP. Indeed, the BOP is not a homogenous 

market (Subrahmanyan and Tomas Gomez-Arias, 2008, p. 403).The level of income, the 

dispersion of people between urban and rural areas and needs vary according to regions. 

Having said that some researchers (Kasturi Rangan et al, 2011, p 113-117) have tried to 

distinguish some similarities within BOP markets and defined three segments:  

 

_ low income (between $3 and $5 a day): this group represents about 1,4 billion 

people. It is mostly made up of people who reached the secondary education level (even 

hardly) and have enough skills to enter in the job market. It means that they have a semi-

regular income. However, their money is present both in the formal and informal markets. 

Their way of life tends to be similar to the upper layer of income, which represent people who 

live with a bit more than $5 a day. Some of them can be recognizable because they own a 

television, a bicycle and a cell phone. This segment is characterized by special needs such as 

good housing, education for their children, access to credit and medical care service. They 

have a reasonable hope that their children will get a better life.  

_ subsistence (between $1 and $3 a day): this group represents about 1,6 billion 

people. It is made up of poorly educated and low skilled people. Consequently, they do not 

have regular income but on the contrary they have temporary work. They live in slums or 

shantytowns. They hardly find food for a day, suffer from deficiencies, are sensitive to 

illnesses and need education. They also are vulnerable to moneylenders because they cannot 

get access to credit otherwise. They have a glimmer of hope to improve a bit their situation. 

_extreme poverty (less than $1 a day): this group represents about 1 billion people. 

They lack of everything: food, water, shelter. Their precariousness prevents them from 

joining the market as consumers or producers. They are prisoners from the informal market so 

they cannot access to the market. They are often the first collateral victims of natural disasters 

or conflicts. Actually their only glimmer of hope is the aids provided by NGO which are 

overwhelmed and are not able to help all of them. 

This segmentation (Kasturi Rangan et al, 2011, p 113-117) allows understanding which 

products and services are most likely to satisfy some segments rather than others. This is the 

reason why in this thesis the authors will mainly rely on this segmentation of the BOP 

market.De facto, the easiest segment to approach for survey is the “low income” one. In the 

empirical part, the reader will see that our sample is mainly constitutes of this segment. 

Figure 3 – BOP Market by Income Segment: Africa: 

$429 billion (World Resource Institute, 2007, p. 19) 
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 2.1.2 The BOP market by sector. 

 

The purchase of food is a major challenge for BOP consumers especially in African countries: 

at least half of the poor budget is spent to it. As the authors said earlier, the food sector 

represents the biggest market (about 58% of the whole BOP market). The WRI’s estimations 

(2007) give an overview of this point (see figure 3). 

 

 

2.1.3 The food issue within the BOP market. 

 

If we now turn the magnifying glass only on the food market, we realize that Asian is the 

biggest market ($2 236 billion PPP) follow by the Eastern Europe market ($ 244 PPP), then 

the African market ($ 215 PPP) and eventually the Latin American market ($199 PPP). It has 

been proved through the study of all BOP markets that the lower you are in the six BOP 

segments, the most you devote your budget to food. Africa, which has a majority of BOP 

consumers belonging to the three lowest segments (BOP500, BOP1000 and BOP1500) is 

characterized by the significance of the food sector. So it is not surprising to notice in the 

WRI’s report (2007) that the BOP food market in Africa represents $97 billion and 

encompasses about 253 million people. To get this estimation into proportion of annual food 

spending per household it means that on average a African household spend between $ 2 087 

and $2 548 (PPP) for food in a year. 

 

Figure 4 – Estimated BOP market by sector $5 trillion (World Resource Institute, 2007, p. 29) 

Food $2,895 billion (58 %). 

Energy $ 433 billion (9 %). 

Housing $ 332 billion (7 %). 

Transportation $179 billion (4 %). 

Health $158 billion (3 %). 

Information and Technology $51 billion 

(note: the report specifies that ICT size  

could be twice bigger by the time it 

was printed given rapid growth rates) (1 

%). 

Water $20 billion (0.4 %). 

 

Other $932 billion (18 %). 

Legend:  
Each square represents approximately 

$5 billion 
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2.2 The features of BOP consumers. 

  

Now that we have a better understanding of the BOP market, the authors will describe the 

main attributes and patterns of BOP consumers.  

 2.2.1 The Maslow’s pyramid. 

 

The figure 4 which illustrates the estimated BOP market by sector (World Resource Institute, 

2007, p. 29) reveals that the larger market is food ($2,895 billion or 56% of the whole BOP 

market) and the second larger market, energy, is far behind ($433 billion or 9%). Given the 

extreme low income of these people we could understand that they dedicate all their revenues 

and attention to the satisfaction of basic needs. At first sight these people’s need seem to 

belong to the first stage of the Maslow’s pyramid (1943, p. 370-396). The Maslow’s pyramid, 

much acclaimed by researchers has turned out to be useful to understand the needs and 

motivations of consumers. Although this concept of pyramid was first used to study 

consumers from developed countries, it seems suitable to use it once more to the poor from 

the BOP.  

 

Figure 5 - Base of the Pyramid (BOP) spending on food: $2,894 billion (World Resource 

Institute, 2007, p. 89) 

Legend: 
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Subrahmanyan and Tomas Gomez-Arias (2008, p. 402-404) focused their attention to 

consumption features of poor and its relation with the Maslow’s pyramid. They explained that 

they divided every sector (housing, food etc.) mentioned by the WRI’s report (2007) into the 

5 broad categories of the Maslow’s pyramid. In their investigation Subrahmanyan and Tomas 

Gomez-Arias discovered that BOP consumers sometimes spend their money in items that may 

be view as luxury or at least non-essential. Why? Because sometimes poor want to buy 

special things to celebrate something as a wedding (occasional of festival purchases), 

sometimes poor wish to avoid peer pressure (save-face purchase) or simply poor want to 

experience the promise of a brand add Subrahmanyan and Tomas Gomez-Arias (2008) even 

published a confession made by an Indian during one interview about this phenomenon: 

“parents took pleasure and pride in being able to indulge their children once in a while by 

buying a Quality-Wall’s ice cream (HLL brand)”. As strange as it may seems, the authors 

added that BOP consumers are not so different from other consumers. These consumers also 

look for goods and services which deliver entertainment, cultural or even spiritual outlets. The 

archetypal example is the television which is an aspiration product and a status symbol for 

poor.  The authors go even further in their analysis and present the following reasons which 

support the consumption motivation of subsistence consumers. 

 _ the poorer you are the stronger is the social capital, which means the bonds and 

solidarity the needy have with his/her family and surroundings. According to Ruth and 

Hsuing, subsistence consumers are prone to satisfy family needs rather than personal needs or 

wants (2007, cited in Subrahmanyan and Tomas Gomez-Arias, 2008, p. 408). For example, 

that explains why some poor dedicate a significant amount of money for family meeting 

celebration. That ties up with what Viswanathan (2007) revealed about the fact that poor buy 

in local stores even if they know that prices are higher and that they could get a cheaper one 

elsewhere; poor focus on the relationship with neighborhood retailers because it allows them 

to get a kind of insurance if they need it during tough period. In the same vein, others authors 

indicated that in collectivist Asian societies, group loyalty and recognition override primary 

needs (Gambrel and Cianci, 2003; Nevis, 1983). Still in this idea, the warm welcome received 

Figure 6 - Maslow’s hierarchy of needs (Maslow, A, 1943, p. 370-396) 

Legend: 
 

5. Self-actualization: creativity, 

morality, problem solving 
 

4. Esteem needs: self-esteem, 

confidence, achievement, respect of 

others, respect from others 
 

3. Social needs: friendship, family, 

sexual intimacy 
 

2. Safety needs: job security, 

protection from harm and the 

avoidance of risk 
 

1. Physiological needs: 
breathing, food, water, sleep, sex. 
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by phone offers and its rapid development can be explicated, among other reasons, as the 

opportunity seized by the poor to communicate with family and friends away from them.  

 _ Subrahmanyan and Tomas Gomez-Arias (2008) furthermore observed that 

compensatory consumption theory can also explained some patterns of behaviors.  This 

theory supports that people who cannot satisfy physiological needs would repair with 

alternative means (Gronmo, 1998; Woodruffe, 1997).Suffering from the lack of social status 

granted by wealth, it would not be surprising to see a poor consumer resorts to status items 

which convey a certain symbol, which play the role of a status sign. Visawanathan (2007) 

states that some poor women spend significant amount to cosmetic goods or even some adult 

buy cigarette to be seen as man while they suffered from food deficiency. Other example, 

poor Indian families overspend for wedding to save face and respect social norms. Banerjee 

and Dufflo (2007) made a survey and found that among the poor who live with less than two 

dollars, 10% of their money is spent on non-primary items.  

As we can see, Maslow’s framework faces some limits when it comes to poor’s motivations. 

Indeed, poor consumption sometimes strays from Maslow’s explanation. Thus Subrahmanyan 

and Tomas Gomez-Arias come to the conclusion that this pyramid is not appropriate to 

explain the BOP consumption. Even if poor spend most of their budget to satisfy basic needs, 

they sometimes adopt a different attitude and buy sophisticated items to fill higher needs. 

These two authors end their study by saying that “in spite of having income and resource 

constraints, BOP consumers are sophisticated and creative. BOP consumers are motivated not 

just by […] physiological needs but seek to fulfill higher order needs” (2008). This finding 

concurs with Belk’s idea. Belk (2001, cited in Subrahmanyan and Tomas Gomez-Arias, 2008, 

p. 402) underlined the limits of the Maslow’s approach. According to him, some consumption 

acts cannot be explained by this pyramid. He quoted the example of the caveman, who 

starved but at the same time painted the cave surface 30 000 years ago. He also referred to 

poor Romanian who preferred to dedicate a large amount of their income buying expensive 

candies instead of basic food during Christmas season.  

 2.2.2 The BOP way of life 

 

In this part the authors will give an overview of the subsistence consumers’ characteristics 

which relies on the findings made by several researchers. The way of life of poor is without 

any doubt the most difficult point to understand for rich people because it is very far from 

what they – western companies and rich people – are used to. Yet the main challenge which 

determinates the success or failure of a BOP initiative lies in that. To help managers to put 

themselves in poor’s shoes several researchers analyzed the poor and their consumption 

habits. Some of the main findings collected from NGO’s reports, development agencies 

studies and academic researches are presented here: 

 _ The life of poor is characterized by uncertainty and a lack of control over many 

things: This uncertainty prevents them from maintaining a long term relation with anything. 

For this reason such actors find hard to enter in market structure as producers or consumers. 

Indeed, they do not know if they will earn some money because most of them work on an 

irregular way. They do not know if they will find food in advance and their purchases are 

dedicated to daily necessities (C.K. Prahalad, 2004, p. 38). 

 _ Level of illiteracy: Most of subsistence consumers have not received a solid 

education and for that reason they are fragile. They cannot read much information and make 

advanced calculation. Viswanathan et al. (2008a, b, and c) studied a lot the mechanisms 

created by the poor to overcome this situation. They discovered that poor developed 
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alternatives techniques to understand what they cannot read or count. For example, 

Viswanathan et al. (2008 a, b, and c) explained that “poor use complex coping mechanisms to 

manage cognitive limitations such as limited literacy”. In other words, poor look at others – 

who are more knowledgeable and trustworthy – to decide whether or not they should buy a 

product. In the same vein Viswanathan et al. (2005) detected that subsistence consumers 

suffering from limited literacy abilities reject some communication and promotion techniques 

used in developed countries. The uses of discount and coupons techniques make these 

consumers anxious and confused. If marketers want to make these consumers more dynamic, 

Viswanathan et al. (2005) suggest relying on product demonstration in the street, word of 

mouth and partnership with local sellers. 

 _ One specific pattern of consumption: the use of sachet. Knowing that poor have a 

high level of uncertainty and low revenues, they do not have a lot of breathing space so they 

adapt their way to consume. Prahalad (2007, p.29) detected that items packaged in small size 

were welcomed by the poor. Indeed, most of the poor do not know if they will have money 

tomorrow therefore they do not want to spend all their savings to buy 1 liter of oil, coffee, 

soap or aspirin. They just want to buy what they need for the day and are not able to forecast 

the future because their main concern is to survive day-to-day. Prahalad (2007, p.20) ads that 

thanks to this small packaging, the poor have now the possibility to choose because they can 

easily switch product if they are not satisfied because the “switching cost” cost are negligible. 

If they are not satisfied with a sachet of cakes they can buy another one the day after which 

would not be possible with big quantity packaging. This purchasing behavior might be 

surprising for western people but in BOP markets this practice has been used for many years 

(Weidner et al., 2010, p.565). Weidner et al. noticed that sellers in developing countries are 

used to open cookies packaging or cigarette boxes and sell single item. 

_ Subsistence consumer location:  There are two broad categories of geographical 

locations, either the poor lives in rural area or he/she lives in urban area. The problematic of 

infrastructure depends on this geographic characteristic. In rural areas, distribution is really 

difficult: markets are far, disconnected and are not reached by audio or television signals. On 

the contrary in urban areas, the density is higher and media channels more developed. 

Another interesting point arose by C.K. Prahalad is the role played by urban areas. These 

areas are truly a magnet of poor. He forecasts that in 2015, about 35% or 40% of urban areas 

will be composed of subsistence consumers. Besides, poor do not have the possibility to cover 

long distance so the products must come to them. Given this geographical constraint, C.K. 

Prahalad suggests favoring the distribution according to the geographic density (2007, p.24-

25). 

_ The infrastructures and facilities are in poor quality: Poor live in insanitary and 

hostile places. For example, the lucky ones who have access to energy often experienced 

power cuts and energy voltage variations. The water quality is mediocre. Damp, dust, shocks, 

heat waves, flood are examples of factors that affect poor life and their items (Prahalad, 2007, 

p.42). The access to sanitation services, basic health care or transport is a challenge of 

everyday for subsistence consumers (Weidner et al., 2010, p.559).   

_ A strong bond between the subsistence consumers and the local retailers: 

Viswanathan’s findings (2007) are particularly important. He brought to the fore that the poor 

do not have the financial and time resources to make price comparisons. Thus the poor 

depend on neighborhood stores which often charge higher prices. This situation creates a 

regular relationship which turns into a bond between the poor and the retailers. For example, 

the retailers know the poor consumer, his/her literacy problem for example and help him/her 
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to understand packaging instruction. In such relation, trust is crucial and both actors are aware 

of that. During lean periods, it would be more likely for the poor to get a credit to buy 

products if he/she has such bond with his retailers otherwise he/she would not be able to buy 

anything. This point meshes with the notion of “social capital” mentioned earlier in the 

Maslow’s pyramid part. 

 _ The complex relation between subsistence consumers and brands: The authors will 

not go into a detailed analysis of the subsistence consumers’ perception of brands because it 

would be too long but some information needs to be presented. C.K. Prahalad wrote in his 

book (2004) that the poor care about brands. This idea goes against the tide because it implies 

that even if poor people struggle to survive they are sensitive to brands and the values 

conveyed by them. Thanks to the Maslow’ pyramid the authors explained earlier that the poor 

are also motivated to satisfy non-basic needs and they do it by buying things that carry values 

such as famous brands. But brands also are proofs of quality. People with low income are 

looking for quality product because they do not want to waste their money. They want some 

clues to judge if a product is reliable. Given that these consumers suffer from literacy 

problems, they preferred to see the brand logo as a sign of quality rather than reading intricate 

instruction on the packaging. According to D’Andrea et al. (2004, p.6) these consumers use 

brands as a shortcut to know if a product is reliable or not. Only a few researches have studied 

the loyalty relationship of poor with brands. What can be remembered is that it seems that 

poor are not prone to try unknown brands and are not very loyal to brands in general. Poor 

tend to switch brands as soon as they experience a deception. (D’Andrea et al., 2004). Two 

other researchers also studied brands but they tried to understand the subsistence consumers’ 

perception of foreign brands. They deduced from their analysis that most of these consumers 

who know beforehand that a brand is a foreign one are reluctant to buy it because they are 

suspicious about foreign companies’ motives (Venkatagiri and Nair, 2005). However these 

findings need to be put into perspective because subsistence consumers’ perception greatly 

depends on the brand. No general statement can be done because every brand carries its own 

values and prejudices and are seen differently in BOP markets. Yet the authors cannot help 

themselves warning that marketers should avoid a colonialist or paternalistic approach if they 

want to get consumers’ trust.  

2.2.3 The purchase decision making in the BOP market. 

 

The authors decided to add another part in the study of BOP consumers’ life. Although the 

authors admit that this paragraph strays a little from the marketing aim of this study, it 

remains necessary to write it because it will help the reader to understand the BOP universe 

and then deduce the marketing constraints. The information have been mostly extracted from 

the article of Chikweche et al. (2012) because they really focused their analysis on the way 

BOP consumers make their decision especially about food products. As you understood, this 

part is also dedicated to describe the specificity of food products. Chikweche et al. (2012) 

based their research on an African country (Zimbabwe) arguing that Africa’s BOP market has 

not been studied enough. Besides according to Hammond et al. (2007, cited in Chikweche et 

al., 2012, p.202) the BOP’s population growth in Africa from 2005 to 2050 is supposed to be 

the highest compared to all the rest of BOP markets. In their analysis, Chikweche et al. (2012) 

underlined two factors that influence purchase decision: the environmental constraints and the 

family. Ersado (2006, cited in Chikweche et al., 2012, p.203) mentioned that BOP consumers 

are exposed to economic, political, cultural, infrastructure and governance constraints that 

influence their purchase decision. In the real life, these constraints are embodied with high 

inflation, low income, weak legal system, corruption, unreliable infrastructures and many 

others elements. Chikweche et al. (2012) exemplify all the constraints quoted earlier and 
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support them with several researches done by their colleagues. The burden of these 

constraints affects the decision but have not been studied enough (Cotte and Wood, 2004, 

cited in Chikweche et al., 2012, p.203). The authors also consider necessary to quote the 

research done by Scoones and al. (2006, cited in Chikweche et al., 2012, p.204) in which it is 

written that such economic mismanagement and overall instability is very common in BOP 

markets. 

Chikweche et al. (2012) also underline the importance of the family in the purchase decision. 

The authors recount the numerous researches done and the model created to explained how 

the family influences the purchase decision in developed countries (Assael, 1998; Cotte and 

Wood, 2004; O’Malley and Prothero, 2007; Hamilton, 2009, cited in Chikweche et al., 2012, 

p.203). However Chikweche et al. (2012) recall that such western models are not appropriate 

to explain BOP markets because western family is often a nuclear family (parents and 

children) whereas BOP family encompasses the extended family (parents, children and 

relatives). To depict the family decision in western countries, some researchers explained that 

family members play roles. The five traditional roles used are: gatekeeper, influencer, decider, 

buyer, user (Su et al., 2003; Belch and Willis, 2001, cited in Chikweche et al., 2012, p.203). 

Chikweche et al. (2012) assume that given the bigger size of the family in BOP markets, the 

purchase decision is different. Besides, the authors point out that the majority of researches 

done in western countries proved that the family’s influence is only present in «high-

involvement purchase”. When it comes to low-involvement products, decisions are made by 

the individual without the influence of the family. It is noteworthy to say that such split 

between high and low involvement products does not fit with BOP market. For the simple 

reason that BOP consumers are poor therefore any purchase is seen as a high involvement act. 

Chikweche et al. (2012) confirm this point because it is written that even for food product the 

BOP consumers really think to be sure to make the right purchase. It is also said that food 

belongs to high frequency purchase (which means that food purchases are frequent compared 

to car purchase which rarely happen). But even if food is a high frequency purchase, it is not a 

habitual or simple decision and requires to really think. Why? Chikweche et al. (2012) explain 

this point by saying that BOP markets is characterized as an “ever-changing” environment in 

which prices often change and product shortage often happen. For these reasons, food 

purchase is a complex purchase. Because of such constraints, Chikweche et al. (2012) 

describe three types of purchasing behaviors: BOP family buy food either when it is available 

or when they need it or even when they can afford it. Three situations which determine a food 

purchase. It means that BOP consumers can sometimes buy more expensive products only 

because at this moment a product is available. It is important to know that otherwise such 

behavior would seem irrational for western marketers. Therefore the quality of the logistic 

and delivery are indicator of purchase behaviors.  

Still in the article it is written that that women are the main actors in BOP family when it 

comes to food purchase (Dhemba et al., 2002 cited in Chikweche et al., 2012, p.206). It is 

understandable because women are often in charge of the cooking and bring up the children. 

Their role makes them aware of the family needs and it is the main reason why most of the 

microcredit agencies grant credit only to women. Chikweche et al., (2012) draw a model 

inspired by Jenson’s (1990) model to illustrate the food decision purchase in BOP family 

(Figure 7).  
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Figure 7 – The traditional food buying decision in BOP family adapted from Jenson 1990 

(Chikweche et al., 2012, p. 207). 

 

Still in the family influence, Chikweche et al. (2012) referred to the numerous researches 

done about the influence of children in the western family purchase. It has been often proved 

that children have a high influence on family purchase especially on foods (Lake et al., 2003, 

cited in Chikweche et al., 2012, p.204). Regarding this last assertion, the authors of this thesis 

are skeptical about the replication of such influence in BOP family. In BOP markets the 

scarcity of food and the low income of the family do not enable the children to voice their 

though about what food, taste and brands they prefer. In other words, the authors assume that 

BOP family cannot afford to take into account its children’s opinions. Once again it is a 

noteworthy difference. In the article Chikweche et al. (2012) also mention their doubts about 

influence of the children in BOP markets. 

In the end of the article Chikweche et al. (2012) warn marketers to investigate family 

purchase decision before launching a product because it will determine the success of their 

marketing decisions.  

 

2.3 The implication of the BOP market on the traditional marketing-mix. 

 

Once aware of the main characteristics of BOP consumers we will now have a look to the 

marketing approaches implemented to target and satisfy these consumers. Roughly speaking, 

in his first work on the BOP (2007) Prahalad wrote that BOP requires mainly selling products 

at a low price. To do so, all the costs of the company must be drastically reduced: everything 

must be narrowed to the core and the unnecessary options and process discarded. Thus 

marketers tried to launch their items, following what they have learnt in school which the 4Ps 

theory and is adapting it to this new BOP target.  

 

When a company wants to market a product or service, one of the first thought that comes to 

marketers’ mind is the well-known and traditional 4 P’s: price, place, promotion and product. 

E. Jerome McCarthy (cited in Nazakati et al., 2011, p. 1157) invented this concept in 1960 

and since then these 4Ps have been widely used. But we observed that many critics are 

looming and question the relevance of this approach. For some people, the 4Ps is a concept 

out of date and should be phased out, for others; two or more Ps should be added to the 4 

existing ones to update it. The first attempts to reach the BOP market with conventional 4Ps 
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have fallen short. Indeed how can “Promotion” be relevant in “media dark” area where the 

poor live? How can “Place” be applied in area where there is no formal market and people are 

isolated? How can set the right “Price” to consumers that have irregular income? Regarding 

the price, C.K. Prahalad provides a meaningful remark to show the need of change: 

traditionally marketers follow the equation “Cost + Profit = Price” to set the price, whereas 

the right logic in the BOP world is “Price – Profit = Cost” (Prahalad, 2009, p. 9). 

 

In view of the limits of the 4Ps approach, marketers could have fallen back to the recent 

approach “the 4C” developed by Lauterborn, R. in 1990 (cited in Nazakati et al., 2011, p. 

1157). This model is based on the customer and product perspective whereas the 4Ps was 

criticized to be focused on company’s concerns (Nazakati et al., 2011, p. 1157). It is said that 

this model shifts from a supplier’s standpoint to a consumers’ one. 

The “price” becomes the “cost to the users”: this transition means that the company 

should take into account the reality of the total cost of owner (e.g: cost to change, cost to use a 

new item, cost to renunciation of competitors’ offers)(Nazakati et al., 2011, p. 1157). 

The “product” is replaced by “customer value”: it means that the company’s concern 

is not to make do with selling a product but rather to satisfy the customer. The product fits the 

needs and the use of the customers(Nazakati et al., 2011, p. 1157). 

The “place” turns into “convenience” to be updated to the new means of deliveries 

such as internet purchase. For example to confine “place” to a physical location is no longer 

relevant in a word in which increasing purchases are made virtually (Nazakati et al., 2011, p. 

1158). 

The “promotion” shifts to “communication” which entails a broader perspective than 

the previous one. Indeed, the trends in society and new technologies allow communicating by 

using viral advertising, personal selling, ambush marketing, public relation etc. but above all 

communication means that the flow of information should in both ways: between the 

company and the customer (Nazakati et al., 2011, p. 1158). 

 

The 4C’s framework is therefore more updated than the 4Ps. Besides the 4C’s is more focused 

on the customer than its predecessor 4Ps. Despite that, the 4C’s is still built on western 

consumers characteristics. C.K. Prahalad’s works and findings made him preferred the 

marketing-mix approach developed by another researcher. This approach is named the 4As 

and has been first created by Jadgish N. Shethand Shah. The 4As approach is inspired by the 

4C’s but goes even further in the understanding of the consumer. It is the reason why C.K. 

Prahalad focused its attention on this approach (2009, p.7). In his article called “Bottom of the 

Pyramid as a Source of Breakthrough Innovations” published in 2009, C.K. Prahalad 

explained the 4As and the necessaries improvement required to get closer to subsistence 

consumers. In doing so, C.K.Prahalad started an extension of the 4As approach developed by 

Jadgish N. Shethand Shah. 

 

2.4 A new marketing-mix approach: the 4 As. 

 

In spite of its customer and product oriented approaches it appears that the “4C” is still not 

adapted to BOP customers. This is the reason why a new approach was created by Jadgish N. 

Shethand Shah in 2003 (cited in Nazakati et al., 2011, p. 1159) and why C.K.Prahalad 

decided then to focus his attention this approach. According to Nazakati, the “4 As” are even 

more customer oriented because every A is defined with a customer’s standpoint. Nazakati et 

al. (2011, p. 1159) sum up this model by saying that “4A focuses on what has to happen at the 

customer end for marketing to succeed, rather than simply identifies the levers at marketing's 

disposal. In fact, 4P has focused strictly on the “means”, while 4A bring in the “ends””. The 
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“4 As” entails: Awareness, Affordability, Acceptability and Availability. Many experts from 

emerging countries saw in the “4 As model” the means to cater to BOP needs (C.K.Prahalad, 

2004, Prahalad and Hammond 2002, Anderson and Biliou (2007), Kashyap and Raut (2005)). 

 

 _ Availability: It refers to all the challenges to bring together the products or service 

to the consumer. This A could be linked to the former “Place” of the 4Ps approaches but 

“Availability” goes even beyond it. “Availability” encompasses the distribution channels 

issues but also many alternative methods of delivering. Why? Because BOP markets are 

fragmented or sometime non-existent in rural areas, geographically hardly accessible, distant, 

isolated etcetera. Therefore marketers have to think to new way to deliver. In their article 

Anderson and Biliou (2007, p.16) explained that in some BOP markets, deliverers have to 

take rutted roads, devastated ways in the monsoon season or even roads that go through 

mountains peaks which are sometimes closed for weeks because of snowfalls. Sometimes the 

only way to access to a BOP market is to use a small boat and follow the rivers. The reader 

easily understands that such constraints require new approach of delivery. Beyond the 

delivery, the BOP market influences the product in itself. Marketers should take into account 

that the product should withstand hot or cold temperatures, water or humid environment, 

endures shocks etcetera. This challenge is at the crossroad between the designs of the product 

and the delivery. It arises two sub-challenges: the design must be adapted to the way 

consumers will use the product (e.g power shortage, humid places …) but also the design and 

packaging should protect the product through the delivery. 

 

 _ Affordability: It refers to the challenge of selling a product or service at an 

affordable price. Marketers must set a price that does not discard the poorest consumers. This 

price has to take into account subsistence consumers characteristics: they have no regular 

income in general, they receive their income on a daily basis rather than monthly basis, they 

dedicate the majority of their budget to basic needs, they do not want to sacrifice quality 

etcetera.  The company has to think to the different way to make its items affordable. It can 

rely on a technology breakthrough that would drastically reduce the production cost and so 

the price would also decrease. When such technology breakthrough is not possible, the 

company can reduce the size of the product to reduce the quantity and thus the price. For 

example, the use of sachet to package soap was a great idea to meet the demand. Indeed, 

subsistence consumers cannot afford to forecast what they will buy in more than 2 weeks 

therefore they buy items that they will quickly consume. Anderson and Biliou (2007, p. 17) 

tell that Unilever created a low-priced micro-pack of soap for daily necessities. We can regret 

that such packaging is not the most economical way of purchasing goods (because bigger size 

items allow reducing the price in proportion with the volume sold and does not require to 

frequently buying a product) but this packaging meet the need of consumers. Another 

alternative way for the product to cater to consumers’ constraints is to offer a flexibility of 

payment. It is not unusual that a poor goes through tougher periods when he/ she does not 

have any source of revenues. Therefore he/she cannot buy anything. His/her only way out is 

to get some products either on credit or by bartering. Such solutions are frequent between 

subsistence consumers and their local retailers because of a trust relationship. Of course a 

company cannot rely directly on barter but marketers can conceive a solution in which 

intermediaries (e.g. local retailers) handle the barter and pay the company with real money. 

Lastly, some companies make deals with local associations, institutions or other organisms to 

support the purchasing power of subsistence consumers. Microcredit agencies often play this 

role by lending money to the poor.   
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 _ Acceptability: The product or service should fit the specific use, needs but also the 

cultural beliefs of the consumers. Marketers need to understand what the real needs of 

consumers are and how products are consumed. Otherwise consumers will simply turn a blind 

eye to these products. To increase the “Acceptability”, marketers would be well advised to 

rely on local preferences, tastes, ingredients and approaches (Nezakati et al, 2011, p. 1160).  

 

The acceptability is also present in the way a company markets its products: the vocabulary 

used, the consumers’ beliefs etcetera. In BOP markets, taboos and beliefs are well anchored 

and are decisive in the acceptance of something. Anderson and Biliou (2007, p.19) warn 

company about the importance of taboo by describing how African women choose soap to 

clean their hair in a society where display of luxury is not well appreciated (for more details 

see the table of the 4As in the appendix 1). Among the sub-challenges within “Acceptability”, 

there is also the necessity to overcome consumers’ resistance toward new products. Marketers 

should keep in mind that most of the poor do not know how to read therefore every single 

change is seen as a new difficulty for them. One successful way to surmount this difficulty is 

to implement product demonstration in village to show to people what is it and how to use it. 

C.K.Prahalad (2004, p.73-74) puts into perspective this point by explaining that the poor can 

learn very quickly. He explained that the traditional S curve that describes how a new product 

spreads in traditional market is no longer true in BOP market. According to his observations, 

what took 15 years to be accepted in developed countries, took only 5 years in BOP markets. 

C.K.Prahalad recounted that M.S. Banga, the CEO of HLL, told him that the I curve was most 

appropriate to describe the spread of a product in BOP market and therefore a company must 

be prepared to grow quickly if it wants to satisfy the demand. “Acceptability” also covers the 

need to understand how subsistence consumers see foreign brands. As good as could be a 

product for them, consumers can reject a product either because the brand conveys a bad 

image or because the foreign brand threaten national existing brand liked by them. 

Anderson and Biliou (2007, p.19) also underline that acceptability issues matter for both 

consumers and distributors. The latter needs to receive items which are adapted to its way to 

stock it and to its way to sell. They argue that a company must adapt to local retailers way of 

working: if a local retailers do not want to sell product on credit or packaged on small size, 

the company should either try to educate the retailers to the advantages of a new practice of 

sales or change its items to be accepted by the retailers (Anderson and Biliou, 2007, p.18). 

 

 _ Awareness: Make consumer aware of a product (or service) is what it is meant with 

“Awareness” but it encompasses many sub-elements to achieve it. Once again, the findings of 

Anderson and Biliou are eye openers because they detected that conventional 

communications were ineffective. Indeed, the poor often do not have television, are illiterate 

and some of them even live in media dark areas. In such situation, marketers should adapt 

their communication to the targets and their infrastructures. Anderson and Biliou quote some 

successful techniques such as rely on billboards rather than television advertising and that 

posters should be designed to be pasted up on local stand like three-wheeled taxi (2007, p.20). 

One crucial element in “Awareness” is word of mouth media. Most of the BOP experts agree 

on the prominence of word of mouth. To benefit from this word of mouth marketers can do 

several things (please go to the appendix 1 to have a detailed explanation of the main 

techniques): hire local sellers, use their networks and the trust people granted to them; educate 

change agents and key opinion leader (KOL) who will spread the use of the product; first sell 

the product to company’s local employees and use them as ambassadors. 

But “Awareness” implies other elements. Before trying to sell a product, marketers should 

know that consumers need to be educated not only about how to use a product but also about 

why to buy a particular product. Grameen Veolia Water Ltd (GVW), whose goal is to sell 
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drinkable water to the poor in Bangladesh, is facing this hurdle. M. Yunus (2011) revealed 

that the GVW’s water has not met the success because consumers did not know why to drink 

GVW’s water instead of free water available in rivers or elsewhere. These consumers did not 

know that the water was polluted or how to distinguish clean and polluted water. To surmount 

this challenge, GVW hired anthropologists to increase people awareness about water quality 

issues. They taught to the poor what is arsenic, its symptoms and the importance to drink clear 

water. “Awareness” means to create the favorable context in which the product can be well 

appreciated. Make product demonstration, let people have a try with the product, hire famous 

people or credible experts to advertise the product etcetera. The list of challenges within 

“Awareness” is long therefore the authors suggest to the reader to go to the appendix 1 and 

glance through the table where main of the challenges are described and exemplified.  

 

Studying marketing-mix challenges through the 4As approach reveals that BOP markets 

require a deep understanding of subsistence consumers and alternatives techniques to satisfy 

them.  The evolution of the marketing-mix approach from the traditional 4Ps to the 4As 

shows that marketers begin to adapt their tools to these new BOP markets. However many 

improvements remain to be done to be able to satisfy completely subsistence consumers. The 

Figure 8 below summarizes the train of thought accomplished in this literature review about 

the marketing-mix issue. 

 

 
Figure 8 – Marketing-mix evolution: from the 4Ps to the 4As (Nezakati et al, 2011, p. 1159) 

 

2.5 Conceptual framework development. 

 2.5.1 African countries as research subject 

 

C.K. Prahalad pointed out in his book (2004), that one condition should be taken into 

consideration when it comes to the product or service and the process linked to it: products (or 

service) and  the process must be reproducible and transposable from one country to another 
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one, from one culture to another one. Indeed, the BOP items require a lot of efforts (e.g: sell 

items with low price but adapted to resist in hostile places) therefore once the solution to do 

such item is found, the product should be easily reproducible to similar BOP markets. This 

translation is crucial because the low price of items is only bearable for companies when they 

sell it on a large scale. Companies cannot break even if they sell a few items and must create a 

new one for every new market. Knowing that, the authors deemed appropriate to present the 

cultural, economic and legal characteristics in which the survey has been conducted. To do so, 

the authors decided to summarize the main findings of the countries in which the survey has 

been implemented. Information presented is extracted from the regular World Bank’s report 

about development indicators. The authors decided to present the Democratic Republic of the 

Congo and the Republic of the Congo and Guinea. Although the respondents coming from 

Guinea are not numerous enough to draw indisputable conclusions and the Guinea’s 

development indicators are relatively similar to the data presented in the two above tables, 

some interesting information can be found and be furthered treated by other researchers. 

In the analysis of the results, as the authors’ aim is to draw a portrait of the BOP consumers, 

the Republic of Congo and The Democratic Republic of Congo results have been more 

analyzed than Guinea’s results and thus respect the reliability of the conclusions. The small 

sample size of Guinean respondents is preventing the authors draw any conclusion about BOP 

consumers in this country. 
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Figure 9- Information about consumers in Democratic Republic of Congo, Republic of Congo 

and Guinea (Banque Mondiale (2012). Données en libre accès 

<http://donnees.banquemondiale.org> [15.05.2012]). 
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Still in his book (2007, p.77-83), C.K. Prahalad explained that companies have to understand 

the society background if they want to launch products for BOP consumers. Even the best 

designed product will fail if companies do not take into account the context, the micro rules, 

the corruption and customs. C.K. Prahalad warns companies that for untrained eyes, some 

relations and practices might be seen as corruption but it is in fact a form of customs and 

traditions. Western companies need to know these traditions and practices otherwise they will 

see their surrounding’ practices as shady and it will contribute to a bigger uncertainty and 

increasing costs. For this reason, companies have to study the context, clarify what is not 

understood in order to create a favorable climate in which transactions are made without any 

problem. Unfortunately, poor countries often suffer from a lack of regulation and a high 

corruption level which deter companies from doing business there. To be successful 

companies should offset this situation and create what C.K. Prahalad called a “transaction 

governance capacity”. In this thesis, the survey is implemented in similar African countries 

where the corruption is not negligible. The Figure 8, extracted from C.K. Prahalad book, 

describes the transaction capacity.  

 

 

 
 

 

The company could rightfully avoid this additional difficulty and prefers to target countries 

where the law regulation is better enforced. However the authors hasten to add that corruption 

and lack of regulation can be overcome even in the most loath place. This difficulty can even 

be turned into an advantage. C.K. Prahalad (2007, p.21) mentioned that the shanty towns of 

Sao Paulo or Rio de Janeiro are dangerous places for foreign residents but a few companies – 

Casas Bahia’s trucks and Bimbo’s workers – circulate freely and without any fears. Why? 

Because these two companies sell adapted products to the poor and in exchange inhabitants 

feel beholden to these companies. This trust relationship goes as far as that poor retailers (who 
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buy Bimbo’s breads) let Bimbo’s deliver man opening, delivering and taking the cash in their 

box when they are present or not. 

2.5.2 Conceptual framework presentation 

 

The review of literature has been eye opener because it brought to the fore the characteristics 

of subsistence consumers, its influence on purchasing behaviors and the specific features of 

BOP markets. All prior researchers advance that BOP markets are different from traditional 

markets in developed countries and for this reason requires a different marketing approach. 

Moreover most of the researchers suggest that the 4As marketing-mix is appropriate to all the 

BOP markets (Prahalad, 2009, Weidner et al., 2010, Anderson and Biliou, 2007, Nezakati et 

al, 2011). Therefore in the empirical study the authors will test the 4As marketing-mix model 

in three African BOP markets in the food sector. This test will allow either confirming the 

4As model or revealing if it needs to be modified. Once aware of the information gathered in 

the literature review, the authors are now able to present the conceptual framework for the 

empirical study. Indeed the authors have an inkling that companies’ marketing approach 

needs to be modified to fit BOP markets. In view of the body of literature the marketing-mix 

is the cornerstone of the change (C.K.Prahalad, 2004, Prahalad and Hammond 2002, 

Anderson and Biliou 2007, Kashyap and Raut 2005). So the authors assume that African BOP 

market in the food sector also needs a marketing-mix different from the traditional 4Ps used 

in developed countries. However, stopping the reflection to this assumption is not enough 

because the main challenge is to know what the modifications are and where they should be 

done in the marketing-mix. That leads to the formulation of the hypotheses. 

Hypothesis H1: The concept of Acceptability is better appropriate than Product to meet 

the BOP market’s needs. 

The concept of product is elusive in both developed and developing countries. The product 

variable has been created according to western consumers’ needs. It might not be as relevant 

as acceptability in BOP countries. Therefore an investigation needs to be done to test this 

hypothesis. 

Hypothesis H2: The concept of Affordability is better appropriate than Price to meet the 

BOP market’s needs. 

The concept of price was integrated in the 4Ps model to describe characteristics of payment of 

western consumers. It supposed that most consumers can afford things and its concern is to 

set the best price to satisfy both consumer’s expectations and companies’ goals. However in 

BOP countries, low-income consumers do not have the same consumption characteristics and 

the notion of payment is extended to other variables. Therefore, the price concept needs to be 

analyzed in view of this situation. 

Hypothesis H3: The concept of Awareness is better appropriate than Promotion to meet 

the BOP market’s needs. 

The concept of promotion has also been created in a time and place very different from those 

in BOP countries. The study of the limits of the promotion concept leads to question its 

adaptability to emerging economies. The concept of promotion should be also analyzed. It 

might appear that awareness concept encompasses more variables that what promotion does. 

Hypothesis H4: The concept of Availability is better appropriate than Place to meet the 

BOP market’s needs. 
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Last but not least, the concept of place has been invented in countries where infrastructures 

and equipment were already present. In BOP countries, infrastructures should not be taken for 

granted. For that reason the concept of availability deserves to be tested because it is designed 

to work in hostile environments.   

 

Here below the authors present a framework of their study (Figure 10). The fourth hypotheses 

are mentioned and they will be tested in three African BOP countries. 

 

 

Figure 11 – Hypotheses framework 

 

3. METHODOLOGY 

The purpose of this part is to give more insight about the logical process adopted by the 

authors while conducting this study. Therefore the philosophical assumptions, the research 

design and collection of data will be essential points the authors will go through. 

 

3.1 Preconceptions 

 

The two authors have a complementary background in business administration studies and 

have chosen to specialize in marketing. The different knowledge, points of views and 

attitudes towards the subject has guided their research methods and process. The researchers 

will be interested in analyzing the characteristics of the population in order to draw an overall 

picture of the habits, the attitudes and preferences of this specific population in the food 

market. From a marketing research perspective, it refers to descriptive design as the principal 

aim is to present the actual status, the attitudes and the progress of a population (Shiu, Hair, 
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Bush and Ortinau, 2009, p. 61-62).The intention of both authors is providing useful data, 

patterns and portrait that can change marketing preconceptions and visions about these 

subsistence consumers. 

 

3.2 Philosophical Assumptions and Research Strategy 

 

The previous literature review pointed out a knowledge gap that needs further research: the 

BOP market in the food sector cannot be entered by following an occidental and traditional 

marketing approach. The marketing theories are focused on a specific type of customer and 

the traditional marketing-mix approach used for this type of customer is not appropriate to 

BOP consumers. The hypotheses made by the authors are inspired from the 4 As framework 

created by Jadgish N. Shethand Shah and deepened by C.K. Prahalad (2011, p.6). 

 

The researchers have enabled to introduce 4 hypotheses by gathering information and 

knowledge through the literature review. From the hypotheses formulated previously, the 

choice of a deductive method can be adapted as the authors projected to find appropriate 

answers and useful theories. Therefore, the following step of their approach is to test them in 

this study (Bryman & Bell, 2011, p. 11). The quantitative method is the most suitable for this 

purpose as it is linked to a deductive process which refers to a scientific and numerical logic 

(Bryman & Bell, 2011, p. 26-27). The findings from this quantitative deductive approach 

intend to reveal to marketers in particular which marketing mix will be the most adapted to 

enter the BOP food market. 

 

From an epistemological point of view, positivism can be adapted to the BOP research. It 

refers to a scientific approach of social sciences and to phenomenalism in particular which put 

stress on “acceptable knowledge acquired from the senses”(Bryman & Bell, 2011, p.15). The 

authors’ intention is to gather information from the literature review then testing the 

hypotheses through a self-completion questionnaire that will be administered to BOP 

consumers. Providing a value-free demonstration is essential to our guideline as we consider 

having no misconceptions about the population (Bryman & Bell, 2011, p.15). Besides, 

according to the core definition of epistemology, it seems that positivism is well adapted for 

quantitative approach (Bryman & Bell, 2011, p.15). This philosophical aspect of the study 

enables the authors to adopt a logical framework in the work in progress and a disciplinary 

behavior that will enrich the quality and reliability of the study. 

 

In contrast to positivism, from an interpretivist point of view, social science study requires a 

different analysis than the scientific one. The authors can reject this concept not suitable for 

the topic as the aim is to draw an overall portrait if BOP customers in the food market without 

interpreting deeply and provide a narrow-minded portrait (Bryman & Bell, 2011, p.16). The 

ontological question is commonly treated by every researcher, as it refers to identifying 

accurately the nature of social entities (Bryman & Bell, 2011, p.20). In this study, the authors 

intend to some extent to understand how solidarity is perceived by BOP consumers in the 

food market as social phenomena and what are the personal attitudes and preferences towards 

brands. These two concepts have to be studied separately in order to insist on the existing 

differences between social phenomenon and social actors’ behavior. The objectivist approach 

focuses on the independence of these two social entities and is therefore the most suitable 

discourse to use in this research (Bryman & Bell, 2011, p.21). 

 

The constructivist vision whereas argues that social actors and social phenomena are 

constantly changing; these two entities cannot be separated as they are in a continuous 
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interaction (Bryman & Bell, 2011, p.21-22).The descriptive nature of this study prevents the 

researchers from adopting this approach as it captures the present situation (Eric Shiu et al. 

2009. p.61, 62). The static vision resulting can be a weakness, but the timeframe of this 

research is constrained and the intention of the authors is to provide an overall overview of a 

BOP customer in the food industry. 

 

3.3 Research Design 

 

The research will be carried by following a cross-sectional design as it refers to quantitative 

data, variation of people’s behavior in different situations, establishing patterns and the data 

of interest will be collected at a single point in time (Bryman & Bell, 2011, p. 53-54). The 

self-completion questionnaires have different sections corresponding to the 4Ps (product, 

place, promotion and price) and a mix of the 4As (affordability, availability, awareness, 

acceptability) (Prahalad, 2011, p.7) and have been administered from the 24
th

 of April to the 

14
th

 of May in Republic of Congo (Brazzaville and Pointe Noire), in Democratic Republic of 

Congo (Kinshasa) and in Republic of Guinea (Conakry). Furthermore the self-completion 

questionnaire is adapted to a quantitative research and the purpose of the study is identifying 

habits, preferences and attitudes of BOP customers in the food industry. This design is the 

most adapted for our topic as the BOP theory is still new and not well known. Our aim is to 

describe the BOP consumer’s behaviors and relate them to the previous and commonly used 

marketing strategies and theories to target customers in the occidental world.  

 

The choice of this cross-sectional design will provide a portrait of the BOP consumers in the 

food industry. Despite the static aspect of the result, the study will present the purchase 

practices, the favorite places to buy, the preferred products and the way to be aware of new 

products. This step is essential for marketers in order to adapt their strategies to the ground’s 

reality. 

 

3.4 The Quantitative Method and its Criticisms 

 

The positivist quantitative research enables to collect data using a scientific process easy to 

follow as a guideline for the authors. The different steps provide essential interconnections 

and logic helpful to a deductive approach (Bryman & Bell, 2011, p.150-151). Thus, from a 

statistical point of view, the correlation and statements conducted will be very likely 

describing accurate and numeric results. In contrast, qualitative research focuses on words and 

meanings as a collecting method and can represent an opposite way to perceive the social 

world where reality is constantly changing and the interpretive aspect of social entities is 

favored (Bryman & Bell, 2011, p.27).  

Even if the main expectation of quantitative researchers is a high level of generalization and 

replication, the scientific and deductive processes are not always adapted for describing social 

phenomena and behavior. Criticisms and discussions have arisen according to the 

epistemological and ontological assumptions, especially by qualitative researchers (Bryman & 

Bell, 2011, p.167).  

Four main criticisms can be distinguished; in particular quantitative researchers are 

considering the social world disregarding the human ability of retrospection and self-analysis, 

in this way these characteristics are not exploited as meaningful data which can affect the 

positivist results (Schutz cited in Bryman & Bell, 2011, p.168).  In this study, the choice of a 
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positivist approach prevents from analyzing too deeply personal thoughts and opinions of the 

BOP population. This lack of interpretive strategy will represent a very simplified portrait of a 

BOP consumer in the food industry. 

Secondly, the measurement process is not providing precise results as the quantitative 

methods rely on indicators defined previously by the researcher (Cicourel, 1994 cited in 

Bryman & Bell, 2011, p.168).  It implies a wide range of indicators can be defined that will 

change the meaning of the measure. Thus the quantitative method is lacking of generalization, 

because multiple interpretations of the questions in the surveys are possible. Besides, BOP 

consumers and markets characteristics vary according to countries, continents and cultural 

background. One more argument is that the generalizability of the results arises from random 

sampling method therefore it is not possible to use probability theories to control errors. 

Indeed random sampling is linked to probability theories helpful to the researcher in order to 

avoid errors coming from a study of a specific sample and not the entire population. However 

we could still consider the findings of this research could be generalized at most to Republic 

of Congo and Democratic Republic of Congo. 

 

Thirdly, the reliance on instruments is not translating correctly the original answer of the 

population and thus does not provide an accurate description of everyday life (LaPiere, 1934 

cited in Bryman & Bell, 2011, p.168). This weakness can be illustrated by the difficulty to 

measure BOP consumers’ behavior or attitudes through self-completion questionnaires. 

Indeed this type of measurement is not appropriate as numerous questions are closed to any 

interactive process and the answers are not truly corresponding to the real thoughts. 

Finally, the variables created in order to analyze deeply the data are presenting a static view of 

social life independent of its actors (Bryman & Bell, 2011, p.168). To this extent, even if the 

self-completion questionnaires are composed of topics concerning the past and the future of 

the respondents, the objectivist aspect prevents the researchers to infer a particular evolution 

of the population preferences and habits. 

 

3.5 Data Collection 
 

Before introducing the choice of a sampling method, one should be aware of the problematic 

collection of data strategy. In particular, the access to the BOP consumers is one of the most 

challenging points to face. First, the two authors have solved the geographical constraints by 

relying on intermediaries posted in each country that will be in charge of administrating the 

questionnaires to the population of interest and thus collect the data from the ground.  The 

right choice of intermediaries can be argued by their knowledge about the subject and 

implication in the different countries’ society. Moreover, the intermediaries are good contacts 

of one of the authors, so the opportunity to use them for this study was fitting perfectly. In 

charge of the development of rural and urban areas through the advices and help given to the 

local people, the intermediaries know which people will be prone to answer to our 

questionnaire and will be representative of the low-income BOP consumers. 

One can raise the idea of conducting interviews instead of self-completion questionnaires 

which seems to be more adapted to the situation, however considering the lack of funding and 

time enabling to be on the ground, the authors preferred the use of questionnaires. Moreover, 

the intermediaries would have helped us conducting the interviews by themselves, but they 

may have needed training, developing a coding system which translates the valuable data. 
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Indeed, their interpretation may influence the researchers and thus provide biased analysis and 

the reliability issue can be questioned. 

3.5.1 Questionnaire Design 
 

As the researchers are willing to conduct a quantitative method with an objectivist approach, 

the self-completion questionnaire has been the most adapted.  

In contrast to structure interview, there is no interviewer asking the questions to the 

respondents, the most part of the questions are closed and are easy to answer. It is constructed 

with a simple framework to follow and it can appear to be shorter to the respondent as he/she 

will organize himself/herself the time to answer (Bryman & Bell, 2011, p.232). In the topic 

context, it infers objective approaches as the intermediaries are interacting with the 

respondents only if they have questions and avoid influencing the respondents; the simple 

sentences and logic framework enable population with low education level to participate, the 

respondents are free to organize their time and avoid fatigue. 

The questionnaire is composed of 25 questions with different types of scales: nominal (yes or 

no answer), ordinal (the respondent has to classify in a certain order the answers) and five 

point Likert scales which are described by attitudinal faces (See appendix 2).  

Considering the amount of information needed, further research on questionnaire design and 

the capacity of the respondents to answer, the number of 25 questions was a balanced 

solution. Furthermore the questions contain different types of scales that can be analyzed 

differently with numerous correlations and will also keep the respondent concentrated.  The 

questionnaire has been revised and modified several times in order to keep the essential topics 

helping to answer to the hypotheses. Thus the authors have emphasized the links between the 

questions and the traditional 4Ps and the 4As from Prahalad. Investigation has been conducted 

in 3 countries and provides insight on the cultural aspects, the habits and the language used. 

The worldwide bank annual report revealed interesting figures about the alphabetization rate 

in these French speaking countries. In Republic of Congo, the alphabetization rate of young 

women aged from 15 to 24 is 78% and for young men aged from 15 to 24, the rate is 87% in 

2005 (World Bank, 2012). Unfortunately there are no data about the alphabetization rate of 

the older population but it can be conceived that the rate will be either similar or lower 

because the previous infrastructures and possibilities were not as important. The following 

table is presenting the data in Democratic Republic of Congo and Guinea: 

Table 1 – Alphabetization rate in Democratic Republic of Congo and Guinea  

(Worldwide Bank, 2012). 

 

Country Alphabetization rate of 

women (older than 15) 

Alphabetization rate of 

men (older than 15) 

Alphabetization rate of 

the adult population 

(older than 15) 

Democratic Republic 

of Congo 

55% 80% 67% 

Guinea 28% 51% 39% 

 

From these findings, the percentage of the English speaking population is not mentioned, 

however it can be inferred that the rate is low as the alphabetization rates are different from 

one each other and refer to a weak education level in general. According to the previous 
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knowledge and table, the researchers have charged the intermediaries to assist the illiterate 

respondents. 

It has appeared a necessity for the authors to design a questionnaire in French for collecting 

the data on the ground. The survey has been translated in English and so the answers to be 

analyzed and interpreted by the authors and the help of the intermediaries. Criticism can be 

conceived has the translation of some words from French to English can have slight nuances 

and can be interpreted in different ways. The argument is valuable however the authors have 

chosen to create simple questions with basic vocabulary that can mostly exclude this type of 

error. 

Although most of the questions are closed, opened ones are included in order to avoid any 

biased approach and have a representative sample thanks to spontaneous answers (Bryman & 

Bell, 2011, p. 251). In the questionnaire the respondents are encouraged to add a different 

answer from the pre-determined ones. 

The outline of the self-completion is structured and contains several sections as life-style and 

demographic. The types of questions used are personal factual questions including age, 

gender, income, how often they shop for food (question 2); questions about attitudes which 

refer to the Likert scale questions in this study (number 10 to 15 in the survey) and some life-

style questions; questions about normative standards and values are represented by the topic 

about solidarity and vendor-customer relationship (question 15 and 21) and finally questions 

about knowledge of products and brands (Bryman & Bell, 2011, p.253-254). Some questions 

are related to the 4Ps theory mixed with the 4As theory of Prahalad (Prahalad, 2011, p.7-8) so 

each question can be linked to “place”, “price”, “product”, “promotion” and to “awareness”, 

“availability”, “affordability” and “access”. 

Table 2 – Framework of the questionnaire. 

 

Place Questions: 19, 25 

Price Questions: 8 

Product Questions: 5, 6, 7, 8, 9, 10, 11, 12, 14, 22 

Promotion Questions: 7, 8, 10, 11, 12, 13, 14, 16, 17, 21, 

22 

Awareness Questions:5, 6, 7, 8, 10, 11, 12, 13, 14, 16, 

17, 21, 22 

Availability Questions: 2, 3, 4 , 5, 6, 9, 19 

Affordability Questions: 8, 15, 20  

Access Questions: 19, 20, 25,  

 

 

The study of previous researches conducted about BOP consumers enabled the authors to be 

knowledgeable about the way to conduct a survey within BOP countries. A case describing a 

participative research method reveals essential findings that are guiding the researchers in the 

BOP area. A community sanitation initiative in Bangladesh used a mapping exercise, tracing 

all the households in the village and the places were human dejections can be found. The 

researchers on the ground noticed the contamination water problem, and asked the population 

to quantify in their own words the participation of each household in the contamination 

process. This participation method raised awareness in the community and thus the village 

adopted the techniques and advices of the researchers concerning the problem (Weidner Kelly 
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L., Rosa José Antonio, Viswanathan Madhu, 2009, p.562). This approach defuses the literacy 

problem by asking to respondents to draw and express in their own words what they want to 

say. This typical example determines a different approach compared to the traditional one 

used by researchers. The common techniques used are showing a limit in their effectiveness 

because they are not including the low literacy and the intercommunity participation. The aim 

of this study is using this information and guides the marketers towards cognitive and 

emotional considerations in their approach. 

 

A pre-test has been conducted thanks to a contact working with low-income BOP consumers; 

he gave useful feedbacks on our approach. It is essential to remember that the specific 

population targeted is not used to questionnaires, has a low-level of education and may not be 

comfortable with reading and has a different cultural background than the researchers 

(Sridharan Srinivas, Viswanathan Madhu, 2008, p. 6). This pre-test has been crucial in order 

to avoid jargon, use appropriate and understandable wording, avoid some unconscious value 

judgment in the formulation of the question and adapt the questions to the cultures of the 

different countries (Bryman & Bell, 2011, p.262-263; Saunders et al., 2009, p. 394) 

The pre-test has been organized in the Republic of Congo among ten respondents 

corresponding to the lowest income level of the BOP population (less than $26 per week). 

The findings incited the researchers to simplify the wordings of some questions, ethical 

considerations have been respected and no offences have been discovered and jargon has been 

avoided. The feedback has been positive and motivating for the authors as the respondents 

were very inclined to answer and showed interest to this study. 

3.5.2 Sampling and Respondents 
 

The sampling corresponds to defining the population under investigation (Bryman & Bell, 

2011, p. 176). The definition of the sample is a delicate process that requires scrutiny from the 

researchers: the boundaries and the sample size have to be sharply described and indentified. 

It also depends on numerous factors independent from the authors’ power as availability of 

the population and the place where the questionnaires will be administered (Bryman & Bell, 

2011, p. 177).  

Moreover, the larger sample size is, the higher precision of the sample becomes (Bryman & 

Bell, 2011, p. 187). In the current context, one should be aware of the difficulty to reach BOP 

consumers: this type of population is either surviving by seeking food, either working hard to 

get a weak salary. Being often excluded by the middle class population it is problematic to 

find available or willingness BOP people to answer to this survey. Taking into consideration 

the capacity of the intermediaries that are in contact with BOP consumers, the authors opted 

for a sample size of 70 respondents. They had the opportunity to collect respectively 43 

answers from Republic of Congo, 19 from Democratic Republic of Congo and 2 from Guinea 

so a total of 64 fully completed questionnaires. The sample will be mainly homogenous as 

accent will be put on BOP consumers that are not representative of an entire city population 

(Bryman & Bell, 2011, p. 189). Although the BOP population restrains some heterogeneity, it 

still can be possible as the study will be performed in 4 different cities of 3 different 

countries: Pointe Noire and Brazzaville in Republic of Congo, Kinshasa in Democratic 

Republic of Congo and Conakry in Guinea. 

This thesis research is constrained by a narrow timeline and funding is not available from the 

university enabling to extend the study. Due to the possibilities offered, the choice of a non-

probability sampling method revealed to be mostly adapted to the study.                  
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Considering the existing situation, the researchers have chosen to use a convenience sampling 

method as it gives access to a high response rate from the respondents and the opportunity of 

collecting this type of data is too good to miss in this context (Shiu et al., 2009, p. 480-483; 

Bryman & Bell, 2011, p.190-191). The difficulty of finding people willing to answer the 

questionnaires is important but has been diminished by choosing the solution that is the most 

accessible to the researchers: intermediaries and the low probability rate of collecting this 

specific type of data has been improved by taking the opportunity presented. 

Convenience sample presents limits to generalization and can present some biased results. It 

implies the ability of the researcher to generalize the findings and interpretations about the 

sample to the overall population (Bryman & Bell, 2011, p.165-166). The BOP population is 

not constraint to a specific country or region, the small simple size and the region of study can 

allow the authors to describe Sub-Saharan Africa BOP consumers in the food industry. 

The use of self-completion questionnaire enables to get easily and cheap data from a 

population (Bryman & Bell, 2011, p. 67). However by dealing with the weak level of 

education of the BOP consumers this method presents some drawbacks as respondents should 

answer without any external help. The researchers realized that despite the basic questions 

and their easiness to answer, the “extremely poor” and “subsistence consumers” segments 

will be discarded. Indeed “low-income” BOP consumers are the most inclined to have a low 

level of literacy (Martinez & Cabonell, 2007, p. 115). In practice, the authors have asked the 

intermediaries to assist the respondents when they had difficulty understanding the questions 

or reading, the intention is avoiding marginalizing the resourceless.                                                                                                                  

In a practical process, the questionnaires have been administered in a paper form in French 

language to intermediaries posted in the 3 respective countries. The researchers received the 

scanned versions of the filled surveys in order to deal with the time constraints. In advance an 

English version with a set of answers has been prepared and the researchers have processed 

the translated data. 

The data collection has been launched on the 24th of April until the 14th of May 2012. A total 

of 72 questionnaires were filled out during this time laps. The researchers received 

respectively 35 questionnaires from Brazzaville, 19 from Kinshasa, 15 from Pointe Noire and 

2 from the Conakry. The sample contains 50% of male and 50% of female respondents. The 

amount of data collected enabled the authors to analyze and interpret them properly in order 

to answer to the two hypotheses. 

 

3.6 Factor Analysis 

 

The translated data has been collected and the analysis has been processed through the 

statistic computed tool SPSS. A total of 72 questionnaires have been collected and 64 were 

exploitable. 

 

This technique is suitable with the quantitative and deductive approach of the study and offers 

a useful help to answer to the four hypotheses. Factor analysis enables to order and organize a 

chaotic amount of data in a logical way according to the authors’ approach (Shiu et al. 2009, 

p. 630). It describes the multiple types of factors or variables used and which statistical logic 

is employed to link them to each other (correlation factor, chi-square process, cross-

tabulations and regression analysis). Each variable defines a dimension of the concept the 

researchers are testing and can be divided in different categories, hence independent and 

dependent variables can be created (Shiu et al., 2009, p.630).  
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In order to organize a logical process, it is essential to regroup the variables that are dealing 

with the same type of concepts and defining which factors are useless in the interpretation of 

the results. The variables remaining can be processed and analyzed by numerous types of 

actions: chi-square and cross-tabulation for instance constitute multiple different results (Shiu 

et al., 2009, p.631). 

 

In this study, the authors will be required to evaluate each question, transcript it into a 

variable and think about how to include it in their demonstrations. For example the question 6 

and the question 9 have similarities as they deal with the type of product BOP consumers are 

purchasing. A correlation between these two questions can be made in order to find which 

type of product is most consumed and if people are tending to conserve it or not. This 

correlation can be further analyzed and interpreted for marketers who will need to design a 

useful product that can last longer. However, during the design of the questions the authors 

took into account the level of knowledge of respondents. Therefore, the authors have not been 

able to write down all the complex questions they would have liked. So most of the questions 

remaining are simple. Consequently the authors will not be able to use all the statistical tools 

and lead an in-depth analysis.  

 

3.7 Quality Criteria 

 

While considering the quality of a quantitative research paper, two main principles have to be 

respected: reliability and validity. According to Bryman & Bell (2011, p. 158) reliability 

describes the consistency of the measure of a theory and is defined by three important factors: 

stability means that if the questionnaire is filled in several times, the results will be stable over 

time; internal reliability refers to the good choice of scales or indicators defining a question, 

in other words if two questions have more or less the same meaning, the answers of a 

respondent should not vary from one to the other and finally inter-observer consistency is 

dealing with the appropriate decision of the researchers to process the data into interpretative 

results according to accurate categories. 

 

Although stability and inter-observer consistency are hard to be evaluated, the authors have 

kept in mind these principles while designing the questionnaires and defining the indicators. 

Internal reliability is the most important factor which can be affected by the researchers, 

therefore they designed several set of questions that have the same meaning and rely on the 

same indicators but with different formulation and wordings.  

 

To evaluate the internal reliability in this study, the use of Cronbach’s alpha is not acceptable, 

while processing two questions that have a common indicator because there are only 5 Likert 

scale questions that are not representative of the overall questionnaire. Statistical significance 

cannot be more appropriate while evaluating the internal reliability of the questions. Chi-

square tests describe the significance level of relationships between different variables for 

random-samples (Bryman & Bell, 353). In this specific context, the study is mainly 

descriptive and the sample is non-random, so the authors will mainly use descriptive statistics 

and analysis of means in order to attain acceptable reliability. 

 

Validity is employed in order to know whether a set of indicators used by the researchers to 

evaluate a concept or a theory is effectively measuring it. The most important types of validity 

are face validity, construct and convergent validity respectively referring to asking an expert 

to evaluate the quality of the measure, drawing up hypotheses from concepts useful to the 
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study and regrouping and analyzing questions guided by the same concepts (Bryman & Bell, 

2011, p.159-160). These factors can be illustrated by the evaluation of the concepts 

underlying the questions by a Veolia employee in charge of development in Brazzaville and 

the Marketing supervisor of this study. Hypotheses and questions describing the same 

concepts have been distinguished while designing the questionnaire in order to follow a 

logical deductive process. 

 

In the deductive process conducted by the authors, generalizability is playing a pre-pondering 

role. According to Bryman & Bell (2011, p. 163-164), the researchers are concerned with 

findings that can be employed and extended in a larger context than the existing one studied. 

Thus, conformingly to this statement, it is questioned if the method and results used in this 

study can be generalized to other African countries or to the BOP consumers in the food 

market in general. Considering the non-probability sampling method used: convenience 

sample, the question is legitimate as the researchers are relying on intuition and knowledge 

about the population, objectivity is not ensured and bias can overcome beyond the 

researchers’ control (Saunders, Lewis & Thornhill, 2009, p.241). 

 

3.8 Ethical Considerations 

 

Ethical principles are essential to the performance of the study; the main difficulty is 

preserving a good relationship between researchers and respondents. Four main errors have to 

be avoided: harm to participants, lack of informed consent (insufficient information needed 

by the respondent to decide whether participating or not to the study), invasion of privacy and 

deception (the researchers present a false version of the study to the respondents) (Bryman & 

Bell, 2011, p. 128, 132-133, 136-137). 

 

The harm to participants is a wide concept that can describe physical, psychological and 

normative aspects. The researchers are required to assess precociously if their study can 

possibly harm respondents and to which extent it can occur (the AoM Code of Ethical 

Conduct cited in Bryman & Bell, 2011, p. 128). Commonly harm to participant topic is 

related to the confidentiality of the identities and recordings collected during the research 

(Bryman & Bell, 2011, p. 129). 

 

To this extent, while conducting an objective study from an ontological approach, the authors 

have taken into consideration the political, educational, cultural and historical factors that can 

result in harming participants (Bryman & Bell, 2011, p.128). Indeed, considering the political 

uncertainties and ethnical relationships in these countries, no references to political issues 

have been made. The authors have been careful about illiteracy and diseases subjects that may 

affect the respondents, make them feel uncomfortable and reticent to answer the questions. 

The historical background of these three countries is a sensitive topic, French colonialism and 

occidental colonialism is still present in the population’s mind, therefore the researchers have 

adopted a respectful and humble attitude towards the respondents and avoided to carry 

paternalist behavior to avoid any harm to the respondents. In addition, the identity of the 

respondents will remain anonymous and so their information in order to respect their privacy 

and incite them to be confident and to answer truthfully. 

 

The lack of informed consent occurs while the researchers are not providing enough 

information about the study to the population to make its decision to participate (Bryman & 

Bell, 2011, p.133). This problematic issue has been avoided thanks to the intermediaries’ 

roles in each city in good contact with the people and informing them the extent of this 
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research. Moreover, the questionnaire design is adapted in order to explain in the introduction 

the purpose of the survey and the interest of the population that can actively participate. 

Finally, deception occurs when the researchers are presenting the study in a deviant way, 

distorting its real purpose (Bryman & Bell, 2011, p.136-137). The authors’ intention is 

preventing this phenomenon by explaining the subject and providing information through the 

intermediaries. Moreover a relation of trust is built between the authors, the intermediaries 

and the population: the intermediaries are spreading the researchers’ message thanks to their 

good contacts with the people and the people trust the intermediaries that are in charge of the 

development in their country. 

 

3.9 Literature Selection and Critique of the Literature 

 

The authors have been inspired in the choice of the thesis topic while reading the book of 

Prahalad The fortune at the bottom of the pyramid. This book has played an important role in 

guiding the reflection in a progressive and logical aspect. The main sources of knowledge for 

this research are Business Source Premier and Emerald Fulltext provided through Umea 

University database. Google scholar and Google have also been useful to find other articles 

that were not referenced in the university’s database. Key words as “4Ps, 4As, sustainable 

business, poverty, BOP market, marketing mix strategy” have been used to complete the 

approach of the researchers. Through gathering knowledge, it has been clear for the authors 

that the C.K. Prahalad’s4As and the traditional 4Ps theories were the principal issues that 

needed further researches. The books in Umea University library have been consulted 

carefully and provided more insight on methodological, ethical, data analysis aspects. This 

gathering method has been useful for the authors to find different sources giving access to 

richer knowledge and enabling to adopt an objective view of the topic. At first, as the BOP 

topic is new and has been researched by few people, there was a fear of finding books or 

articles relating the same information or written by the same person. Although the subject has 

been treated by several authors, the approach that consisted in linking the traditional 4Ps and 

the 4As incited the researchers to broaden their vision.  

4. EMPIRICAL FINDINGS AND ANALYSIS 

This chapter will contain the analysis of the primary data and will lead to the wording of 

findings. To better situate the study, this part will include a description of the demographics 

of the sample. The authors will also dedicate one part to the study of the measurement in 

order to make be sure of the quality of the questions forms, data and findings linked. For the 

sake of convenience the authors decided to only present the most important charts and tables 

in the thesis’ body. The rest of the charts and tables are available in the appendix. In the sub-

part called “significant findings” the authors classified the information in four categories 

called “Product and Acceptability”, “Price and Affordability”, “Promotion and Awareness” 

and “Place and Availability”.  
 

4.1 Respondents demographics 
 

The sample is composed of 64 respondents, coming from three different countries: 2 Guinean 

(3.1%), 43 from Republic of Congo (67.2%) and 19 from Democratic Republic of Congo 

(29.7%). The authors have met non-response issues for the questions 10 to 15 containing 
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Likert scales, they deliberately chose to discard these 8 respondents in order to keep reliable 

results. The repartition according to the gender is balanced with 50% of female and 50% male 

respondents. Among the 64 respondents, 2 people are less than 20 years old, 17 are between 

20 and 30 years old, 8 between 41 and 50, 8 between 51 and 60 and the majority is between 

31 and 40 years old.(Appendix 1). All the respondents come from urban areas. According to 

what has been said in the literature review, this geographical localization is a crucial element 

to explain some results. 

 

Referring to this crosstable, we can notice that even if the biggest proportions of both genders 

are aged between 31 to 40 years old, more young women than young men have answered to 

this questionnaire. 

 

Table 3: Cross tabulation of respondents’ ages and respondent’s gender (Appendix 1) 

 

Age * Gender Crosstabulation 
Count 

 Gender Total 

Male Female 

Age 

less than 20 2 0 2 

20 to 30 3 14 17 

31 to 40 16 13 29 

41 to 50 5 3 8 

51 to 60 6 2 8 

Total 32 32 64 

 

 

4.2 Quality of measurement 

 

Accordingly to the descriptive nature of the study, the factor analysis part will not contain the 

traditional Chi-square significance or Cronbach’s alpha. This part will mainly discuss about 

the tools and techniques the researchers used in order to evaluate the consistency of the 

findings.  

 

In this specific case, the authors have chosen a convenience sample, a non-random sampling 

approach which prevents from generating definitive generalization from the findings.  

 

The authors have tested several times their variables, and draw up results according to 

descriptive statistics. The quantitative and descriptive nature of their study has guided them to 

set up cross tabulations and frequencies but also analysis of means through ANOVA and T-

tests.   

 

The authors have employed this technique in order to evaluate the items and scales employed 

in this study. The choice of using only 5 questions with a Likert scale has to be put into 

perspective as the researcher feared to have important non-response rates for these questions 

that can be difficult to understand. Considering the number of respondent who did not answer 

to these questions, they preferred to avoid any risk regarding the quality of the sample. 

The implementation of attitudinal faces has helped the respondents to define the signification 

of the numbers and the writings.  
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The researchers have computed some variables differently according to the type of question: 

For questions 8, 9, 16 and 21 as people can tick more than one answer, a variable for each 

answer has been created. For example for question 8: 8 different variables have been created.  

These types of variables were labeled as nominative and could take the value 0 for “the 

category is not ticked” and 1 for “the category is ticked”. 

 

The descriptive approach of the study enables to draw up a profile of the BOP consumers. 

The four different levels of income are less than $26, between$ 27 and $65, between $66 and 

$100 and between $101 and $139 a week. A significant of the sample is earning less than $26 

(43%) and 78% of the sample is earning from less than $26 to $65 a week. These results are 

interesting in our case as we intend to define the BOP consumer purchasing habits and the 

poorest categories are very representative of this population. 

 

We notice that the results are revealing important correlation fitting with our model and 

describing the 4As characteristics. Generally, the findings correspond to the population 

attributes defined by Prahalad (2009), the correlations are enabling to draw up the 

characteristics. 

 

4.3 Significant findings 
 

Product and Acceptability 

 To the statement “I adapt easily to new products”, the answers are mainly allocated in 

the three categories “Strongly disagree”29,7%, “Disagree”20,3% and “Neutral”32,8%. The 

authors can deduce from this allocation that most respondents cannot adopt themselves to new 

products. It is understandable because this targeted population is mainly made up of illiterate 

and low literate people therefore they do not want to read the instructions on packaging or 

they are reluctant to try new products because they underestimate themselves. The authors 

assume that these people think that they cannot understand how the product works so they 

prefer not to try new products. That leads to say that they find it hard to adapt themselves to 

new products. (See Appendix 1). In this part, the authors can add that among the 10 

questionnaires no exploitable that have been discarded from the analysis, 5 respondents 

declared that they do not know how to read. Thanks to the help of the intermediaries in charge 

of the spread of the questionnaire, these respondents succeeded to understand the questions 

and answered to them. This point reinforces the need for marketers to design instructions on 

packaging that are understandable for everyone. It has been proved that drawings can 

overcome this literacy problem.    

 

 To the question 7 in the questionnaire “What are the 2 principal criteria that enable 

you to judge about the quality of a product?”, the authors decided to depict the result by using 

a simple frequency table. The three main answered group of criterion are “Manipulate & See” 

(24 answers), “See & Smell” (16 answers) and “Friend & See” (13 answers). What strike the 

most is that respondents give priority to the senses of touch, see and smell. This is consistent 

because the topic is about food product but the results are so high that lead the authors to pick 

up the scant. Indeed, subsistence consumers need to really touch the product to test its 

firmness or maturity, to smell the product to make sure it is not moldy (out of date) and to see 

it to trust that they will buy such item and not another one even if it is the same product. This 

result should not be neglected because it shows that subsistence consumers do not use the 

same criterion as consumers in developed countries when they buy food. In developed 
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countries, most consumers trust retailers and companies so when they want a product they 

look the packaging and advertising and decide which product they want. On the contrary, 

subsistence consumers are not used to packaging and advertising and have not experienced a 

long history with the consumption society therefore they want to really feel the food. It means 

that if marketers launch a food product with an opaque packaging, poor will not be able to see 

it, smell it and manipulate it thus it would be likely that they will not buy it. Another result 

deserves to be pointed out is the few answers to “Friend”. The authors expected to see that 

poor are used to talking to their surroundings and friends to make up their mind about which 

product should be bought. The authors will explain more deeply these two last results in the 

next part. (Also available in Appendix 2) 

 

Table 4: Frequency table for the question “What are the 2 principal criteria that enable you to 

judge about the quality of a product?” (Appendix 2) 

 

What are the 2 principal criteria that enable you to judge about the 

quality of a product? 

 Freque

ncy 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Friend/Manipulate 5 7,8 7,8 7,8 

Friend/See 13 20,3 20,3 28,1 

Friend/Others 4 6,3 6,3 34,4 

Manipulate/See 24 37,5 37,5 71,9 

See/Smell 16 25,0 25,0 96,9 

See/Others 2 3,1 3,1 100,0 

Total 64 100,0 100,0  

 

 A crosstabulation between question 7 and question 23 is assessing the perception  

difference about the product’s quality according the gender (Appendix 5). We can notice that 

there is a difference between male and female perceptions, as an important part of the male 

ticked the category Friend/See (11 times) and Manipulate/See and 10 times whereas the 

female ticked Manipulate/See (13) and See/Smell (11). The marketers need further research as 

the generalizability of the result is limited, however they can use this descriptive assumption 

in order to help while designing products for a specific gender. 

 

 A cross tabulation of the variable “I adapt easily to new product” and “Seller gives me 

information about the product and how to use it” has been created. 23 respondents out of 32 

who cannot adapt themselves easily to new products do not see the seller capacity to inform 

them as an important criterion to choose a seller. As strange as it may seems the relation does 

not exist between the capacity of the seller to help consumers and the consumers who have 

difficulty in using new products. The authors are astonished by this result. However the fact 

that these consumers do not rely on the seller can still be explained by assuming that these 

consumers prefer to ask the help of their friends and surroundings to get used to a new 

products (rather than to the seller’s information). (see Appendix 3) 

The frequency calculated for question 17 “Do you usually read the information written on the 

packaging?” and the cross-table between question 17 and 13“I look at what the others are 

buying to make my choice” is displaying that 81.3% of people surveyed are usually reading 
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the information on the packaging (Appendix 4) and that a big proportion of those who are 

interested by the information (31) are not paying attention at what the others are purchasing. 

 

We notice that there is no correlation in this specific situation as in both cases; the 

respondents are not paying attention to the others in order to make their choice. (Appendix 4). 

We could have thought that on the contrary those who are not reading the information would 

have paid more attention to the others and by mimicry purchase the same products. But it is 

not the case here, 10 people of the 12 who are not reading information on the packaging are 

not following the choices of the others. 

 

 In this section, we also need to take into consideration questions 7, 9, 23, 13 and 17 

representing the type of food products, the packaging and the environment influence. We can 

observe that the products that are the most ticked are Meat, eggs and fish and Cereals, bread 

and dry vegetables (respectively 55 and 50 times ticked).  This information has to be put into 

perspective as it can guide the researcher towards a certain alimentary habit; however it needs 

to be supported by further research and especially interviews about the alimentary preferences 

and habits in these regions (Appendix 3). 

 

 The authors can add anecdotal information in this part dedicates to “Product and 

Acceptability”. In the questionnaire, the question 22 which asks to respondents “What type of 

food product you would like to buy but it is not currently on the market?”. The authors 

deliberately asked this question to get an insight about people food preferences. This question 

was designed without suggested answers but encouraged the respondents to write what he/she 

wanted. The main goal was to discover idea that western marketers cannot find by 

themselves. It worked because the authors found some unexpected answers such as: turtles, 

shrimps, pork chop, rib roast and special breads. These results are surprising and give some 

indications about unmet need in the food sector. These results need to be consolidated with an 

in-depth analysis of food habits in these three countries in order to make concrete marketing 

suggestions.  

Price and Affordability 

 In this bar chart below, we can see the respondents’ answers to the question “what are  

the3 criteria that are the most important when you buy a food product?”. The two most ticked 

answers are “Quality” and “Price”. It proves that subsistence consumers are looking for 

affordable product but they are not willing to sacrifice the quality. These two criteria “Quality 

and Price” seem to be the main concern of these consumers. This finding supports most of the 

previous studies’ findings and even C.K. Prahalad’s statements. Although these people are 

poor they still focus on a price/quality performance because they cannot afford to waste their 

money on mediocre quality products that quickly get broken and that directly increase the 

number of purchase for the same product. The third most answered criterion is “Taste” which 

is understandable given that the study is focusing on food product. Even if the subject is food 

product, respondents’ answers show that “Taste” is not as important as “Quality & Price”. 

This result goes against the tide because in developed countries some consumers are willing 

to give priority to “Taste” criteria when it comes to food because the desire to savor food 

exceeds the price constraint. For this reason, BOP consumers deserve to be more studied.  

The fourth criteria is “Brands”, the fifth is “Seller’s reputation”, the sixth is “Proximity”. This 

ranking shows that subsistence consumers seem to care about brands, take into account the 

seller and favor food products that are  close to them or at least in their thereabouts. The two 

least ticked criteria are “Popularity of the product” and “Others”. So poor do not seem to be 
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affected by fashionable food products or acclaimed food products. They prefer to rely on 

more concrete criteria such as “price and quality” than “popularity” even if sometimes “good 

quality” leads to get a “high popularity”. In “others” the main answer was “expiration date”.  

However the authors acknowledge these results need to be consolidated because the trends are 

not enough deep to assert all of them. 

An analysis has been conducted in order to know if the perception of men and women differ 

while considering the 3 most important criteria influencing them in their decision to purchase 

a food product (Appendix 8). From all the tables, the genders tend to agree on the importance 

level of the criteria except for the taste criteria. The women tend to care more about this factor 

that is influencing their purchase decisions (20 among 32 women). 

 

Moreover while considering the mean of people who ticked the Price category; people living 

with less than 26$ per week have ticked it twice more often (mean of 0.9) than the people 

living with $101 to $139 a week (mean of 0.5). It means that the price is one of the most 

determinant factors that influence the choice of the BOP consumer. (Also available in 

Appendix 4) 

 

 

 

Graph 1: Histogram of the criteria used by customers to make food purchase decision 

(Appendix 4) 

 

 To the statement “I am willing to buy expensive products by gathering my money with 

my neighbors”, 40 answers out of 64 belong to the category “Strongly disagree”. It reveals 

that respondents are not willing to gather their money to buy product that cannot afford alone. 

When it comes to food product, it is sound that most of the products are not as expensive 

therefore people do not feel the need to implement a financial solidarity to buy in groups. 

However, the authors expected to see a more balanced allocation which would have meant 

that some respondents gather money or are ready to do it. Indeed in BOP markets, solidarity, 

discussion meeting, mutual aids are values and practices more present than in developed 

countries. Therefore it would not have been unsound to see that such solidarity is embodied in 

purchase community. (See Appendix 6) 
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The frequency of the question 20 is providing more insight about the attitude regarding credit. 

The table is showing that the majority of the population described is not buying on credit 

(87%) (Appendix 6). Furthermore crosstabulation between question 20 “do you buy on credit 

sometimes?” and 21.1 “the possibility to get credit from the owner” is not influencing them in 

a customer/seller relationship (Appendix 6). The Chi-square test results with a significance of 

0.000 so we can reject the null hypothesis (there is no relationship). While considering a cross 

tabulation between question 15 “I am willing to buy expensive products by gathering my 

money with my neighbors” and 20 “do you buy on credit sometimes?”, the idea of gathering 

money with their neighbors or their community is rejected and most of the people who are not 

taking credit strongly disagree with this idea (Appendix 7).  

 

Promotion and Awareness 

 The question 16 refers to the way BOP consumers inform themselves about the 

products. From the following table we can observe that Television advertisement has been 

ticked the most often, then Discussion with friends and Word of mouth. Our intention was to 

evaluate if the BOP consumers tend to be affected more by advertisements or by people. It is 

understandable that television comes first because the survey took place in urban areas where 

it is easier for people to access to TV waves and electricity than in rural areas. Besides, it has 

been noticed that television was one of the first non-basic product that poor buy because it is a 

means to discover new things, spend time watching entertaining, forget their poor conditions 

and get a higher status. This last point has been explained in the Maslow’s pyramid part. 

 

By regrouping the categories Word of mouth and Discussion with friends who have relatively 

close meaning, trust in people and this specific ways to get informed are preferred by the 

population. (Also available in Appendix 7) 

 

 

 
 

Graph 2: Histogram of media channels used by BOP consumers (Appendix 7) 

 The authors made a cross tabulation between the “place where subsistence consumers 

buy their food” and the media channel “word of mouth”. The authors expected to see a 

correlation between the place where subsistence consumers buy their food and the media 

channel by which they inform themselves. It means to discover a high link between “open 

market” and “word of mouth”. Yet the authors notice that there is no such link between the 

place and media channel. It goes against the common idea that in BOP “open markets” are 
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places where people go to discuss, shop around and inform themselves. The authors admit 

that such finding is unusual and require to be consolidated with a new in-depth study. It seems 

that the sparse responses (only 64 respondents) are not representative of the overall 

population. (see the appendix8) 

 BOP perception of brands:  

To the statement “Brands are important for me”, respondents do not share the same opinion 

and the allocation of answers is almost balanced. Cumulative percent shows that “Agree” and 

“Strongly agree” categories represent 40,6% of answers on the other hand “Disagree” and 

“Strongly disagree” represent 31,3%. “Neutral” opinion represents 28,1%. There is a slight 

preponderance of respondents who care about brands but it goes without saying these results 

are not sufficient to draw an indisputable conclusion. (see the appendix 9) 

 

On the contrary, to the statement “I am loyal to a brand”, almost all the respondents agree that 

they are not loyal to a brand. Indeed, the cumulative percent shows that 60,9% of answers are 

either in “Strongly disagree” or “Disagree”. The cumulative percent amounts to 84,4% if we 

add the three categories (strongly disagree, disagree and neutral). One comment imposes itself 

is that respondents do not feel a bond or strong loyalty toward brands. The authors assume 

that poor cannot afford to be loyal, they only want to satisfy their basic needs of food and tend 

to give priority to price and quality whatever the brand. (see the appendix 10) 

 

To the statement “The nationality of the brand influences my choice”, the allocation of answer 

is: “Strongly disagree” 42,2%; “Disagree” 4,7%; “Neutral” 29,7%; “Agree” 14,1% and 

“Strongly disagree” 9,4%. It means that most of the respondents do not focus on the 

nationality of the brand because there is a clear prominence of “Strongly disagree” and 

“Neutral” answers in this Liker scale. However the authors are careful about this result 

because brand nationality is often a tricky phenomenon. Therefore further researches need to 

be done to make sure that in food BOP markets in Congo, subsistence consumers are not 

interested in brand nationality (see the appendix 11).  

 

To obtain an overall idea of respondents’ perception about brands, the authors computed the 

three statements about brands “brands are important for me”, “loyalty toward brands” and 

“influence of brands’ nationality”. Then the result was divided by three and lead to the 

creation of a new variable that represents the global perception of respondents about brands. 

The result is clear. Respondents are not interested in brands because the cumulative percent of 

“Strongly disagree” and “Disagree” reach 51,6%. If we add the category “Neutral” the 

cumulative percent is close to 83%. Thus the brand influence is not prominence in subsistence 

consumers’ choice about food products. (see the appendix 12) 

 

 In the questionnaire, the authors let deliberately an answer named “other” where the 

respondent can write its own answer. The authors found that some respondents take into 

account other criteria than those suggested to make their purchase decision. We noticed that 6 

respondents look at the expiration date, 3 look at the ingredients and 2 make up their mind in 

the open market when they hear some daily discounts. The authors can only infer that such 

criteria need to be further studied and maybe integrated to the next marketing communication 

strategy because some consumers seem to be interested.  

Place and Availability 

 The following table reveals that the majority of the sample is purchasing food more 

than 3 times a week (33 people). Thus people who are purchasing more than three times a 
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week tend to purchase in small quantities. We have noticed that the sample is more 

representative of the weakest level of revenues (less than $26 to $65 a week), so to a greater 

extent the wealthier people get, the fewer times they are purchasing food per week but in 

bigger quantities. (Also available in appendix 13) 

 

 

Table 5: Crosstabulation between the frequency of food purchase per week and the 

quantities purchased (Appendix 13) 

 

How many times do you purchase food per week? * Do you generally purchase your 

food in big quantities? Crosstabulation 
Count 

 Do you generally purchase 

your food in big quantities? 

Total 

Yes No 

How many times do 

you purchase food per 

week? 

Once to twice a week 9 2 11 

3 to 5 times a week 13 13 26 

more than 6 times a 

week 
7 20 27 

Total 29 35 64 

    

 

 

 The author made once again a cross tabulation between the question 2 and 5 which 

means that we intend to see if there is a link between the “number of times these consumers 

purchase food per week“ and “if these consumers tend to buy mostly fresh or preserved food”. 

The result is meaningful because the more people buy fresh food, the more often they 

purchase food per week. This is a logical link given that in such countries the equipment to 

preserve fresh food are rare and the overall infrastructures are in poor quality. So the poorer 

you are, the less you can afford to have a refrigerator (or equivalent equipment) to preserve 

the fresh food. (Also available in Appendix 14) 

 

Table 6: Crosstabulation between the frequency of food purchase per week and the type 

of food purchased (Appendix 14) 

How many times do you purchase food per week? * Do you principally purchase 

fresh or preserved products? Crosstabulation 
Count 

 Do you principally purchase 

fresh or preserved products? 

Total 

I principally 

buy fresh 

products 

I principally 

buy 

preserved 

products 

How many times do 

you purchase food per 

week? 

Once to twice a week 0 11 11 

3 to 5 times a week 11 15 26 

more than 6 times a 

week 
16 11 27 

Total 27 37 64 
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 The frequency table of the question 19 “Where do you principally buy your food?” 

indicates that 84,4% of respondents buy their food in open markets. The authors can infer 

from this result that subsistence consumers go to open markets because it is the closest and 

above all the only place where they can go. Supermarkets are not as numerous as in 

developed countries. Besides the majority of markets are open markets because infrastructures 

are not good enough to build supermarkets (electricity shortage etcetera) and because people 

are not rich enough to buy considerable quantities to enable the supermarket to break even. 

There are many others possible reasons why the majority of respondents go to “open markets” 

such as: it is the place to talk, to hear the word of mouth, to nurture a relationship with a 

seller, to find affordable products, to exchange with their peers. Besides, the gender allocation 

reveals that male and female prefer in the same way the open markets. Indeed, 27 male out of 

32 and 27 female out of 32 chose the answer “open market”. It tends to support the argument 

that “open market” is the most available place to buy food (see appendix 15 and 16). 

 

 The authors can add that among the free answer (which means the category “other” 

where the respondent can write its own answer), 3 mentioned that they preserve their food in 

their pot. There are not enough respondents who wrote such means of preserving. However it 

reveals that some subsistence consumers do not own any specific equipment to preserve their 

food and for that reason it reinforces the necessity for marketers to design a food product 

whose qualities are not threatened in hostile environment such as wet air. 
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4.4 BOP Consumer profile for food products 

 

Based on the most significant empirical findings, the authors are now able to draw a type 

profile.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

BOP consumer profile  

for food products 
(relevant for Republic of Congo and Democratic Republic of Congo) 

 

Demography:  

Age [20;40] 

No information from our survey about the allocation of genders but prior 

researches report that women are often in charge of food purchases. 
 

Purchase decision: 

Main criteria which influence the purchase decision: price, quality, taste. 

Women tend to focus more on taste than men. 

Price sensitive but they are not willing to sacrifice the quality. 

Main criteria to assess the quality of a food product: priority to the senses of 

touch, see and smell. 

They do not look for flexibility of payment: either credit or gathering money 

with their neighbors. 

They are reluctant to adopt new product. 
 

Media channels and place to buy: 

Media channels favored: television, word of mouth and discussion with friends. 

Not really affected by others’ behaviors and brands. 

Consumers usually read information written on packaging. 

They buy food in open markets. 

The poorest customers are used to purchase food more often than wealthier 

BOP segments do per week. 
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5. FURTHER FINDINGS AND DISCUSSION 
 

This chapter will discuss the findings obtained from the primary data in the previous part. 

The main findings and concepts will be analyzed and compared to what the literature says. In 

doing so, the authors will be able to assess their hypotheses and model. The authors 

considered it would be relevant to analyze findings and organize them according to their 

belonging to the marketing-mix. Here after the authors’ reasoning is presented according to 

the categories: affordability, awareness, acceptability and availability. 

 

5.1 Compliance of the results with the literature review 

 

AFFORDABILITY 

 

It has been proved that BOP consumers really focus on price to make their purchase decision. 

This finding confirms all the researches done in the field of BOP. Viswanathan (2007) even 

explained that consumers (in developed countries) often see time saving and effort as valuable 

as the product in itself. Thus they may be willing to buy expensive product only to save time 

whereas similar cheaper products are available. On the contrary low-income people (in 

developing countries) cannot afford to think beyond the price because they do not have 

enough financial resource to favor time instead of price. 

 

The findings deduced from the questionnaires show that BOP consumers tend to buy food 

several times a week. In general in developed countries, households buy in one time all the 

food they need for the week because they decision relies on the criteria: price, quality but also 

time dedicated to buy. So they are not willing to spend much time only to buy products 

because they see it as a waste of time. On the contrary, BOP consumers mostly care about the 

price/quality performance and are willing to spend hours to find the appropriate product. 

C.K.Prahalad added that BOP consumers buy food several times a week because they do not 

have enough money to buy in big quantities. So products packaged in small quantities are 

really acclaimed by these consumers because it fits with their irregular and low-income.  

However in our survey there is not blatant result supporting the idea that BOP consumers buy 

in small quantities. Therefore the authors cannot accept Prahalad’s explanation about the 

small packaging. Nevertheless the authors can rely on the explanation delivered by 

Chikweche et al. (2012). These authors mentioned that high uncertainty about delivery and 

product shortages press consumers to buy products when they are available either in big or 

small quantities. It can be inferred that if the delivery uncertainty is reduced in this BOP 

markets so consumers will be then interested in buying in small quantities. 

 

Respondents are almost all unanimous in saying that they do not pay in credit and 

consequently the seller’s capacity to accept credit payment is not important for them. We 

could have though that low-income people would acclaim credit because it is a flexible 

payment that may fit with their irregular income and uncertainty. When the authors wrote this 

question they had in mind a type of credit designed for poor as microcredit agencies use. It 

was obvious that traditional banks would not accept to lend money for low-income people and 

for consumer credit purposes. But the authors think that respondents were not aware of the 

microcredit agencies opportunity and link the credit to traditional banks. If they had such 

reasoning so it is understandable that they answered that credit was not important for them. 

Two main reasons explain this last assertion: one deal with the reluctance of banks to lend to 

poor people, the other is the complexity of banks’ procedures that every lender must go 
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through when they lend money. Besides, respondents are not willing to put together their 

money to buy expensive products that could not afford alone. The authors deduce that BOP 

consumers in Democratic Republic of Congo and Republic of Congo do not contemplate 

backing on others to do their food purchases.  

 

AWARENESS 

 

As observed in the respondents’ answers, BOP consumers inform themselves by relying on 

various media channels. Word of mouth, discussion with friends and television are the most 

quoted in the questionnaires collected. This finding meshes with what have been found in the 

literature. Indeed, Anderson and Biliou (2007) explained that conventional media channels 

are not as effective in BOP countries than in developed countries. 

 

Regarding the BOP consumers’ perception about brands it has been showed that they are not 

very interested in brands. Consequently they are not very loyal and not sensitive to brands’ 

nationality. This finding does not confirm the assertion made by C.K. Prahalad (2004) 

according to which low income consumers are interested in brands and the status conveyed by 

brands. However, brand criterion is quoted as the third, fourth or fifth rank. These ranks are 

not the lowest one. It can be explained thanks to the findings of D’Andrea et al. (2004, p.6). 

These researchers mentioned that brands are not always seen as status sign but rather as 

quality sign. BOP consumers who are not familiar with the reading use an alternative 

mechanism to judge the quality of a product. They associate famous brands logos with 

quality. Given that BOP consumers really care about quality it is a means for them to assess 

every product without reading information on packaging (Pitta et al., 2008).  

 

ACCEPTABILITY 

 

The authors noticed that most of the respondents do no look at other to make up their mind 

about which product to purchase. Even the BOP consumers who do not read information on 

packaging do not stick their purchase behaviors on others more knowledgeable consumers. 

This finding does not concord with the ideas of Viswanathan et al. (2008). The authors can try 

to explain this result by saying that BOP consumers prefer to discuss and use word of mouth 

rather than simply imitate other behaviors. 

 

The low capacity of BOP consumers to adapt themselves to new products reinforces the 

necessity for marketers to take some precautions when they launch a product or service. 

Among these precautions they should: design user-friendly product, promote the use of the 

product with campaign on village, use drawings instead of writing instruction on packaging 

and encourage people to try the product in the store before buying it. The majority of answers 

which express a low capacity of adaptability confirm C.K. Prahalad’s findings presented in 

his book (2004). 

 

There is a slight difference between genders about the criteria used to determine the purchase. 

This result requires an in-depth survey to support this findings but it seems that male use more 

the criteria (Manipulate, See and Friend) whereas women use more the criteria (See, Smell 

and Manipulate). In the literature review, Chikweche et al. (2012) explained that in general 

women in family are in charge of the food purchase. Consequently, marketers should better 

design their actions according to the female expectations. The authors can add that women 

respondents give more priority to taste to judge the quality of a product than men. Even if it is 
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a slight difference it can be explained because women are in charge of the cooking in BOP 

family. 

 

Regarding the criteria on which BOP consumers relied to decide about food purchases, it has 

been showed that most of these consumers favor the senses “see, smell and manipulate”. As 

said in the previous part, these consumers need to feel the product otherwise they are reluctant 

to buy it. This behavior can be caused by many phenomena. However the authors assume that 

two reasons are more relevant: the fear of being deceived with an opaque packaging and the 

lack of trust toward consumption society. The first reason means that marketers should design 

a product and packaging which enable consumers to see, smell and manipulate it. The second 

reason means that BOP consumers are not used to do shopping in stores and to experience 

many advertising during all the day. In others words they have a very short relation with the 

consumption society. In developed countries, consumers trust packaging because they know 

that there is no trick inside about the product so they do not need to see, smell or even 

manipulate the product. It means that if marketers launch a food product with an opaque 

packaging, poor will not be able to see it, smell it and manipulate it. Thus it would be likely 

that BOP consumers will not buy it. 

 

AVAILIBITY 

 

The questionnaires’ results reveal that price and quality come first in BOP consumer purchase 

decision. The next criteria are taste, seller’s reputation and brands. Thus the criteria proximity 

is relegated to the fifth or sixth or even lower rank. It means that BOP consumers are prone to 

spend hours walking and searching to buy the product they really want.  

 

BOP respondents share almost the same opinion about the place where they make their food 

purchase. Indeed, they go to open markets. It has been said that open markets seem to be the 

most convenient place to purchase cheap products and to meet peers. This finding reinforces 

the fact that western companies should absolutely not rely on conventional delivery channels 

and supermarkets logistics otherwise they will discard the poorest of the poor.  

 

As it has been said the respondents who often buy food a week are the same who buy in small 

quantity. This tends to support that sachet and other low quantities packaging fit the low-

income need. However, the result is not enough clear to make this assertion. Chikweche et al. 

(2012) explained that sometimes BOP consumers buy in big quantities because they forecast a 

shortage or because the inflation is low. In this study the authors do not have enough 

information to determine if small quantities or instability (such as inflation or shortage 

delivery) can explain the results of this survey. Therefore before designing a product, 

marketers should study the quality of the delivery channels, the level of uncertainty and 

consumers habits to find out if small packaging would meet BOP’s needs. The authors do not 

want to make a value judgment but it seem sound to think that such instability is more 

common in African countries than in Asian countries where the regulation is better controlled 

by the political power. It is linked to what C.K. Prahalad (2004) said in its book about the 

“transaction governance capacity” (part 2.4.1 of this thesis) and the economic stability related 

to it. 

 

Least but not last, the extract from the World Bank development indicators show that in both 

countries the infrastructures (roads, electricity subscription etcetera) are in poor quality. 

Therefore the poor cannot rely on equipment to preserve their food either because there are 

power cuts or because they cannot afford it. A significant portion of respondent buys fresh 
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food for such reasons. Once again this finding tallies with Anderson and Biliou’s (2007) 

ideas. 

 

5.2 Establishment of a model from the empirical findings 

Regression analysis: 

We have noticed previously that the majority of respondents have chosen “Price” as one of 

the most important criterion influencing their purchase decision. Our approach is to find the 

different factors influencing this type of answer, by creating a model which will explain the 

choice of the sample (Appendix 17). We designed the following equation: 

Var8.1= β₀Var8.7+β₁Var9.4+β₂Var21.3 +β₃Var9.2 +β4Var16.4 

 

Price= β₀(Proximity)+β₁(Meat eggs and fish)+β₂(Good consideration of the seller towards 

me) +β₃(Bread, cereals, potatoes and dry vegetables) +β4(Discussion with my friends)  

  

Our hypotheses are: 

H0: The coefficients are all equal to 0  β₀= β1= β2= β3=β4= 0 

H1: At least one is different from 0 

 

According to Appendix, the significance level for each coefficient is 0 so we can reject H0. 

Moreover R²=0.58 consequently, the relation explains 58% of the choice of the population 

sample. To conclude, the respondents’ choice of considering the price as an important factor 

depends on the proximity of the purchase place, the type of products, the good consideration 

of the seller and the discussions with their friends. 

 

This model is reliable as the equation is describing 58% of the Price criteria perception. The 

descriptive nature of the research and the small sample size is an obstacle to generalization 

and in-depth interpretations however this model can be used and retested thanks to more 

elaborated studies. Thus, further research can be conducted to enhance the relationship or find 

a new model. 

 

We have tried to design models for the 2 others criteria: Quality and Taste, but the results 

were fruitless (the model for quality was explaining only 31% of the choice for instance). 

 

Correlation: 

A correlation table has been designed in order to know whether the different answers ticked in 

question 8 were correlated and thus know if the people who have ticked Price for instance 

have also ticked Quality or another factor (Appendix 9). Noticeable negative correlations can 

be distinguished: Price and Proximity, Price and Brands, Seller’s reputation and Taste, Taste 

and Others. To translate these results, the more the Price criteria has been ticked, the less 

Proximity and Brands have been important and chosen by the population and vice versa. The 

more Seller’s reputation has been chosen as an important criteria, the less Taste and Others 

have been chosen too. 

 

T-tests and comparative means: 

 

On the following graph, we can notice that the price is the main criteria on which female and 

male respondents disagree about its level of prominence. Both genders consider this factor as 
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determinant but not at the same level: men have ticked this category more often than the 

women (the mean for men is 0,90 compared to 0,70 for women) (Appendix 11). 

 

 

 
 

Graph 3: The mean of ticking price criterion according to gender (Appendix 11) 

 

The independent T-test is confirming the results as the mean is 0.906 for male respondents 

and 0.718 for female respondents. Moreover the standard deviation is lower for men than for 

women meaning that the overall answers are at a shorter distance from the mean for men than 

for women. We can conclude that the men have the tendency to have the same opinion about 

the importance level of this criterion whereas women answers are more scattered among the 

mean so they don’t have the same perceptions. 

 

Table 7: T-test representing the standard deviation of price criterion 

 

Group Statistics 

 Gender N Mean Std. Deviation Std. Error Mean 

Price 
Male 32 ,9063 ,29614 ,05235 

Female 32 ,7188 ,45680 ,08075 

 

 

The following analyses are referring to Seller’s reputation and Brands criteria: 

 

Agreement on two other criteria is relevant in this section: both genders have ticked 

respectively the same amount of time Seller’s reputation and Brands. The means for ticking 

Seller’s reputation are 0,185 for women and 0, 22 for men. Concerning Brands, the means are 

0.155 for men and 0.19 for women. 
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Graph 4: The mean of ticking brands and seller’s reputation criteria according to gender  

 

Table 8: T-test representing the standard deviation of seller’s reputation criterion 

 

Group Statistics 

 Gender N Mean Std. Deviation Std. Error Mean 

Seller´s reputation 
Male 32 ,1563 ,36890 ,06521 

Female 32 ,1875 ,39656 ,07010 

 

Table 9: T-test representing the standard deviation of brands criterion 

 

Group Statistics 

 Gender N Mean Std. Deviation Std. Error Mean 

Brands 
Male 32 ,2188 ,42001 ,07425 

Female 32 ,1875 ,39656 ,07010 

 

 

The T-tests are consistent to the previous findings as they are displaying similar means for 

“Seller’s reputation” and “Brands” criteria among male and female respondents. The standard 

deviations are close to each other and at a short distance from the mean for both genders so 

we can conclude that women have the same perceptions about the importance of these 

categories and the same results are inferred for men. 

 

The following graph is displaying the perception of the importance level of the “Taste” factor 

according to the gender. 

 

We can observe that the prominence of the Taste criterion is higher rated by women (0,63) 

compared to the men rating (0,43). Moreover the T-test table is showing a mean equal to 

0.437 for men and 0.625 for female and high standard deviation figures meaning that men and 

women’s answers are scattered so their perceptions are differing from each other. So no 

profile for men and women BOP consumers can be drawn.  
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Graph 5: The mean of ticking taste criterion according to gender  

 

 

Table 10: T-test representing the standard deviation of taste criterion 

Group Statistics 

 Gender N Mean Std. Deviation Std. Error Mean 

Taste 
Male 32 ,4375 ,50402 ,08910 

Female 32 ,6250 ,49187 ,08695 

 

 

 

In order to define a representative profile of BOP consumers, the use of ANOVA test between 

level of income and the criteria that are influencing the purchase decisions will provide more 

information (Appendix 12). 

 

The graphs showing that the price criterion has been ticked twice more often for people living 

with less than 26$ per week than for people between $101 and $139 a week. The first two 

categories have a mean between 0.78 and 0.90 whereas the last one is equal to 0.45.  

 

 

 
 

Graph 6: The mean of ticking price and taste criteria according to level of income 

(Appendix 18) 
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Several results can be drawn up by analyzing the type of products respondent usually 

purchase according to their level of income (Appendix 18). 

 

 

 
 

Graph 7: The mean of ticking a type of product according to level of income 

 

 

What strikes the most is that the poorest population is buying more often meat, eggs and fish 

products, and as the level of income gets higher, fewer people are buying these types of 

products. We can thus observe that there is a relationship between these variables, so a profile 

can be carried out for the food product preferences according to the level of income. 

 

On the other hand wealthiest population category is buying more often fruits and vegetables 

than the population that earns $26 a week.  They ticked this category almost twice as much as 

the poorest category of the sample.  However the authors are skeptical about the respondents’ 

answers. Indeed the answers go against the common idea of low-income’s food purchase. In 

general meat is more expensive than fruits and therefore low-income consumers cannot afford 

to buy meat. The authors think that the findings about food purchase need to be studied with 

another in-depth survey to confirm or reject them. 

 

5.3 Tests of the hypotheses formulated by the authors 

 

The review of literature enables the authors to find a marketing-mix framework named the 

4As and designed by the researchers Jadgish N. Shethand Shah (2003) and then deepened by 

C.K Prahalad (2009). The 4As represents the necessary changes to the traditional marketing-

mix in order to meet the subsistence consumers’ demand. These changes affect the price, the 

product, the place and the promotion. The information pointed out in the literature review 

support the change from the 4Ps to the 4As. Indeed, in the literature review the reasons 

appealed to require this change are numerous. Among them the consumers’ purchase decision 

differs from those used in western society, environmental constraints influence the BOP 

consumers’ needs and the consumers’ profile differs from those in western countries. Once 

aware of this change, the authors’ aim was to find out if the 4As model was appropriate 

within all BOP markets. It is important to recall that BOP markets are not homogenous 

therefore tests need to be carried on to make sure 4As marketing-mix is suitable for all of 

them. In our case the authors wanted to test the 4As in the Democratic Republic of the Congo, 

the Republic of the Congo and Guinea. As the sample from Guinea is not enough important to 
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test the hypotheses, the test of the hypotheses only works for the Democratic Republic of the 

Congo and for the Republic of the Congo 

 

Based on the empirical findings the authors are now able to accept or reject the hypotheses.  

 

Hypothesis H1: The concept of Acceptability is better appropriate than Product 

to meet the BOP market’s needs. 

The empirical findings show that respondents care about the criterion “taste” when it comes to 

make up their mind about which product to purchase. This point reinforces the need to design 

food product according to the local habits and preferences. This information is not sufficient 

to accept the hypothesis because even in developed countries consumers also give priority to 

tastes that meet their expectations. Nevertheless, another BOP consumers’ characteristic 

diverts from what happens in western countries. Indeed in the empirical findings it has been 

detected that the respondents tend to focus more on their relation with the seller than the level 

commonly agreed in western countries. Most of the consumers from a developed country go 

to a supermarket like Carrefour or Wall Mart not to talk with the cashier. They go there only 

to choose a product and buy it. On the contrary, BOP consumers appreciate to talk with the 

seller about which product is tasty today, which one is better, to negotiate about the price or 

even to barter. It would be surprising that a western consumer tries to negotiate with the 

cashier in Wall Mart. Marketers need to consider and anticipate all these elements when they 

establish their strategy. When the concept of “Product” was created, the creator had not in 

mind such elements because he started his reasoning from western preconception. On the 

contrary the notion of Acceptability encompasses such elements. Moreover the empirical 

findings tally with the work of C.K Prahalad (2004), Viswanathan(2008) and Chikwecheet al. 

(2012). These three researchers are advocate of the 4As framework. In view of all the points 

underlined above the authors can safely accept the hypothesis 1. Indeed, it is now obvious that 

Acceptability encompasses more variables than Product and for that reason it should be 

preferred by marketers to analyze BOP markets.   

 

Hypothesis H2: The concept of Affordability is better appropriate than Price to 

meet the BOP market’s needs. 

The empirical findings show that respondents are looking for cheap products but they are not 

willing to yield on quality. This point is the main constraints that discard the Price notion and 

favor the Affordability one. Affordability puts the consumers’ constraints in the core of the 

reasoning and forces marketers to start their strategy from that. Indeed, marketers must not 

start from the western preconception that consumers can afford many things.An unexpected 

result is the reject of credit by the respondents. The authors intended to see that low income 

consumers like to have flexible means of payment because this flexibility fits with their 

irregular income. As discussed earlier this lack of answer for credit is certainly dues to the 

fact that microcredit ideas are not well spread in these countries. The examples of companies 

which offer credit to their customers prove that it is a relevant way to increase the purchasing 

power of the poor and help them to get out the poverty. However if a company wants to 

promote such credit offer in the Republic of Congo or in the Democratic Republic of Congo, 

it needs to really create a favorable context. To do so, the company should explain to the poor 

what is a microcredit, give customized advice and control whether every customer is not 

indebted. What can be concluded is that within the 4A’s framework, the flexibility of payment 

is not a solution expected by the population. Therefore the 4As framework must not be 

uniformly applied in every BOP markets but needs to be adjusted according to subsistence 

consumers’ characteristics. 
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Moreover, the empirical findings mesh with C.K. Prahalad (2004), Chikweche et al. (2012) 

and Viswanathan(2008) findings (except for the Prahalad’s findings about credit). These three 

researchers advocate the notion of Affordability. This point reinforces the authors’ opinion to 

accept the hypothesis 2 which means that the notion of Affordability better fits the BOP 

markets’ characteristics. Indeed the concept of price needs to be broadened. On the contrary, 

the concept of Affordability encompasses new elements which are the price/quality 

performance and the low price.  

 

Hypothesis H3: The concept of Awareness is better appropriate than Promotion 

to meet the BOP market’s needs. 

From the empirical findings, the authors noticed that BOP consumers go to open markets, use 

mainly word of mouth, discussion with friends and television advertisements. These 

consumers also are not very interested in brands and some of them focus more on their 

relation with the seller. It has been also detected that most of the respondents do not adapt 

easily to new product. Lastly, respondents give priority to their senses (touch, see, smell). It is 

likely that a western reader does not recognize his/her consumption habits in the description 

made above. For that reason, the awareness concept needs to be favored by marketers. As 

described in the literature review, awareness takes into account the consumers background 

(what he/she knows, where he/she hears and learns things, how he/she experiences the 

product). Promotion concept starts from the preconception that consumers can read, access to 

specific media channels (such as radio, the internet, billboards) but it is not adapted to BOP 

consumers. Once again, what is taken for granted in developed countries is called into 

question in BOP markets. The awareness concept is designed to make sure that marketers rely 

on their communication on the right axis and not on preconceptions. Besides, the answers 

from the questionnaires fit with the works of D’Andrea et al. (2004) and C.K. Prahalad’s 

(2004). These two researchers are advocate of the 4As framework. Therefore the empirical 

findings are consolidated and the authors can safely accept the hypothesis 3. The notion of 

awareness is broader than the notion of promotion and that is why it is the most appropriate. 

 

Hypothesis H4: The concept of Availability is better appropriate than Place to 

meet the BOP market’s needs. 

It has been showed that respondents go to open markets and most of them go there at least 

three times per week. It goes without saying that open markets do not have air-conditioned 

and are affected by the environment (wind, dust etcetera). Besides, the respondents are prone 

to manipulate products. It is likely that some of them have dirty hands which is a not a 

prejudice because in developed countries the proportion of dirty hands is also high. It has 

been also explained that a significant proportion of consumers buy fresh products. It is 

commonly agreed that in open market, fresh products like fruits do not have any packaging. 

All the previous points lead to conclude that cleanliness of food products and their storage 

conditions are different from those in developed countries. For such reasons, marketers should 

adopt a different logistic and delivery strategy. To be aware of these constraints, the only way 

is to adopt the Availability concept because it forces marketers to contemplate how BOP 

consumers and sellers use the product. Besides, open markets are often small. Their location 

is not the same every times and there are sometimes hardly reachable with trucks. In view of 

these elements, the reader can agree that the traditional concept of “Place” is very limited. In 

view of the empirical findings raised from the questionnaires and their compatibility with the 

works of C.K. Prahalad (2004), Anderson and Biliou (2007) and Chikweche et al. (2012) the 

authors can safely conclude that Availability is a notion that better fits with BOP realities than 

the notion of Place. 
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The authors can now draw the new conceptual framework (Figure 12).  

 

 
 

Figure 12 – The conceptual framework of the 4As marketing-mix. 

 

6. CONCLUSION 

This final part sums up the reasoning accomplished by the authors and presents the main 

findings of this whole research. The authors will also expound the main theoretical and 

managerial implications which follow from the work accomplished. Lastly, a description of 

the limits of the study and suggestions for the future research will be presented.    

 

6.1 General Conclusions 

 

The goal pursued in this study was to get a better understanding of the marketing-mix issues 

when it comes to BOP markets. To do so, the authors investigated the way to set out the price, 

the techniques to communicate, the methods to deliver things and the product in itself. Thanks 

to the literature review several interesting information have been brought to the fore and 

consolidated the study. The body of literature allows the authors to adjust the implementation 

of the empirical research and the design of the questionnaire. The questionnaire framework 

has been created according to marketing-mix issues and target population’s background. The 

primary data have been collected in Republic of Congo, Democratic Republic of Congo and 

Guinea. Once gathered the data have been treated in SPSS and analyzed. That leaded to the 

formulation of the findings and the comparison with what have been already found in 

previous researches. Once done, the authors are now able to answer to the research question. 

 

RQ: To what extent the marketing-mix is influenced by the BOP market in the sector of 

food? 

The BOP market really differs from what can be found in western countries and for that 

reason marketers should be careful when they approach it. The 4As marketing-mix is a 

broader framework than the 4Ps and put the consumers’ needs and constraints into the core of 

the analysis. For that reason it is crucial to use it. This study went through some of the main 
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points of the BOP purchasing decision and showed that what is taken for granted in western 

economies is questioned in BOP ones. The 4As approach enables the marketers to put 

themselves in BOP’s shoes and in doing so to reduce the risk of making biased decisions. The 

food sector is a particular one and for that reason need to be really investigated.  Some of the 

findings presented will enlighten marketers about the specific needs of this population but 

they need to be consolidated with an in-depth analysis of BOP’s cooking habits.  

Food products belong to the category of high frequency purchase because consumers buy 

them regularly and frequently. On the contrary, television is not a frequent purchase because 

once bought the consumer use it for years. This point increases the chances of success for 

companies’ initiatives because they have many opportunities to learn from their customers 

every times they come in the market to buy food. Besides every time a consumer comes to the 

market is a new opportunity to develop customers’ loyalty. These two elements should 

balance all the difficulty raised by BOP markets and encourage western companies to try the 

adventure. 

The authors would like to end this study by quoting a meaningful sentence from the article 

written by Weidner et al. (2010): “Operating successfully in […] the bottom of the pyramid 

requires marketing managers to reinvent themselves and their companies, sometimes 

painfully, but the potential gains for organizations and society at large makes such efforts 

worthwhile.” 

 

6.2 Theoretical Implications 
 

This study focused on the marketing issues in the BOP markets and in doing so it has 

contributed to deepen the understanding of the marketing-mix and of consumers’ habits and 

preferences. The authors have tried to take into account different opinions presented in the 

literature review and add their own. In doing so new elements have been brought to the fore 

that could be used for the future researches. The authors hope that their modest findings will 

contribute to the overall understanding of the promising BOP theory. Besides, this study 

conducted to additional and unexpected findings about the research methodology and how to 

make research within BOP population. For example, the middle-man in charge of spreading 

questionnaires told to the authors that BOP population is not very familiar with the use of 

Liker scale therefore further marketing research should take this information into account.  

 

6.3 Managerial Implications 
 

This study also gave birth to concrete information that might be useful for the next companies 

which wish to try the BOP adventure. Through the investigation accomplished in this thesis, 

the authors can present the following managerial implications:  

Without any doubt the first managerial implication is the need for marketers to have humility. 

BOP consumers are poor, struggle to survive and live in hostile environment. Consequently 

marketers should really make investigations on the ground and talk to these consumers to 

know them. It also allows understanding how BOP consumers’ constraints affect their life on 

a daily basis. Of course, such investigation requires defusing taboos and to inform people 

about the company’s goals but it brings to the fore ideas that western people cannot find in 
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their mind by themselves. For example, in the questionnaire the authors voluntarily let spaces 

to offer the possibility for the respondents to write another answer than those suggested. It 

allows discovering some unexpected answers. For the question what criteria do you take into 

account to make your purchase decision, one respondent answered that he looks at the 

ingredients, another looks to the expiration date and another  looks to the day to day 

discounts. Marketers could have thought that such consumers would not be so careful about 

these criteria but the free space enables to fill this knowledge gap.  

BOP consumers’ purchasing habits really differs from western consumers and for that reason 

marketers need to start their reasoning on a white page. What marketers take for granted is 

call into question in BOP markets. This study reveals several key factors success for 

marketers about where BOP consumers buy their foods, how they stock them and how they 

welcome new products. The marketers will focus in particular on the packaging resistance to 

warm climate and its limits to preservation. Indeed this study made clear the BOP consumers 

need to be informed about the product use. Therefore marketers must design user-friendly 

product and take the time to defuse hurdles. Besides, one striking result is the prominence of 

the senses touch, smell and see. The first consequence is to design packaging that does not 

deprive these consumers of feeling the product before buying it. 

 

6.4 Limitations and Suggestions for Future Research 

 

The reader must be warned that this study suffers from several limitations.  

Due to time, cost and geographical constraints, the authors used a convenient sampling which 

is a non-probability sampling. This technique calls into question the representativeness of the 

sample. The authors recommend for the future studies to rely on a probability sampling in 

order to get more representative results. A probability sampling method means that every 

person in the defined target population has the same and equal chance to participate in the 

study. The results obtained with this method can be generalized to the whole target population 

within a specified margin of error (Shiu et al. 2009, p. 471).  

Only 64 respondents took part in this study which is viewed as a small sample. It would be 

wised in the next researches to increase the number of respondents in order to both strengthen 

the trends and make the study conclusions more credible. Such size would lead to broaden the 

findings to the whole targeted population and increase the reliability of the whole study.  

The questionnaire framework was really challenging to create because it had to be 

understandable for everybody, not intrusive regarding the questions asked and not too long. 

Because of these three constraints, the results are not as deep as the authors would have liked. 

The BOP consumers are an unknown target for marketers this is why more questions (both 

complex and personal) might have conducted to clearer results and emphasize some trends. 

The authors were aware that when it comes to study a BOP markets, prejudices and biases can 

arise in researchers understanding because they are not familiar with BOP way of life. To 

make sure such mistakes do not happen, the authors relied on knowledgeable intermediaries 

to pretest the questionnaire and ask their help to understand elusive answers from 

respondents. In spite of these precautions, the authors experienced some problems such as the 

religion of some respondents that deter them from answering to all the questions. Future 

researches should forecast such constraints and adopt its questionnaire. 
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Appendix: 

Appendix 1: Examples of every issue within the 4A’s framework. 

In this table are presented the 4 A’s and their sub-challenges. Most of the examples quoted 

cover several A and techniques. The authors decided to rank them in specific categories 

according to the A and techniques that characterized them the most. Examples have been 

found either in the existing body of literature, or in researches through the internet, or thanks 

to personal contacts. The authors will try, within the boundary of possibilities, to exemplify 

every A with a product launched in the food market. When it will not be possible to do so, the 

authors will present successful products from another sector. Among the example quoted, 

Danone and Veolia do not belong to BOP projects but rather to Social Business. Although 

BOP and Social Business do not rely on the same capitalist foundations, they share the same 

goal of designing solutions adapted to poor people. It is the reason why BOP and Social 

Business examples are presented in this table 
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4 A’s Sub 

Challenges 

Techniques Examples 

Awareness Educate the 

target to the 

core problem 

_ Make people aware of 

the problem 

Grameen Veolia Water Ltd (GVW) sells drinkable water to the poor in Bangladesh. M. Yunus 

(2011) revealed that the GVW’s water has not met the success because consumers did not know 

why they should drink GVW’s water instead of free water available in rivers or elsewhere. These 

consumers did not know that the water was polluted or how to distinguish clean from polluted 

water. To surmount this challenge, GVW hired anthropologists to increase people awareness about 

water quality issues. They taught to the poor: what is arsenic, its symptoms and the importance to 

drink clear water (Yunus, 2011). 

_ Inform people that 

solutions exist and 

defuse prejudices 

Novartis Foundation for Sustainable Development: this foundation tries to cure people affected by 

leprosy. It faces a problem in its attempts because ill people often hide their symptoms to avoid 

social stigma. In doing so, the ill people worsen their health and infect other. Novartis decided to 

first informed people that the illness was treatable and try to convince people to not see it as a 

curse (Viswanathan, et al., 2008; Kumra, 2006). 

_ Rely on experts whose 

statement are 

trustworthy  

_ Rely on famous and 

well-appreciated people 

to make people aware 

Procter and Gamble launched a product called PuR to allow people to purify water before drinking 

it. In view of the reluctance of people, P&G started a product demonstration campaign in small 

village and slums. Besides, P&G involved local trustworthy members of every area who already 

used the product and gave them the role of spokespersons. These demonstrations allow to: teach to 

people how the product worked; prove the quality of the product; prove that the product is adapted 

to local uses; overcome people’s resistance toward new product and technology; increase the 

effectiveness of advertisement. (example also used for the part “let people use by themselves the 

product” *) 

_ Rely on change agents 

_ Build a trusty and 

close relationship to be 

able to talk about 

personal matters 

The Institute for Development Studies (INS): the project aims at improving sanitation practices in 

Bangladesh, Northern India and Africa. The challenge is to handle the human waste in order to 

avoid water and food contamination because of bacteria in the dejection. INS faced two main 

difficulties: overcome the embarrassment that people experience when it comes to discuss about 

personal matters and convince them to change their habits.  

The INS tells that children are efficient change agents. Indeed, children after being educated in 

school spread their knowledge (how bacteria affect people, where they are, how to be prevent it 

etc.) to their surroundings and act as effective opinion leaders. Children have a sincere innocence 

and can freely speak about everything without being limited by prejudices. Parents and 

surroundings are sensitive to children speech. INS reports that the rate of acceptance of latrine use 

increases when children play the role of change agent.(Kar, 2003; Kar and Pasteur, 2005) 
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 Educate the 

target to the 

use of the 

product 

_ product 

demonstrations in 

villages which are 

conducted by local 

community members 

HLL built brand awareness by performing street shows (magicians, singers, dancers and actors) to 

inform people about the soap characteristics. The spectacle scrip is adapted according to dialects, 

education levels, religions, taboos and is performed by actors recruited locally. All these measures 

educate the targeted consumers and increase the brand awareness.  

_ let people use by 

themselves the product 

See the example of Procter & Gamble and their product called PuR. * 

_ create short and 

understandable 

description of the 

product printed on paper 

and give it to seller  

Smart Communications Inc (SCI) is a telecom operator in the Philippines.  SCI decided to 

implement workshops to educate all its distribution channels to the properties of its products. SCI 

train students and housewives. Once trained they become sellers and can explain in their own 

words how the product works to their surroundings and every customers. SCi also train its dealers 

who then train their subcontractors. Thus every channel knows the product and is able to answer to 

every customer. Thanks to these trainings SCI overcame the knowledge gap and increase its 

product awareness. SCI also designed short and understandable instructions and attach them to all 

of its products. (Anderson and Biliou, 2007, p.18). 

 Make the 

target aware 

of the 

products and 

its brand 

 

_ use appropriate media 

tools (posters…) 

_ word of mouth 

_ spread first the 

product to companies’ 

surroundings such as 

employees 

GrameenDanone Foods Ltd (GDF): This joint venture aims at selling fortified yogurt to poor 

children in Bangladesh who suffer from malnutrition. To make people aware of its product, GDF 

used several media channels. Most of the announcements have been made on leaflets and rickshaw 

stands. GDF also broadcasted its add on TV. GDF performed mini-event in villages to inform 

people to the properties of its yogurt. But the main lever used by GDF was the sales-ladies. These 

sales ladies are linked to Grameen Bank and act as micro-entrepreneurs. They sell yogurts in their 

networks in rural areas and are paid on a commission basis by GDF. When these sales-ladies 

distribute the product door-to-door they inform people about the product, spread the word about 

the product and try to sell it. 

_ choose carefully the 

name of the product 

because it conveys many 

things towards the 

consumers (recognizable 

and memorable names 

with positive 

connotations) 

_ Foreign brand image 

(risk of rejection) 

_ Population Services International (PSI) started a program to promote family planning in 

Bangladesh. PSI named carefully its birth control products. The name was “Raja” and means 

“king of emperor”. This name is easily memorable and conveys positive things.  

_ CEMEX is a company selling construction equipment and materials. Its programs “Patrimonio  

Hoy” allows to subsistence consumers to build and then own a shelter. CEMEX launched another 

program whose name is Calle Digna (which means “Street with dignity”). People are sensitive to 

such words and more willing to buy this product rather than other ones.   

Affordability Low price  _ Amul (a cooperative of milkman in India): This company launched a dairy ice cream which 
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but keep high 

quality (price 

/performance 

relation) 

contains nutritious qualities. Amul sells its products in small portion at a low price affordable for 

everybody ($ 0,05 each portion). In view of the success of its products, Amul decided to produce a 

new ice cream which has natural laxative properties. The small packaging mixed with nutritious 

properties make the Amul’s ice cream a powerful tool to alleviate poverty. Amul also sells pizza 

which contains protein at a low price. (C.K.Prahalad, 2004, p. 38). 

_ Nirma (a detergent manufacturer in India): Nirma launched a detergent at a low price. To be 

profitable the company decided to reduce to the core all the properties of the product without 

sacrificing the effectiveness of the detergent to clean.  Unfortunately this cost reduction leaded to 

produce a detergent that caused blisters on the skin. However the subsistence consumers were not 

dissatisfied of this inconvenience because their attentions were focused on whether or not the 

product allows to clean things. In the same detergent market another company had a better 

detergent enriched with many ingredients and that takes care of skin but sold it at a higher price. 

Subsistence consumers turned their eye on Nirma’s product because it was cheaper. What we can 

understand is despite the search of quality from subsistence consumers they want to have low 

price. That leads to a price/ quality relation very specific that marketers should keep in mind 

(Prahalad and Hart, 2002). 

 Flexibility of 

payment 

(credit, trust 

between 

actors…) 

 _ CEMEX is a company selling construction equipment and materials.  To help its low-income 

customers, CEMEX launched a saving program for them. CEMEX brings 3 customers together. 

These three customers share their saving and after 76 weeks, they can afford to buy a bathroom, a 

kitchen. Then CEMEX help this group of three customers to build their bathroom (or something 

else). The next round, the second customers will be able to buy its bathroom (or something else). 

The CEMEX’s system is simple and relies on trust: the more the customers is serious, respect 

rules and ready to save money, the more willing CEMEX is to grant credit to them (C.K. Prahalad, 

2004, p. 30). 

_ Casas Bahia is a company selling furniture in Brasilia. The company offers specific credits even 

for the customers who do not have a regular income. The company studies the creditworthiness of 

its customers, give them advices and look into financial indicators made by the State. Besides, the 

company makes sure not to put their customers into debts. Its customers’ unpaid debts rate is 

lower than its competitors. Thanks to these special credits, low-income people can afford to buy 

household appliance (C.K. Prahalad, 2004, p. 30). 

Acceptability Product or 

service 

adapted to 

consumers’ 

needs and 

_ take into account why 

and how consumers use 

a product 

_ choose a taste or 

features that people like 

GrameenDanone Foods Ltd (GDF): This joint venture aims at selling fortified yogurt to poor 

children in Bangladesh who suffer from malnutrition. This yogurt is named “ShoktiDoi” which 

means “energy yogurt” in Bengali. It has nutritious properties. According to Danone’s Nutritious 

Scientifics the yogurt is enriched with micronutrients and “covers 30% of children’s daily needs of 

vitamin A, zinc, iron, iodine”. It also provides calcium and protein. GDF designed a yogurt that 
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preferences _ take into account 

consumers’ beliefs and 

prejudices 

_ create a catchy 

packaging 

 

can keep its properties during 6 days even if it is stocked in hostile conditions. Indeed, the yogurt 

does not contain live cultures thus it is less perishable. GDF reduced the size of the product (40 

grams) to set an affordable price (5 Taka which is less than US$ 0,10).GDF also makes its product 

easy to consume because it does not require a spoon. GDF chose a cartoon lion to epitomize the 

product. The lion is an animal appreciated by children in Bangladesh and it conveys the value of 

strength. Moreover children are very fond of sweet foods therefore GDF added sweet in the recipe 

to cater to children taste. All the communication adopted by GDF aimed at proving to consumers 

that the product is good for their health, adapted to their culture and tasty (M. Yunus, 2011). 

 Product or 

service 

adapted to 

local 

business 

practices 

_ product adapted to 

local language 

There are many languages in India. A cell phone company launched its product using images and 

oral instructions in many languages recorded in every cell phone to inform all possible users.  

 

_ product adapted to 

specific uses 

Haier Group (HG): This company is the leading manufacturer of home appliance in China. At the 

beginning they sold washing machine to subsistence consumers in rural areas. After some 

researches the company realized that consumers used the machine not only to wash their clothes 

but also to clean many other things such as vegetables. For these consumers, using only this 

machine to wash clothes was a kind of luxury. Once aware of that, HG decided to adapt its 

machines to this use in order to increase the acceptance of its product. Thus HG’s engineers made 

some adjustments to avoid machine tips to get blocked by vegetables’ peels or else. HG added 

instructions to help consumers to use it. The consumers well acclaimed these adjustments and the 

sales of the machine increased. (Anderson and Biliou, 2007, p. 18) 

 Product or 

service 

adapted to 

the 

distributors 

constraints 

_ create an items that 

can be stock in a hostile 

place (e.g.: no facilities 

or equipment to stock 

the items in the right 

temperature)  

Coca-cola firm: Knowing that some local retailers suffer from power shortage or do not have 

specific equipment (e.g.: refrigerators) to preserve the bottle of Coca-cola in their shelves, Coca-

cola provides ice boxes to these retailers to keep the bottle refrigerated. (Anderson and Biliou, 

2007, p. 18) 
 

Availability Delivery 

issues 

(geographic 

constraints, 

isolated 

people, 

urban/rural 

areas) 

_ Design a product and a 

packaging that stands 

stocking and hostile 

environment 

_ Hire local people to 

sell the product because 

they will be more 

convincing than 

HLL (a subsidiary of Unilever in India): In India, 70 million children suffer from iodine deficiency 

which leads to mental retardation problems. The first source of iodine can be found in salt. But in 

India only 15% of the salt sold is enriched with iodine. Moreover, because of the poor conditions 

by which it is stocked and transported the salt lost its iodine properties. Thus despite swallowing 

salty food enriched in iodine, children still suffer from iodine deficiency.  Knowing that HLL 

decided to produce small molecular capsules filled with iodine whose packaging dissolve in 

people stomachs. This packaging protects the iodine during stocking and transport. HLL made 

many tests to make sure that its salt properties are preserved whatever the plate and the cooking. 
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unknown sellers 

_ Hire local people and 

use their network 

For example, Indians like to eat spicy foods therefore the salt must be adapted to hot and spicy 

conditions. HLL also take into account that the salt must be attractive which means that it must 

look like white and has the same texture as other salts. Among other characteristics, HLL named 

its product with the name of the Hindu goodness of abundance. Thanks to all these characteristics 

the HLL’s salt have received a warm welcome by subsistence consumers. (C.K.Prahalad, 2004, p. 

215-217)  

 Trusty 

relationship 

between 

seller and 

consumers 

_Rely on local retailer 

 

GrameenDanone Foods Ltd (GDF): This joint venture aims at selling fortified yogurt to poor 

children in Bangladesh who suffer from malnutrition. GDF uses local raw materials, foods and 

equipment. In doing so, GDF reduces the transport cost. GD buys the milk to the local farmers and 

pays them with respectful prices. Thus farmers have a higher purchasing power and can continue 

the virtuous circle by buying products designed for BOP consumers. By relying on local 

producers, GDF increases the awareness of its products, increases its networks, increases the 

familiarity toward the product and improves its reputation which leads to a better trust relationship 

with its customers. Danone also made a partnership with the Grameen Bank which benefit from a 

high reputation in Bangladesh. By doing such partnership, Danone’s products benefited from a 

strong back up and became more trustworthy towards local sellers and subsistence consumers. In 

this example it is obvious that GDF strategy covers many A and sub-challenges (Yunus, 2011). 

 Stock 

available 

according to 

consumers’ 

schedule 

 The authors have not found any representative example but in his book Prahalad explained that 

subsistence consumers tend to go to the market when they have the time. It means that if the 

market is open from 9:00 am to 5:00 pm, some of the subsistence consumers would not be able to 

do their shopping in this market because they work from 9:00 to 5:00 pm. It means that the market 

should be open when these people are free which is often after 7:00 pm (C.K.Prahalad, 2004, p. 

38). 
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Appendix 2: The questionnaire. 

Questionnaire 
 
The aim of this study is to understand the consumer behavior and habits 
in the bottom of pyramid and thus determine the different profiles. 
Read carefully the following 25 questions.  
The results of this questionnaire are anonymous. Unless otherwise 
informed, only one answer is required for each question. 
 
Life style : 
1. How much do you earn per week? 
□ inférieur à 13 000 XAF 
□ inférieur à 32 000 XAF 
□ inférieur à 50 000 XAF 
□ inférieur à 70 000 XAF 
   
2. How many times do you purchase food per week? 
□ Once to twice a week  
□ 3 to 5 times a week 
□ More than 6 times a week 
 
3. In which part of the day do you shop for food products? 
□From 8:00 to 12:00 
□From 13:00 to 19:00 
□ After 19:00  
 
4. Do you generally purchase your food in big quantities? 
□ Yes  □ No 
 
5. Do you principally purchase fresh or preserved products? 
□ I principally buy fresh products 

□ I principally buy preserved products 
6. How do you preserve the food at home? If you answer « Others» could 
you clarify? 
□ I use a refrigerator □ I don’t preserve the food 
□ Others: _____ 
 
7. What are the 2 principal criteria that enable you to judge about the 
quality of a product? If you answer « Others » could you clarify? 
□ Advice from a friend  □ Need to manipulate the product 
□ Need to see the product □ Need to smell the product 
□ Others: _______ 
 
8. Tick the 3 criteria that are the most important when you buy a food 
product? If you answer “Others” can you clarify? 
□ Price  □ Quality □ Brands □ Taste 
□ Seller’s reputation □Popularity of the product 
□ Proximity □ Others: _________ 
 
9. Tick the 3 categories of food you mostly buy per week: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fruits and 
vegetables 

Bread, 
cereals, 
potatoes and 
dry vegetables 

Milk and 
dairy 
products 
(yoghurts, 
cheese etc.) 

Fat 
products 
(butter, oil 
etc.) 
 

Meat, eggs 
and fish 

Sweet 
products 
(soda, 
biscuits, 
candies etc.) 
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In this section, a list of statements is presented. Indicate for each of 
them if you agree or not. Circle only one number per statement. Keep in 
mind that there is no good or bad answer, it is about opinions. 

 Strongly 
disagree 

   Strongly 
agree 

 

 
 

 

10. Brands are important for me 
 

1    2   3 4 5 

11. I am loyal to a brand 
 

   1    2   3 4 5 

12. The nationality of the brand 
influences my choice 

   1    2   3 4 5 

13. I look at what the others are 
buying to make my choice 

1    2   3 4 5 

14. I adapt easily to new 
products 

1    2   3 4 5 

15. I am willing to buy expensive 
products by gathering my money 
with my neighbors 

1    2   3 4 5 

 
16. How do you inform yourself about food products?  
□ Television advertisement 
□ Radio advertisement 
□ Advertisement posters 
□ Discussion with my friends 
□ Word to mouth 
□ Others 
17. Do you usually read the information written on the packaging? 
□ Yes  □ No 

18. If no, why? And if you answer « Others » could you clarify? 
□ I don’t have time □ The information is not important  
□ Others:________ 
 
19. Where do you principally buy your food? If you answer « Others » 
could you clarify? 
□ Open market   □ Supermarket 
□ At the local producer □ The producer is delivering me 
□ Others:________ 
 
20. Do you buy on credit sometimes? 
 □ Yes  □ No 
 
21. What do you consider as very important in a customer/seller 

relationship?(several answers are accepted ) 

□ Possibility to get credit from the seller        

□ Seller gives me information about the product and how to use it 

□ Good consideration of the seller towards me      

□ I trust the seller  

 

22. What type of food product you would like to buy but it’s not currently 

on the market? 

____________________________________________________________ 

Demographic part: 
 
23. Gender:  □ Male  □ Female 
 
24. Age: ___ 
 
25. I which city are you currently living? 
□ Brazzaville   □Conakry □ Nairobi   
□ Pointe Noire  □ Kinshasa □ Others:_______ 
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Appendix 3: Cross tabulation of respondents’ ages and respondent’s gender. 

Age * Gender Crosstabulation 
Count 

 Gender Total 

Male Female 

Age 

less than 20 2 0 2 

20 to 30 3 14 17 

31 to 40 16 13 29 

41 to 50 5 3 8 

51 to 60 6 2 8 

Total 32 32 64 

 

Appendix 4: Frequency table for the question “I adapt easily to new products”. 

I adapt easily to new products 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Strongly disagree 19 29,7 29,7 29,7 

Disagree 13 20,3 20,3 50,0 

Neutral 21 32,8 32,8 82,8 

Agree 2 3,1 3,1 85,9 

Strongly agree 9 14,1 14,1 100,0 

Total 64 100,0 100,0  

 

Appendix 5: Frequency table for the question “What are the 2 principal criteria that enable you to 

judge about the quality of a product?”. 

What are the 2 principal criteria that enable you to judge about the quality of a product? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Friend/Manipulate 5 7,8 7,8 7,8 

Friend/See 13 20,3 20,3 28,1 

Friend/Others 4 6,3 6,3 34,4 

Manipulate/See 24 37,5 37,5 71,9 

See/Smell 16 25,0 25,0 96,9 

See/Others 2 3,1 3,1 100,0 

Total 64 100,0 100,0  
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Appendix 6: Cross tabulation between genders and the question “what are the 2 principal criteria that 

enable you to judge the quality of a product?” 

What are the 2 principal criteria that enable you to judge about the quality of a 

product? * GenderCrosstabulation 

Count 

 Gender Total 

Male Female 

What are the 2 principal 

criteria that enable you to 

judge about the quality of a 

product? 

Friend/Manipulate 2 3 5 

Friend/See 10 3 13 

Friend/Others 4 0 4 

Manipulate/See 11 13 24 

See/Smell 5 11 16 

See/Others 0 2 2 

Total 32 32 64 

 

Appendix 7: Cross tabulation between “Seller gives me information about the product and how to use 

it” and “I adapt easily to new products”. 

I adapt easily to new products * Seller gives me information about the product and how to 

use it Crosstabulation 

Count 

 Seller gives me information about 

the product and how to use it 

Total 

No Yes 

I adapt easily to new 

products 

Strongly disagree 17 2 19 

Disagree 6 7 13 

Neutral 7 14 21 

Agree 2 0 2 

Strongly agree 5 4 9 

Total 37 27 64 

 

Appendix 8: Frequencies of the question 9. 

  Fruits and 
vegetables 

Bread, cereals, 
potatoes and dry 
vegetables 

Milk and 
dairy 
products 

Meat, 
eggs and 
fish 

Fat 
products 

Sweet 
products 

Total 28 50 29 55 18 12 
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Appendix 9: Frequency of the question 13. 

Do you usually read the information written on the packaging? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Yes 52 81,3 81,3 81,3 

No 12 18,8 18,8 100,0 

Total 64 100,0 100,0  

 

I look at what the others are buying to make my choice * Do you usually read the information 

written on the packaging? Crosstabulation 

Count 

 Do you usually read the 

information written on the 

packaging? 

Total 

Yes No 

I look at what the others are 

buying to make my choice 

Strongly disagree 22 6 28 

Disagree 9 2 11 

Neutral 13 2 15 

Agree 4 0 4 

Strongly agree 4 2 6 

Total 52 12 64 
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Appendix 10: Bar chart of the question 8. 

 

Appendix 11: Cross tabulation between genders and every criterion of the question 8. 

 

Price * GenderCrosstabulation 

Count 

 Gender Total 

Male Female 

Price 
No 3 9 12 

Yes 29 23 52 

Total 32 32 64 

 

Quality * GenderCrosstabulation 

Count 

 Gender Total 

Male Female 

Quality 
No 4 2 6 

Yes 28 30 58 

Total 32 32 64 
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Brands * GenderCrosstabulation 

Count 

 Gender Total 

Male Female 

Brands 
No 25 26 51 

Yes 7 6 13 

Total 32 32 64 

 

Taste * GenderCrosstabulation 

Count 

 Gender Total 

Male Female 

Taste 
No 18 12 30 

Yes 14 20 34 

Total 32 32 64 

 

Seller´sreputation * GenderCrosstabulation 

Count 

 Gender Total 

Male Female 

Seller´sreputation 
No 27 26 53 

Yes 5 6 11 

Total 32 32 64 

 

Popularity of the product * Gender Crosstabulation 

Count 

 Gender Total 

Male Female 

Popularity of the product 
No 32 30 62 

Yes 0 2 2 

Total 32 32 64 

 

Proximity * GenderCrosstabulation 

Count 

 Gender Total 

Male Female 

Proximity 
No 27 29 56 

Yes 5 3 8 

Total 32 32 64 
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Others * GenderCrosstabulation 

Count 

 Gender Total 

Male Female 

Others 
No 30 30 60 

Yes 2 2 4 

Total 32 32 64 

 
Appendix 12: Mean of the price according to the level of income 

 

Appendix 13: Frequency of question 15 

I am willing to buy expensive products by gathering my money with my neighbors 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Strongly disagree 40 62,5 62,5 62,5 

Disagree 6 9,4 9,4 71,9 

Neutral 10 15,6 15,6 87,5 

Agree 3 4,7 4,7 92,2 

Strongly agree 5 7,8 7,8 100,0 

Total 64 100,0 100,0  
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Appendix 14: Frequency of the question “Do you buy on credit sometimes?”. 

 

Do you buy on credit sometimes? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Yes 8 12,5 12,5 12,5 

No 56 87,5 87,5 100,0 

Total 64 100,0 100,0  

 
Appendix 15: Cross tabulation of the question 20 and 21. 

Do you buy on credit sometimes? * Possibility to get credit from the seller 

Crosstabulation 

Count 

 Possibility to get credit from the 

seller 

Total 

No Yes 

Do you buy on credit 

sometimes? 

Yes 2 6 8 

No 50 6 56 

Total 52 12 64 

 

Appendix 16: Cross tabulation between the question 15 and 20. 

I am willing to buy expensive products by gathering my money with my neighbors * Do you 

buy on credit sometimes? Crosstabulation 

Count 

 Do you buy on credit sometimes? Total 

Yes No 

I am willing to buy 

expensive products by 

gathering my money with 

my neighbors 

Strongly disagree 6 34 40 

Disagree 2 4 6 

Neutral 0 10 10 

Agree 0 3 3 

Strongly agree 0 5 5 

Total 8 56 64 
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Appendix 17: Bar chart of the question 16. 

 

 

Appendix 18 :Cross tabulation between the “place where subsistence consumers buy their 

food” and the media channel “word of mouth”. 

Word to mouth * Where do you principally buy your food? Crosstabulation 

Count 

 Where do you principally buy your food? Total 

Open market Supermarket At the local 

producer 

Others 

Word to mouth 
No 33 1 0 1 35 

Yes 21 2 4 2 29 

Total 54 3 4 3 64 

 

Appendix 19: Frequency of the question “Brands are important for me”. 

Brands are important for me 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Strongly disagree 14 21,9 21,9 21,9 

Disagree 6 9,4 9,4 31,3 

Neutral 18 28,1 28,1 59,4 

Agree 11 17,2 17,2 76,6 

Strongly agree 15 23,4 23,4 100,0 

Total 64 100,0 100,0  
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Appendix 20: Frequency of the question “I am loyal to a brand”. 

I am loyal to a brand 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Strongly disagree 19 29,7 29,7 29,7 

Disagree 20 31,3 31,3 60,9 

Neutral 15 23,4 23,4 84,4 

Agree 7 10,9 10,9 95,3 

Strongly agree 3 4,7 4,7 100,0 

Total 64 100,0 100,0  

 

Appendix 21: Frequency of the question “ The nationality of the brand influences my choice”. 

 

The nationality of the brand influences my choice 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Strongly disagree 27 42,2 42,2 42,2 

Disagree 3 4,7 4,7 46,9 

Neutral 19 29,7 29,7 76,6 

Agree 9 14,1 14,1 90,6 

Strongly agree 6 9,4 9,4 100,0 

Total 64 100,0 100,0  

 

Appendix 22: Computation of the three variables about brands to create a new variable which 

measure the overall perception about brand. 

Overall brand perception 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Strongly disagree 9 14,1 14,1 14,1 

1,67 8 12,5 12,5 26,6 

Disagree 1 1,6 1,6 28,1 

2,33 12 18,8 18,8 46,9 

2,67 3 4,7 4,7 51,6 

Neutral 15 23,4 23,4 75,0 

3,33 5 7,8 7,8 82,8 

3,67 3 4,7 4,7 87,5 

Agree 3 4,7 4,7 92,2 
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4,33 3 4,7 4,7 96,9 

4,67 2 3,1 3,1 100,0 

Total 64 100,0 100,0  

 

Appendix 23: Cross tabulation between question 2 and 4  

How many times do you purchase food per week? * Do you generally purchase your food in big 

quantities? Crosstabulation 

Count 

 Do you generally purchase your 

food in big quantities? 

Total 

Yes No 

How many times do you 

purchase food per week? 

Once to twice a week 9 2 11 

3 to 5 times a week 13 13 26 

more than 6 times a week 7 20 27 

Total 29 35 64 

    

 

Appendix 24: cross tabulation between the question 2 and 5. 

How many times do you purchase food per week? * Do you principally purchase fresh or preserved 

products? Crosstabulation 

Count 

 Do you principally purchase fresh 

or preserved products? 

Total 

I principally buy 

fresh products 

I principally buy 

preseved 

products 

How many times do you 

purchase food per week? 

Once to twice a week 0 11 11 

3 to 5 times a week 11 15 26 

more than 6 times a week 16 11 27 

Total 27 37 64 

 

Appendix 25: Frequency of the question “Where do you principally buy your food”. 

Where do you principally buy your food? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Open market 54 84,4 84,4 84,4 
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Supermarket 3 4,7 4,7 89,1 

At the local producer 4 6,3 6,3 95,3 

Others 3 4,7 4,7 100,0 

Total 64 100,0 100,0  

 

Appendix 26: Frequency of the question “Where for you principally buy your food” but split 

according to gender. 

Where do you principally buy your food? * GenderCrosstabulation 

Count 

 Gender Total 

Male Female 

Where do you principally 

buy your food? 

Open market 27 27 54 

Supermarket 0 3 3 

At the local producer 2 2 4 

Others 3 0 3 

Total 32 32 64 

 

Appendix 27:  

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,762
a
 ,581 ,545 ,26540 

a. Predictors: (Constant), Proximity, Meat, eggs and fish, Good 

consideration of the seller towards me, Bread,Cereals,potatoes and 

dry vegetables, Discussion with my friends 

 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) ,212 ,111  1,914 ,061 

Bread,Cereals,potatoes and 

dry vegetables 
,391 ,092 ,415 4,234 ,000 

Discussion with my friends ,165 ,082 ,210 2,015 ,049 

Meat, eggs and fish ,375 ,098 ,334 3,825 ,000 
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Good consideration of the 

seller towards me 
-,169 ,074 -,213 -2,279 ,026 

Proximity -,248 ,111 -,211 -2,229 ,030 

a. Dependent Variable: Price 

 
Appendix 28: The most important criteria influencing the purchase decision / The level of income 

 ANOVA 

 Sum of Squares df Mean Square F Sig. 

Price 

Between Groups ,636 3 ,212 1,397 ,253 

Within Groups 9,114 60 ,152   

Total 9,750 63    

Quality 

Between Groups ,090 3 ,030 ,337 ,799 

Within Groups 5,347 60 ,089   

Total 5,438 63    

Brands 

Between Groups ,730 3 ,243 1,515 ,220 

Within Groups 9,630 60 ,160   

Total 10,359 63    

Taste 

Between Groups 1,197 3 ,399 1,624 ,193 

Within Groups 14,740 60 ,246   

Total 15,938 63    

Seller´sreputation 

Between Groups ,720 3 ,240 1,716 ,173 

Within Groups 8,390 60 ,140   

Total 9,109 63    

Popularity of the product 

Between Groups ,126 3 ,042 1,389 ,255 

Within Groups 1,812 60 ,030   

Total 1,938 63    

Proximity 

Between Groups ,016 3 ,005 ,046 ,987 

Within Groups 6,984 60 ,116   

Total 7,000 63    

Others 

Between Groups ,195 3 ,065 1,096 ,358 

Within Groups 3,555 60 ,059   

Total 3,750 63    
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