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U N I D 0 

PROJECT IN THE TJNITED REPOBLIC OF T.ANZ.ANIA 

JOB DESCRIPTION 

DP/URT/78/010/11-06/31.7.D 

Post title: Ex-pert in the Marketing of Leather 

- · and Leather Products. 

Purpose of the pr~jects 

To improve the capabilities of the Tanzania Leather Associated 

Industries Corporation (TLtJ) to cope ~th responsibilities 

entrusted to it to further develope and strengthen the leather 

and leather products sector of the economy. It will aim at 

the best possible utilisation of the Yaluable raw materials, 

hides and skins which are available in abundance in the coun.try. 

Duties: The expert will be attached to the Tanzania L€·-J.ther 

Associated Industries Corporation and, under the supervision 

of the Intern.::tional Team Leader, will specifically be expected 

to:-

i. Give advice and assistance in the establishment of a 

waJ.1-functioning, marketing department inside TLAI and 

organise effective reporting and control system between 

the respective industries and the marketing department of 

~'.I. 

2. Assist in establishing appropriate product mix£:s 

for the different production units, taking into 

o.ccount market demands and raw stock limitations• 

~ Give advice on all aspects of marketing relo.ted 

to semi processed and fil:U.shed leather, footwear, and 

leather products. 
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4. Provide appropriate tra.1 ni ng to the counterparts 

Sl:ld others directly involved in expert marketi.Dg. 

5. Conduct a market ~'UI"Vey of selected markets 

including "r1atte to main customers and potential 

bcyers to assess market reactions to the ~roducts 

manufactured and investigate market acceptability o:f 
new products. 

The expert will also be expected to prepare a final report., 

setting out the findings of the mission and recamnendations 

to the Government on t'urther action which might be taken. 

Background infonnation: The livestock population in ghe 

country is estimated at 10-13 million cattle, 3 million sheep, 

and 4.5 million goats. The tstimated anmmJ production o:f hides 

end skins is approz:imately 1 million cattle hides, 0.75 
million sheepskins and 1.5 million Goatskins. 

For various reasons, the actual collections have been less, 

and a considerable portion of the raw stock has also b~en 
exported. The combined prOCt!l:l:;lng cape.cities of the ta:merieE.: 

in the country are ~ore or less equal to the estimated 

availability. To ensure an adequate supply to the industry, 

the Government has, therefore, decided to ban all exports 
of raw hides anc;. skins. 

The public sector tanneries and shoe factory produoe the 

largest amount of leather and leather products in the country. 

Apart fr('rrl -t;:ie hides and skins colleoting canpazzy, three 

large tanneries and a sizeable shoe facto~· also belong to 

the reoently established Tanzania Leather Associated Industries 

Corporation, Further shoe and leather goods producing un:f.ts 
are also under implementation. 

• •• /3 
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The liorogoro and Mwanza factories were established fairly 

recently, and th~ production from them, until now, has 

been very small.. Thus, in 1978, production at the three 

tanneries was using only 35% of the tctol. avc.i.lable 

capacity, me.inly producir.g semi-tanned products, wet blue 

and crust lc~t...11....::.'. The shoe factory was operating at 

approximately 4o% of available capacity, producing sane 

one million pairs of leather shoes; production alsCJ 

includes much larger proportions of plastic rubbe~ 

and canvas shoes. 

In the lust few years, the Corporation is expected to 

develope the Leather Industry sector in the country in 

such a way, that all locally available raw hides and skins 

are processed, as far as possible through the different 

processing stages up to finished leather products. 
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,\ ccntro.lised marketing ciepnrtraent bns been 

estc.blished ct To.nzwa Leather ;;.ssociated Industries 

( TL.'J:) Heruiquarters and is staffed with BQfficient 

personnel to be able ta conduct the following 

nctivitiess 

n.) To solicit business on behalf' of the tanneries 

b) To monitor viability af prospective business 

nna. custamers. 

c) To inf om the tc...""L."lerice weekly of World Mn.rk!3t 

price trends. 

d) To infona the tanneries speedily of a.ll acceptnble 

business inquiri.e_s. 

e) To liase with and infom oustCDers speedily and 

nccurctely on all business queries. 

f) To organise any nnrketing trips, study tonrs and 

trade exhibitions. 

' g; To render nll possible assistance to the tanner1.es 

on export shipping. 

h) To speeclily subni.t_oll Govcrnmenta:. or Institutioool 

questionn:i.rcs or statiet1col requirements. 

i) Basccl on infomntion supplied by the tanneriee 'l:;o 

plan future ma.rketir.ic, strate61es with due considura

tion to product r::U.x. 

j) Through tc.nnery visitl:3 to keep infomed on all 

production difficulties. 

k) To ooni tor ond investig..i.te all cli:-eputes between 

customers and the tanneries and r~ctific~tion of 

said disputes. 

l) To cri ticelly ooo.lyse 3ll rei:io:rting 1111 bCIDI f%'.QI1 

the tanneries and act accordingly• 

The centralised t:iarketing departcent is not hOW8T81' -equipped or stoff ed to conduct the af orenentioned 

activities for the footwear or leathsrsoods seotors. 
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In order to establish a uni:fon:i. appreciation of the 

broad concepts of uarketing it was necessary to 

produce a cri ~ique (.Annex I) for senior o~ent 

and mcrketing personnel so that the efforts to 

establish n well fl.lilctioning mD.rketing depcrtaent at 

TL....I Hendqunrters could. be adrllnistered in a 

professionnl ar,d efficient mnnner. In order to 

enable the narkcting deparment to be in a j)Osition 

to nonitor the production possibilities a reporting 

systen vms designed (Annex II) based on paperwork 

systems alreotly in cpzratioP in the tanneries. The 

1Di'~tion. systen was d~c:n.ed necessnry to all.ow 

t!'le c.a-::-ketin{; department to monitor export packing 

and be in a position to accurately complete 

Gove:rm.ien~al ond. Insti tutio~ qucstionnires end 

stoti.stical requirenents. 

Howcirer due to bnd co:.u;runicntions with the tnnner.1.es 

to5ethcr '7ith non completion of the weekly nctivity 

rep0rts with the exception of Morogoro Tanner.1.es 

it is increc.singly c1.if':ficul t for the Ct!ntral markc ti.Ilg 

depo.rtoent to pla.'1 any future marketing strategy 

which would be oeaningfull in view of the present 

econOIJic climate both in the leather and leather 

products sector ond in the country as a whole. 

Y.'i th the inadequate S'..ipply cf raw hides and skins 

further cxacerboting the problems of plnnned 

marketing it ms become increasingly difficult to 

supply existing established customers and 

iIJpossi~lc to solicit business with new biAt reli~ble 

clients. 

The establishment of ~ bnlnnced product o.ix is al.3c 

hDl'.apered by shortages of vital t~ng cheoica1.s 

against excess stocks of unnecessnry cheIJical.s, but 

where poss~blc the ccntr.:U..iscd oorketing departr.icnt 

~ oo.ldr.ig every effort to help the production ur.i.its 

to.kine nll possible exteh'-lnting circuostav.ccs into 
consid.crc:ition when discu.csint; any business inquiIJ' • 
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Tannery Product !.tlxes are described in detail in 

the .!:lr:'.."lual procluc~~ by Hr. P.B. Bui t UNIDo Le~ther 
Manuf~cturi.IJG Expert 1JRT/7e/01 o. 

i .. t this time the TL'J centralised narketing departuent 

is dealinr; .vi.th c1epenclable custoocrs in the U.K. Itely
1 

Hollnnd, Spm.n a."'ld ~iorth • ..f'rica together with .Rt..l.1.5a.ria under 

the ex:istiilG Bn.rter Protocol, this Bulgmi.an busine&s 

will be c:mtinued if several unaccep-i;abl~ contract 

and letter of credit iI:lposi ticn.s ca.n be overcCCle. 

Whilst it is in:io:.;~iblc to solir it new business at 

this time it is in t:b.i.s experts opinion the right 

ooment to consolid'.lt.: our business transactions wi. th 

these e:'d.sting customers because there is no dou~t 
that TL..I 'a"l sell all the wet blue ch!-aae tanned 

Hides, Sides, Goct <md Sheep skins, and crust 

noteriaJ. tnc three tanneries can produce. Owing to 

l::ick pf .funds no D'1rket curvey of selected narkcts 

have been Llnde by either the expert or his counterpart. 

It wns however pozsible to conduct desk research the 

results of this research arr: de toiled in the 'findinge I 
cooponent of this report. 

The .Project has been 1mnble to obtain an.,· fellowship 

tra.in-;..IlG -:for M!1.rketing counterpart during 1982, even 

thOUcJh 1 t tried vigorously to obte . .'.n a place on 

.F.RODEC/ITC/EC.VKET.: .. Course on Trade :Prooot~on and 

Export Mnrketine Research whioh wns unfortunntely 

over s~bsc:r:i.bed1 but there Will be assistance and 

tl'Sining &ivcn by the International T,rade Centre 
dur.L.ng 1 98.3. 

:.J.1 attentps to proVicle export I:Jarketing ossistance 

1n the Footwcil.r nnd Leather goods sectors have been 

unsucccas:f'ul ow.i..llt; to l:lek of production and export 
orientotcd product ra.11ges. 
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The prlce structures in both these sectors will raake 

even exporting to neishbouring countries exceptionally 

unlikely. Work was conducted through sazapling and 

obtaining pricing intelliger-ce o~ the possibility o£ 

exporting closed uppers both ladies and mens raooonsin 

nnd industrial shoe and boot uppers. The sooples were 

produced by MoroGoro Shoe Coopa.ny an .... where well 

received in Finland and the U.K. but when production 

could not be guaranteed it was felt better not 

to start n marketing thrust which could not be sustained. 
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Clii\PTER V FINDINGS 

1. When considering the rcle centralised 

nnrketing should pl~ it should be noted that 

'.;his J.epcrt::ient can only operate in an 

efficient filo.nner if it hns the full co-operation 

of the production units. This co-o~eration .tas 

not been forthcoming in certnin nreas ruJOely 
1anzania T;:inner1es and Mwo.nza Tanneries and 

by their lacl: of response to requests for inforoation 

and in the case of Tanzania Tanneries e deliberate 

policy of non - acceptance of centralised :cnrketing, 

toGcther with a lack of control over their export 

business there is no doubt that this lack of 

co-ope:retion can cost net only the Cwpany but 

the United Republic of Tanzania a erect deal of 

tIUch needed foreign exchange. There 1s ouoh 

eviC:ence of this lack of response on the 

narketing files at TL:J Heo.dquorters together 

with evidence in the Intemc.tional Teatl Leader's 

project files too numerous to elaborate in this 

report suffice to so.y the evidence exists. 

2, l'he Corporation's export drive is severely 

.h.al;ipered by shortages of row stock and 

illported chenical inputs and in nore recent 

weeks n totnl lock of packi.ng polj-thene for 

wet blue exports. Whilst raw stock, both hides 

and sld.ns continue to be exported there seeos no 

end to the problen feeing the tanneries in 

their efforts to export se::iJ processed and 

eventually finished leather to earn the vnl.ue 

added for these uo.terial..a ( See annex III 

tor price coupa.risons), 
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3. FrOIJ desk research ca.rriec out in 1982 

investigati.I:.c ~o.rkcts for both the leat~er and 

leather prclucts sector it bec3'J.e clear that 

throughout the szctor there were sever~ prodlic~ 

lin.i tations: 

3.1 In the leather sector the finished oateric.l bas not 

yet achieved a qu~lity sto..1dard when produced in bulk 

that is acceptable in the world nar~et. 

3.2 The sizes of s.Kir.s produced o.re not lcrge enough for 

end use in the clotbing industr-.1. 

3.3 The sizes of hides produced are not large enO'U,'.;h for 

end use in the upholstery inclustry. 

3.4 T~e leather sector1s established cust0I:1ers fully 

appreciate and 3.ccept what is raeant by Tanzania 

Standard semi -processed leather, when purchasing 

the tanneries selection. 

3.5 The quality and finish of the leathergoods is not 

suf'f'iciently hieh for n sophisticated nnrket, but is 

suitable for export to nei3hbourine countries. 

3.6 The prices ancl qual.Lty standards of footwear produced 

for export together with the range produced are 

certainly not suitable for n sophisticated onrket even 

at the bottOD encl of the qua.li ty scale a.ld the price 

structure would cppecr to rule out even export to 

neighbouring countries. 

4. The tanneries are still soliciting business 

unilaterally without due collBUl ta t1on wi.. th the 

ccntrnlised oarketine departnent at T.L.; •• r. 
Headquarter.:; w~uch unc.le:r::li.nes the efficiency of 

tho.t depn.rtnent, 
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5. ;..s yet no o.dvertisi!lG or a~equate rrouotional brochure 

exists for the TL.'J. group of cropanies. The work of 

~roducing just such a br0chure with E.E.C assistance has 

been delayed owing to difficulties with artwork 

produced locally. The project UilT/78/010 has redone the 

art\'.":Jrk anJ. provided the copy. 

6. Hhen trade fairs and exhibitions are considered 

inportant enouch for participation by the Board of 

Exte:rnnl ~rade there is sooeti.Dea n delay in inf on:U.nc; 

TL.'J. tim.t participation is approved. This unfortunate 

lapse in ccr..J.Wunication has saneti.Dcs prevented TL:...I 

fr0::1 attending these exhibitions because too little 

tl;Je is nva:i.lnble to nnke oppropri.o.te snt:J.ples nnd 

arrangel:lents. 

7, Insufficient crodence is beiDt; [;iven by the parti.llcnt 

authorities to providing funds for uarketinB trips and 

study tours to enable TL.'_I narketing stnff to clici t 

r:mrket intelligence and attend to outstanding disputes. 
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CHAPTER VI 

RECOMMENDATIONS 

1. In this experts opinion the Government of the The United 

Republic of Tanzania should sericusly consider banning the 

exportation of all raw hides and skins as soon as is possible. 

This will ensure that the leather sector will receive increased 

supplies and go a lont; way to helping this sector satisfy the 

proven export :ca.rket demand for wet blue and crust materials. 

Thus TLAI will be in a position to earn the val.ue added foreign 

exchange the country so badly needs, and make its corporo.te 

contribution to the National Economic Survival Plan (NESP). To 

emphasise this very ililportar.t i-ecommendation the expert would 

point out that the three tar.neries bad a shortfall during 

January June 1982 of 254715 pieces of raw hides and skins which 

prevented them from fulfilling finn export contracts valued at 

T. Shs. 9,?67,923/~. 

2. Every effort should be made to encourage and finnnce marketing 

trips and study tours not just to visit established leather 

sector customers, but to determine what are the sales possibilities 

for the footwear and leather goods ~ectors. The visits should be 

used to verify what quality' and price areas should · targeted for 

the level of merchandise the sector in Tanzania is capable ot 

producing. 

;. The production o:tecclour promotionnl brochure should be expedited 

in conjunction with the EEC. Artwork and copy have been prepared 

by I--roject URT/76/010 and T:wU marketing personnel should liau 

with the EEC Office in Dar es Salaam to organif:le the printing. 

4. TIJ,.I Headquarters management should ensure that the subsidil:l1'1 

companies c0t1ply with the ma.in board ot directors decision that 

marketing activities are centralised and complete their individue.l. 

reports on time and in the correct manner. 
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5. It is reco:.:nended thnt the Government of the United Republic 

of Tanzania should seriously consider a fo:rD of subsidy for 

export products fro~ the lentbe~ and leather products sector. 

The production \mi ts of TLAI ore currently seriously disaa•rontaged 

when competing in the world .:inrket because 0f expensive impor~ed 

components and chemicals. It is the experts opinion that there 

should be en incentive to en~ournge the maximisation of the sector 

export potentinl. 

6. The expert ).s of the opinion that the Banking Institutions should 

implement the previously discusf:led "revolving fund" whereby the 

exports of the leather ond leather products sector should be directly 

related to the allocation of funds for inported :r:interic.ls, which 

would act as an addi~ional incentive for the sector to export. 

T9 The expert would suggest thnt a complete range of somples of all 

potential export products from the leather and leather products 

sector be collected and displayed at TIJi.I headqunrters together 

m.th the compilation of price lists for all non price variable 

products. 

8. It is felt that it would be desir~ble th~t carketinG personnel 

from the footwear and leather goods sectors should be transfered 

to work with the Marketing Mt..nager of TLAI o.t the earliest 

opportunity. 

9. The expert would advise thct the proposed three months ITC 

assistance 1n cxpor ·Mllrketing should be concentrated in help 

to the footwear sector. 

io. It should be observea that a circular letter advising export 

customers of the centro.lisntion of marketing for the leather sector 

at TUI has been distributed but in the experts opinion the exercise 

should be repeated. Special emphasis should be made that all export 

inquiries should be addressed to TIJJ ond not to the individual 

production units. 
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11. It is des:..rnble that :marketing persorme-1 z:inke as D.'.my visits to 

the production units as is economicaly possible. It is suggested 

that ench plant is visited a least once a Donth so that the 

centralised raarketing·depc.rtraent can successfully nonitor the 

production activities. 

:2E The production units should speedily advise the TI.AI DBrketing 

department of any extraneous proble:ais which althoagh not related 

to production difficulties could o.ffect export pezformance. 
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GENERAL CONCEPTS CJF MhRKETING 

,"JID '.:'HSIR :.PPLICl .. TIONS 

* D:FINITION: 11 Marketing is the canegement function which 

organises and directs all those business activities involved 

in assessing and converting customer purchasing power into 

effective deoand for a specific product or service and in 

moving the product or service to the fin£.l use or consU1r1er 

so as to achieve the profit target or o~her objectives set 

by the ca::i.pany'' * :.::ocurce: ElUTISn INSITUTE OF M..'JU<ETING 

We should ask ourselves the following questions as to what 
11 Marketing" :ceG:.JS to T.L.: •• I. 

Q. 1. Is it a synonyn for "sel.ling711 

A. 1. Marketing is not sir:J.ply eel.ling the ocrchandise we 

produce. 

Q,. 2. Is it the total group o:f cti vi ties in assessing and 

raeeting cuatooer needs profitably? 

1 .... · 2. The oodern oa.rketi.l'.lg concept is to design and produce 

our merchandise to oeet the needs or the next needs of 

our custaoers. Inefficient Darketillg entails the 

waste of onteri.als and manpower and the loss of foreign 

ea.rn:1.ngs potent1e.l. The skills necessary are in the 

areas of.:-

Market Re.search; Product ResearohJ Sales Porco.stings 

Sales Manageuentr Advertising & Prwotions, Publio 

Relations; So.lell!lan sh1pt :Product knowledge. 

A further vital ingredient tor suoo~ssful marketing :1.s 

the input of up to date in!'on:w.tion froI:l all oenber 

organisations to ensure the a"1li ty exists to reBOt 

quickly to ever cha.ng:1.ng "Global oa.rket Condi ticms" • 
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Is it a philosopey of all onnageoent? 

The philosophy of l!lD.I'keting is ~ concept cf business 

03!lage::ient which focuses the activities of our factories 

to the needs of thecustoner and organises the total 

resa..irces of all partitlent dep~ents to oa.tisfyitc 

those needs and at the sane ti.rie sntisfyi.Dg the 

objectives of T.1.~· •• I. It ute::as :fror:J. the fact that 

a business can Ol'ly survive a..1d develop by providing 

the prod~cts that the custa::ier want to buy. 

Q. 4o Is it nn attitude shared throughout the organisation? 

1~. 4. Marketing is a corporate affair involving the whole 

cODpany organisation. It should be a generally shared 

::annagenent philosophy which should pen:ieate top nanager:ient 

th:ink:Lng and influence conpany deciaions and policies. 

Q. s. 

Q. 6. 

It is not the special preserve of on~ dcpartoent or 

discipline. The concept actively involves in the narketing 

operotion all those c~inccrned with; research, developcent, 

desic;n, producti0n, finance, and distribution ns well as 

the labour force itself'. Unless those responsible for al.l 

the arsas of activity as well as their staff are L1arket 

ori.nt~ted it will not be possible to utilize the compa.ny•s 

full resources to best advantage. 

What channels exist to o.llow Ila.I'ket needs and restraints 

to influence Research & Developcenti 

The narketing departnent oust at all tiDes keep top 

c.anoge~.1ent and technical personnel totally inf onieci. 

through regular reporting, as 'te Global condit:Lolls 

both of requirements a.nd .restraints so that costly 

Research and Developoent is not misd!.reoted end 

cO!:ll:lercinl opportunities missed. 

Do production plans dete:rnine what 1a offered to the 

custoncr or vice - versa? 

High productivity is clearly vite.l for Dizy" organisation 

and Dust play o oa.jor part in detemining what JJr:i.rket 

she.re a company can hope to gain. HoVtever high product1"1 ty 

on its own is of little value i.:f' it is not directly 
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related to the oarketing pla.n. On the one 

banQ the oost efficient production of an unwanted 

product has never rendered it snleable in cacpetative 
raarket on the other hand failure to oeet deli very dates 

is the surest wa:y of losing ~oodwill for a product which 

is in detiand. Clearly the qunli ty and reliability of 

products have a r;iajor influence on custoner satisfaction 

and therefore on the ca:ipany 1s in%~ nnd the likeld.hood 

of repeat orders. Thus fra:J every aspe~t production is 

involved in the Cmpany's overall i:::iarketing operation. 

Particulnrly throu.:;h production planning and production 

control to ensure prompt fulfioent of delivery praci.ses 

and the avoidance of very costly cancellatj ons. 

Sales thrOU(;h effective raarketin(; is the prupose of 

uanuf a.cture • 

Q. 7. Is the rel3tionship of Finance, Governmental and 

Institutional help to successful oa.rketing clearly 

understood by &11 in~erested parties? 

A. 7. C1early Financial, GoveI"ID.ental and Institutional 

aspects must play a key part in the fon:iation of the 

conpw:iy oarketing plan. Methous of raising finance 

for specific projec113are an ir:i.po:rtmlt part of this. 

A criticiso frequently heard of people on the sales 

side cf a business is that they are too concerned with 

sales and not eufficintly interested in costs. Mnrketing 

should be nade aware of accurate costing on all products 

together with the ooa:1Ilul:l and Dininum perazJteres which 

enable "Dixed" cOI:JDercial decisions to be oe.de without 

detriuent to the producer's profitabulity. 1.gain there is 

a need for dialogue to unite people with different Cisci

paa in a c ·.JinUon aio, which is profitable sales w1 thout 

which there cannot be ~ satisfnotory return on the resources 

used. :· .. very important aspect of export oarketing is the 

cred.i t t8ros a supplier can offer •. A study of custooer 

needs in credit tem.s coobined with what is possible in 

Tanzania should help us to be coneistant in this acea.. 
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Q. 8. !::; :U'ter s:lles follow-up regarded as a 11 burden" 

or an i.ntregal. po.rt of the product? 

A. s. This is samcthiDG will.ch raust exercise a powerful 

influence on the customers decision to b\.\Y in the 

first place and even oore so to buy again. Repeat 

sales are for i;iore likely to be achieved if the 

service after the first sale has been good. No new 

narket should be developed until we are sure we can 

support tl1at oarket with a proper after sal.es orgrori.

sation with which to keep custaoers end potential 

custooe::.·s fully aJ.vised on ocmdi tions and situations 

·::tistent i."l our production uni ts. · 

Q. 9. Does each Factory and each depa.rtoent within the factories 

clearly appreciate its part in overall marketing strategy? 

A. 9. People work better and oore willingly when they under.trtand 

what it is ell about. If i;ianageoent explain the marketing 

plan to every pertiraent eoployee and i::iake it clear to the::i 

what part ea.ch is required tc play in its fulfilDent this 

should I:l3.I'kedly iI:lprove its execution. In a nanufacturing 

Crupa.ny the D:l.I'keting concept presents the op~ortu..l'li ty to 

DZllm it clear that thL ccmpany is not just 11Iilcld.ng things" 

it is producing raarchF.llldise specifically designed to x:ieet 

a custaners requireI:!ents at a planned delivery date. It 

should be x:ia.:!e clear that it is the oustOI:J.er who ensures 

the canpa.ny 1s profitability and fine1 contribution to 

the Nationo.l econooy. 

Q.10. J.:re we applying the samt:: standards to own products and 

hence :oa.~keting concepts? 

A.10. It is out of date to think in ten:is of an "export'' oarket 

to which eoods SU-""Plus to hone derJand are sent. It is 

necessarJ to think globally and our product should rep

resent a true "Tanzania. standa.l'd" which is w.if'om 

throughout the r:ieober cacpanies of the croi·.p, and will 

inspire custacer confide:nce. 
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Q. 11. Is oarketi.ng co-ordinating its efforts with 

produot1cm tc.i ensul.'e custaner satisfaction? 

~. 11. No onrketing depa.rt:ient should eobark on a."'J:Y 

new efforts to gain business, unless it bE>s 

first bad fu11 and ocaning-full discussions 

with the production oanagenent to detenuine 

the upto date capabilities and limitations 

of the production depnrtI:lents •. 

SUMMARY: 

ill the aforeoentioned is not intended as a criticiso 

of Tanza."lia Leather hssociated Industries or Group 

Managenent attitudes to oarketing concepts. Rather 

it bas been produced to sti.oulate constructive discussion 

as to the best ways to establish a centralised and 

well fi.mctio1i.:ing i:iarketing depa.."""b:;lent at Tanzania 

Leather Associated Industries Haadquarters. 

R. S. CHl>MBERS 
M.".RKETinG EXPF..RT URT/78/010 
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ANNEX II 

OPENING STOCK UiPUT W:<:7!~$~~~~~~~- EXPORT P \OKING: W/B - CHUST - FINISHI:D 

Pcs Pcs 
~CJtP. • •••••••••••••• 

Contract Material. "" -· ~ I Square PG9 Here Weir, K[;s. Kgs. ...i:,/~ •••• ~ •• t •••• ' •• ' • ~ , Due -· . . .. . . . . Nucber Del Type nent Footage o-r· ht gBEK NQ... •i•••-!!•••1•1t Raw Hides Date ·:Bales - ·-:=-·' • I 

Goat Skins 
Sheep 8ldna 
Total: 

. OUTPUT LOCAL S..\LES 
Sg,ft Pee Sa,ft Pea Sa.ft Pas Value 

W/B Hides • W/B Sides 
W/B Splits 
W/B Goat 
W/B Totnl 
Crust Hides 
Crust Sides 
Crust Splits I 

Cxust Goat 
Crust Sheep 
CrllSt Totnl --====·=: ----- ===== ======-== ====== t:::;... == ~===== ·-----
Fin, Hides 
Fin.s1aea • 
Fin.Splits 

SDecify 

Fin, Goat 
Fin.Sheep · ·--- :a.1..·i·iw i)JU,UQ Sp ~its ~lQ.IU Fin, Total ·--- ·-· -

W/B '-
QRUST 

Glli\ND TOTAL '"' _i 1'1 .• G:Hl!!iJJ .. 



f ••• 

21 •• 

CC!l!P.JUSON OF EXPORT PRICES OF RAW, WET BIDE 
:JID CRUST 

:..SSUMPTIONS: 

1. L!c.jori ty of hi.des collected and available for 

export as raw, wetblue and crust are of the light 

category i.e. 2-4 kg. 

The average .__ of this co.tegory of bi.des is 

3. 44 kg. per piei.. _ , with an average area of 15 

sq.ft. per hide. Thus the yield per kilog:ratJ. is 

4.36 sq :ft. 

2. The average area of goatskins is taken to be 

4.0 sq.rt. while for sheepskins the average is 

3.5 sq.ft. per piece. 

3. · Fran the light bides category, what is obtained 

at wetblue stage is full hides 12/18 Eq.ft. CIUSt 

derived :frCXJ this category is of thinner substance 

1.4 • 1.6 t1..o. 

B. · CUR.RDNT M.'illKET PRICES: 

The current narket prices are as followes 

Rl . ..17: 

¥..ides III/IV - US$ 1.04 per kg. 

Goat skins I/II/III/ - US $ 1~.50 per dozen 

Shecpslci.no T/II/III - US $ 9.00 per dozen 

W:::TBIDE t 

Full PJ.tles 12/18 III/IV - u~ ! c.;o per sq.ft. · 

Go~t skins I/II/III - US $ 2.40 per piece 

Sheep skins I/II/III - US S 2.00 per piece 

CrnJST: -
Sides 1.4 - 1.6 II/III/IV US $ 0.74 per sq.ft. 

Goo.t I/II/III 

Sheep 1/II/III 
- us $ o.eo per sq.ft. 

- US $ 0.70 per sq.ft. 

The above current prices have to be standardizer.i into a 

si.ruil~ unit of oeasureuent so as to oc.ke thei.:: coo.parable. 
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Using the average oe~tioned above all t~e prices can be 

expressed in sq.ft. 

Below is the table of catlparative prices of raw, wP.tblue and 

crust in T. Shs. per square foot. 

Hides 

Goatskins 

Sheepskins 

ru..w WETBIDE 

Cmparing the abOV'e prices it is obvious that higher value is 

realized by exporting processed hides and skills rather than 

raw, The higher the level of conversation the higher the se~ 

price in the world raarket ( conpare crust W1 th Wetblue). 

C. COSTS OF PROIXJCTIOli: 

The costs of production fron raw hides and skins to 

finished leather arc as f'ollows :-

(T. SHS. PER sg.FT.) 

~ ~ 
Raw natcrials 1.38 ~ 3.50 
Chetd.cal.s 1.30 0.71 
Dire:ct Labour & Overhead ~ .1..li.. 
Wet blue stage 3. 6.00 

-== 
CheIJical.s 0.65 0.67 
Labour & Overhead 1.07 2.30 - -Crust stage 5 •. 38 e,93 

:::::::.z:l9 

CheW.cal.s 1.35 0.03 
Labcur & Ov;;;rhea.d 2.74 ~ 
Finished Leather 9.47 11. 91 

!.:!.!., 1. The cost for hides are based on light hides. 

2. J\do:inistration a.n;l r;arketi?lg costs a.re not 

included. 
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Coo.paring the: current world oarket prices w:i. th the cost 

of production it would appear that only hides could be 

exported nt wetblue and crust ~tate at a reasonable oargin. 

Wetblue rudcs fetch Shs. ~.64 per sq.ft. and crust Sbs. 6.87 

per sq.tt. agninst production cost of Shs. 3.66 and Shs. 

5.38 I'€spec~lvcly. 

Skins at both v;etblue and crust are sellinB below cost of 

production. 

:But it can be clearly stated that whatever the world oarket 

price for raw stock reaches it can never exceed that of 

prices for ser:ti. processed E:.nd finished. 

The sane price di:fferentials apply ooncernint: wet salted 

hides and se::i processed leather • 

--1 
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ANKEX IV 

Receipt of Inquiry 

Analysis of Custoner viability 
Fina.'1cial Status - Effects er. existing business 

f 
Asse~snent of Production Possibilities 

f 
:rice Consultations Tanneries & Customer 

Conditions of Offer 
Tern':' - Delivel'."'J Conditions 

Establi.shmer.t of Contract 

t 
1Ionitoring Contr~ct 

I.loni to ring Pa~;::::i.en t Conditions 
Establishnent Timing of L/Cs and Exte:..1sion Requests 

f 
MonW Shippi..>J.g of Contract 

Soliciting Business 

Detcn:U.r.ine Products for Offer 

t 
Customer Selection Based Bffects 
on ivii.Y..in.z Business 

Price Determination 

~· 
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