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Abstract  

  

7.1 Introduction  

  

Foods in sub-Saharan Africa (SSA) are diverse, varied and reflect a wide range of traditions 

and cultural tastes.  The top ten agricultural produce in Africa in 2016 (by gross production 

value)(1) were, in order of value, cassava, yams, meat (indigenous, cattle), maize, milk (cow), 

rice, groundnuts, bananas, sorghum and plantain and this gives an indication (by proxy) of the 

most popular types of food.  Cassava and yams are mostly consumed in the West and Central 

African regions while maize and rice are widely consumed in all regions.  Of these top ten 

agricultural commodities, sorghum, millet, and yams are thought to be indigenous while the 

remainder were introduced from other parts of the world.  Consumer attitudes and behaviours 

change over time because of many factors (e.g., consumer demographics, new product 



 

  

  

introductions, economic trends, media influences, and food environment) evolve.  Climate 

change may lead to a decline in some crops and an increase in others which could lead to 

changes in price.  As food trends evolve over time, sensory and consumer research is important 

in re-evaluating liking, product characteristics, purchase intent, attitudes, beliefs, and habits 

within the food environment.   

  

There is a paucity of information about consumer perception and acceptance of foods of African 

tradition, and in particular with respect to consumer trends.  In order to explore consumer 

perceptions and acceptance, in this chapter, consumer demographics, agricultural production, 

sensory evaluation, and consumer preference approaches are explored, with each theme 

revealing different levels or types of information (Error! Reference source not found.).  

Consumer demographic trends (including marketing), while not usually specific to any given 

food product, can give an indication of macro changes - such as population growth, 

urbanisation and migration, changes in purchasing power and changes in food product 

marketing.  The value of agricultural produce in Africa, over time, can give an indication of 

which food commodities are the most important and which ones are changing, particularly 

when compared with earlier time periods.  Published research on sensory evaluation and 

consumer preference offers specific insights into new food products and testing methodologies.  

[Figure 7.4.1 near here]  

  

7.2 Consumer Demographics  

  

SSA has a rapidly expanding population, which has increased by 63%, from 0.67 billion people 

in 2000 to 1.09 billion people in 2018(2).  The population is projected to further increase to 1.7 

billion by 2030.  This fast population growth is anticipated to lead to expanding markets and 

increases in people’s spending.  Africa currently ranks third among the world’s regions in terms 

of market growth behind East-Asia and the Middle-East(2).  SSA comprises 51 nations and 

there is a wide variation in population size and gross domestic product (nominal and total) 

(Error! Reference source not found.).  Six nations in Africa (Nigeria, Ethiopia, Côte d'Ivoire, 



 

  

  

Tanzania, South Africa, and Kenya) constitute 50% of its population, and their consumer 

preferences are hence important.  Total national wealth (GDP), however, equally influences 

consumer perception and choice.  Just two nations (Nigeria and South Africa) represent  50% 

of Africa’s total wealth.  The nations with the highest individual spending power (GDP per 

capita), further differs and tends to comprise small to medium sized nations with those of higher 

GDP per capital above US$5,000 being  Seychelles, Mauritius, Equatorial Guinea, Botswana, 

Gabon, South Africa, and Namibia.  The differences by population size, national wealth, and 

individual wealth and also geography illustrate the diversity within Africa with respect access 

to food types.  

  

[Figure 7.4.2 near here]  

  

While populations are rapidly growing, income levels in Africa have not kept pace and 

household spending in the region has remained relatively stagnant.  Nonetheless, consumer 

spending is expected to increase to nearly $1 trillion by 2020(3, 4) and if so, this will lead to 

changes in food purchases and eating behaviour.  The African population is relatively young 

compared to other continents (about 60% are under 25 years old), and this suggests a potential 

sustainable consumer base for a wide variety of goods and services.  In addition, democracy 

and rule of law are spreading which gives consumers more confidence in their future(4).  

  

Challenges though persist for key-stakeholders involved in food production and distribution 

such as policy makers, businesses, farmers, and consumers.  For example, there is a significant 

lack of infrastructure (particularly transcontinental linkages via road or rail), poor governance 

and localised fragile security and occurrence of conflicts(4).  Africa remains highly divided 

with respect to wealth and prospect.  The share of Africans living in extreme poverty though, 

has fallen substantially from 54% in 1990 to 41% in 2015.  However, high population growth 

during the same period, means that the number of poor people in Africa has substantially 

increased from 278 million in 1990 to 413 million in 2015.  If circumstances remain the same, 

the poverty rate is expected to decline to 23%, by 2030(5).  Of the people living in extreme 

poverty in Africa, 82% live in rural areas and earn this primarily from subsistence farming.  It 



 

  

  

is anticipated that their food preferences will change more slowly than in urban areas and this 

may hinder access to more nutritious diets.  

  

The pace of urbanisation in Africa is without precedent in its history(6),(7).  For example, in 

2015,Kenya had more urban dwellers than the entire African continent combined in 1950;  

Africa’s urban population in 2015 was 567  million, compared to 27 million in 1950.  Africa is 

expected to continue to have the fastest urban growth in the world and two-thirds of the future 

growth is predicted to be absorbed by urban areas.  This means that by 2050, Africa’s cities will 

be home to an additional 950 million people(6).  This urban transition is likely to profoundly 

transform food preferences and consumption along with food chains and food production.  This 

is illustrated by research on food preference that explored the effect of migration in Dar es 

Salaam, Tanzania(8, 9).  Migration and urbanization were shown to impact staple food 

consumption which was influenced by their region of origin.  After migrating to Dar es Salaam, 

consumers typically adopted the food culture and behaviour of the city over time.  There were 

differences in consumption by gender.  The research suggested that changes in staple food 

habits in urban areas may also illustrate a wider change in cultural identity and this is gender 

based.  

  

A significant proportion of consumer spending in Africa current takes place in informal markets 

(i.e., street market, itinerant vendors) which accounts for about 40%(10).  Large urban poor 

populations still rely heavily on the informal economy for accessible, affordable food; most 

eggs, meat, fish, and milk sold to the urban poor are from informal markets(7).  Africa’s formal 

consumer markets such as shopping malls, supermarkets, and e-commerce are currently the 

least developed in the world, offering substantial potential for future growth as the region’s 

emerging markets undergo a process of economic modernization and demographic 

transformation(11).  

  

The shift of African consumers from the informal markets toward more formal forms of 

consumption is already underway in all but the most fragile and underdeveloped countries.  

Within SSA, the largest consumer markets in terms of total volume is Nigeria, followed by 



 

  

  

South Africa and Kenya(11).  In urban areas, consumers tend to have a smaller family, are better 

educated, have higher earnings, and are move likely to use digital media(12).  The growing 

popularity of fast food, coupled with the growing trends for convenience and value for money, 

have opened up opportunities within the African fast food market and have achieved global 

penetration with international fast food chains such as Nando’s that originated in South 

Africa(13) while Mr Biggs, a Nigerian food chain is expanding in West Africa.  The African 

fast food market is still in the early stages of development.  There has been a significant increase 

in international fast food brands such as KFC, Burger King and McDonalds which have 

established franchises in South Africa but also in Kenya, Nigeria, Ivory Coast, Ghana, Malawi, 

Mozambique among others(13).  This is shaping and responding to consumer demand but also 

contributing to the double burden of malnutrition in low income areas, especially in urban 

areas(14).  Obesity in Africa in increasing(15) which is in part thought to be the result of urban 

consumers switching to foods that are high in calories, fat, sugar and salt.  Food advertising is 

also in increasing demand for these foods and is thought to be associated with increased 

childhood obesity(16).  

  

7.3 Food Production  

  

Changes  in agricultural production can indicate changes about what people consume and 

therefore can be a proxy for food preferences.  The authors have used the United Nations Food 

and Agriculture database (FAOSTAT) to explore such changes in SSA.  This was explored by 

a comparison of the ranked gross production values (constant 2004-2016 1000 I$)(1) between 

2016 and 2000.  The ranks were used so that this was less biased by changes in value and 

exchange rate over time.  It should be noted that the information in FAOSTAT is based on 

estimates and hence there is a margin of error and also, not all of these commodities will be 

consumed locally as much will be exported or used for non-food use.  The use of gross 

production values is only an indicator of preference changes because gross production can be 

affected by a range of factors including price, trade agreements and policy.  

  



 

  

  

Commodities were ranked by total gross production value for 2000 and 2016 and the change 

in rank position during this time was plotted against gross production value (Error! Reference 

source not found.).  The agricultural commodities which had the highest gross production 

values (cassava, yams, beef, maize, milk, and chicken) did not significantly change their rank 

positions between 2000 and 2016 which implies that probably overall preferences did not 

change significantly.  

  

[Figure 7.4.3 near here]  

  

Changes in preference can be explored by determining commodities that that changed most in 

rank position since 2000 but many of these did not have the highest gross production values 

(Error! Reference source not found.) and therefore will be discussed separately.  The 

agricultural products that had the largest increases and decreases in rank position are indicated  

in Table 7.4.1 and     

Table 7.4.2 respectively.  The change in rank of these commodities can suggest changing 

consumer preferences and also possibly response to national and donor programmes.  

  

Of the commodities that that increased their rank in gross production value since 2016 (Table 

7.4.1), rice was already a key commodity but has further increased its rank position by two 

places.  This may in part be due to the emergence of national programmes to reduce reliance 

on imported rice in Africa and as a response to the global food crisis in 2008(17).  In particular, 

rice production increased significantly in Tanzania, Mali, and Sierra Leone.  Rice is a popular 

component of many local dishes (for example in the fast food sector and traditional dishes such 

as Jollof rice, rice, and beans, waakye, palm oil rice etc).  Beans has increased in rank position 

by eight places with the main producers being Tanzania, Uganda, and Kenya.  The largest 

increases were in Ethiopia (increase by 229%) and Angola (increase by 329%) which are 

thought to be driven by increases in export and home-use, respectively.  Part of the switch to 

beans may be because they can better cope with climate change but the evidence is not clear.  

Similarly, cowpeas have also increased in use both as a food and a feed.  Beans are commonly 

seen as a more nutritious food being a good source of protein and iron; they have been widely 



 

  

  

promoted by HarvestPlus in recent years(18).  Tomatoes have risen substantially in rank by 

nine places.  They are widely consumed in Africa with the largest producers being Nigeria and 

Cameroon.  The increase in value probably reflects the growing demand for more nutritious 

salad items and as a component in many dishes, including fast foods.  The increase in rank for 

mangoes, cashew nuts and sesame seeds is largely export driven.  Sweet potatoes have also 

increased in rank and hence value and use since 2000 and has the benefit of being a crop that 

is resilient to climate change and new biofortified varieties have been introduced to reduce 

vitamin A deficiency(18).  The dominant producers of sweet potato in Africa are Nigeria and 

Tanzania and the value of production in Ethiopia has also increased markedly.  HarvestPlus has 

been actively promoting biofortified sweet potato which are high in pro-vitamin  A(18-20).  

While the focus has been its promotion in areas where vitamin A deficiency is high, it is 

increasingly popular with fast food outlets.  

  

Conversely, some agricultural commodities such as plantains, millet, sheep, and taro have 

declined in rank position since 2000.  It is thought that plantains have generally declined 

because of hotter and dryer weather conditions and higher prices(21) and millet is struggling 

to complete with other grains because of its relatively low yield and is considered to be a ‘lost 

crop’(22).  The decline in sheep meat is due to changes in the cost of production and low 

demand for wool(23).  The decline in taro (cocoyam) is probably due to the high cost of 

production and increased labour costs(24).  

  

[Table 7.4.1 near here] [Table 7.4.2 near here]  

  

Changes in food imports over time can also act as a proxy for changes in consumer preferences 

and consumption.  Africa’s food imports have risen sharply over the past couple of decades 

(from around US$ 10 billion in the early 2000s to US$ 35-40 billion in 2019)(25).  Productivity 

of farmers who grow staple crops on small plots of land, but also other crops and livestock has 

also improved.  By value, the main imported agricultural produce are cereals, vegetable oils, 

rice, oil palm and sugar.  These products are common ingredients in processed foods and are 



 

  

  

probably increasing due to changes in consumer demand through urbanisation and increased 

incomes.  

  

7.4 Sensory Evaluation and Consumer Preference  

  

Eating and drinking should be pleasurable.  The sensory experiences evoked by foods and 

beverages are key to the delivery of pleasure and crucial to commercial success and health 

initiatives and driving food production.  Advertising and branding motivate consumers to try 

products the first time, but if they do not like a product’s appearance, aroma, flavour, or texture, 

they will not repeat the purchase.  Sensory evaluation and consumer preference research 

techniques are available to measure, understand, and optimise consumers’ experiences, so that 

food and drink products can be designed and marketed to meet consumers’ sensory needs, thus 

reducing the risk of product failure in the market.  The application of sensory evaluation and 

consumer preference is growing in SSA.  

  

The use of sensory evaluation and consumer preference methodologies with respect to African 

products is fairly recent in scientific journals as indicated in a search in the Web of Science 

between 1975 and 2018.  The Web of Science was used for the bibliographic search because 

while it might be less comprehensive than Google Scholar, it has a stronger quality control 

process and fewer duplicates(26).  In Africa, there are probably many other examples of 

consumer and sensory testing by the commercial sector but these are often unpublished.  Search 

terms included ‘sensory’, ‘consumer’, ‘preference’ or ‘willingness to pay’ with ‘Africa’ or 

‘name of African country’.  Duplicates were removed and only publications that related to food 

and drink products were included in the authors analysis.  A list of 227 publications were 

identified.  The number of publications increased over time as illustrated in Error! Reference 

source not found.Error! Reference source not found. showing increased interest and 

relevant of the methods.  The fitted curve indicated that the number of journal publications has 

increased exponentially over time, doubling every eight years or so.  

  



 

  

  

[Figure 7.4.4 near here]  

  

The testing of food and drink products in sensory and consumer preference is often driven by 

many factors(27).  One factor is the value of production which can be compared by relating the 

rank of number of sensory and consumer preference publications by the rank gross production 

values(1) of commodities in Africa (Table 7.4.3).  The comparison indicates that commodities 

such as cassava, meat, maize, rice, and banana that were among the highest in gross production 

value were also the ones that most appeared in publications involving sensory and consumer 

research.  Exceptions were fruit and vegetables, bread, and tea/coffee/cocoa.  Of these 

exceptions, tea/coffee/cocoa are high commercial value .  Some common commodities such as 

yams, milk, sorghum, and plantains were ranked highly by gross production values (Error! 

Reference source not found.Error! Reference source not found.) but seem to be rarely 

explored in sensory and consumer research.  These commodities may be neglected by 

researchers and warrant future investigation, in particular yams.  Sweet potato was not ranked 

very high in terms of gross production value but has been subject to more intensive research in 

the area of sensory evaluation and consumer preference.  This is because biofortified sweet 

potato containing pro-vitamin A is seen as an effective approach to improve health and reduce 

vitamin A deficiency(28).  

  

[Table 7.4.3 near here]  

  

Sensory evaluation and consumer has evolved into a complex, multi‐disciplinary field and 

developed recently in SSA.  The publications identified in the bibliography cover a broad range 

of areas being classified as those relation to ingredients and formulation, quality, shelf‐life and 

storage and nutrition and health.  Within each of these areas, various methodologies could be 

applied including sensory evaluation(29), consumer preference (hedonic)(30), consumer 

preference (willingness to pay)(31) and food choice(8).  Food choice research is a new 

approach in the African context: it is an approach that provides insights into consumer 

preferences for a product in the context of the wider context of how people make choices in 

relation to other foods they consume(8).  The counts of publications in relation to the above 



 

  

  

combinations with respect to research in Africa is illustrated in Table 7.4.4.  The majority of 

publications used sensory evaluation methodology and in relation to quality and then ingredient 

and formulation(32).  Sensory evaluation publications relating to nutrition and health were 

mainly concerned with biofortified crops such as sweet potato(28, 33), cassava(34, 35) and 

maize(36).  Consumer preference (hedonic) has focused on quality and nutrition and health, in 

particular in relation to more nutritious crops, in particular biofortified crops containing vitamin 

A(35, 37, 38).  Consumer preference in relation to willingness to pay has been increasingly 

used in recent years for sweet potato(39), maize(40) and cassava(41).  Shelf-life testing is less 

common but has been applied to a number of products including peanut butters(42).  A recent 

approach has been to explore food choice which refers to how people decide on what to buy 

and eat.  This has been explored in relation to migrants living in Dar es Salaam, Tanzania(8) 

and can have an impact on food diversity, health and obesity.  It also relates to increased 

urbanisation in Africa(6) discussed earlier.  This research indicated that while consumers 

consumed a diverse range of staples when in rural areas, the staple mostly consumed in Dar es 

Salaam was maize.  

  

Research on consumer preference and sensory evaluation has been evolving over time.  Some 

early research relating to Africa tended to rely on commercial tasters, for example in cocoa in 

Ghana(43).  This was due to the initial absence of sensory and consumer expertise in research 

organisations within Africa.  Published works were concerned with the introduction of sensory 

and consumer methodology to the food industry, for example tea(44) using commercial tea 

tasters scores along with production data to optimise the black tea manufacturing for quality in 

Malawi(45) and roasting of groundnuts in peanut butter roasters in Zimbabwe focusing on 

women’s groups(42).  New methodologies for sensory and consumer testing that can apply to 

people on low incomes and minimal education were evaluated using sweet potato as an 

example(29).  Results suggested that when trained enumerators were used, quite sophisticated 

methods such as nine-point hedonic scales could be used as well as the ranking method and 

first choice.  Later, consumer and sensory methods were used to evaluate preferences of sweet 

potato over two seasons and at several different locations(29).  Preferences can differ by 

location as has been noted for sweet potato in Tanzania(29), fermented cassava in Nigeria(46) 



 

  

  

and rice in Ghana(47) among African consumers.  Hedonic testing in Africa has been extended  

to include evaluation of affordability of rice in Ghana(48), and willingness to pay using 

methods such as choice experiments for sweet potato in Uganda(39).  Sensory evaluation and 

consumer preference is an important tool in helping to promote nutrition rich staples such as 

vitamin A rich biofortified orange fleshed sweet potato(20, 28, 31, 49-55), cassava(34, 41, 

5659), maize(40, 60-62) and high iron beans(43, 63).  Cross cultural preferences between 

African and European consumers has been explored and shown key differences which can be 

explained by differences in consumer knowledge and expectations(32, 64-66) for a range of 

products such as those made from maize and hibiscus.  

  

[Table 7.4.4 near here]  

  

Food systems could be characterised as being traditional or modern(67).  Modern and 

traditional food systems and food security are primarily characterized by differences in food 

production, processing, and packaging of food products, retailing and distribution, and the 

rising influence of large numbers of urban consumers.  The majority of publications (75%) on 

sensory evaluation and consumer preference in Africa were estimated to be related to ‘modern’ 

foods because they were concerned with new ingredients, processing, markets, and urban 

consumers.  This indicates a strong demand for introducing new products into the market in 

Africa.  

  

A gap in the analysis and interoperation of research on sensory evaluation and consumer 

preferences is the paucity of research published in the literature by the private sector.  The 

private sector often spends heavily on advertising on processed foods that are higher fat, sugar 

and salt and is thought to be associated with increased obesity(15, 16) and potentially the 

double burden of malnutrition(14).  Little research seems to have been undertaken in African 

in relation to health and food advertising.  With the increasing urbanisation and purchasing 

power, better understanding the link may contribute to avoiding a future health crisis.  

  



 

  

  

7.5 Conclusions and Trends  

  

Foods in sub-Saharan Africa are diverse and varied.  However, little is known about consumer 

acceptance, consumer attitudes or how behaviours change over time.  This might be influenced 

by many factors, such as advertising, new product introductions, changes in life‐style, 

economic trends, and climate change.  Changes in consumer perception were explored by 

reviewing information about consumer demographics and attitudes, analysis of food production 

and a review of published literature on sensory evaluation and consumer preference.  Sensory 

and consumer preference research is expected to become more important to Africa and help 

guide policy.  

  

The analysis concludes that consumer trends in Africa are swiftly changing, probably as a result 

of rapid population growth and urbanisation along with increased purchasing power.  While 

published literature on sensory evaluation and consumer acceptance is increasing (doubling 

every eight years), it lags behind research carried out elsewhere in Asia, Europe, and Americans 

for example.  Some crops such as yams appear to be neglected by sensory and consumer 

research.  

  

While new methodologies continue to be introduced and developed, new methodologies that 

involve face recognition(68), social media(69), artificial intelligence and tracking of electronic 

food purchases (mobile phone, internet and credit cards)(70) will increasingly provide new 

information about preferences potentially in real time.  This will support healthy eating 

initiatives and support the value chains that provide nutritious foods.  

  

However, there appears to be few publications on the interaction between food behaviour, 

markets, and consumer demographics.  This gap appears to be filled by the commercial sector 

who increasingly have access to big data, via mobile apps, relating to consumer attitudes, 

purchase behaviour, food production and retail outlets.  Foods that are ultra-processed are 

increasing sold to consumers and promoted on the basis of price, taste, texture, appearance, and 

social context rather than nutrition and the impact on health.  Policy makers are increasingly 



 

  

  

aware of the importance of eating not only for pleasure and social interactions but critically for 

nutrition and health.  However, non-communicable diseases such as obesity and diabetes are 

increasing in much of Africa placing a burden on the quality of life, human productivity, and 

on health services.  Intensive agriculture, food processing and packaging also have a critical 

impact on climate change and the environment.  Better access to big data gathered by 

commercial enterprises for use in research and policy appears to be a critical gap in current 

research.  

  

References  

1. FAO. FAOSTAT database. In: (FAO) FaAOotUN, editor. Production Available in: http://faostat3 

fao org/browse/Q/QC/S [Review date: April 2015]. Production Available in: http://faostat3. 
fao. org/browse/Q/QC/S [Review date: April 2015]2016.  

2. IMF. Sub-Saharan Africa Regional Economic Outlook: Navigating Uncertainty. Washington, DC, 
USA: International Monetary Fund; 2019.  

3. Kuada JE, Bujac AI. Understanding Consumer Buying Behavior in Africa.  Marketing 

Management in Africa: Routledge; 2018. p. 119-31.  

4. Deloitte L. The Deloitte Consumer Review. Africa: A 21st century view. 2016.  

5. Beegle K, Christiaensen L. Accelerating poverty reduction in Africa: World Bank Publications; 
2019.  

6. OECD/SWAC. Africa's Urbanisation Dynamics 2020: Africapolis, Mapping a New Urban 
Geography, West African Studies. Paris, France: OECD Publishing; 2020.  

7. Resnick D. Governance: Informal food markets in Africa’s cities. IFPRI book chapters. 2017:50- 

7.  

8. Bechoff A, Forsythe L, Njau M, Martin A, Audifas G, Abass A, et al. Women eat more rice and 

banana: the influence of gender and migration on staple food choice in East Africa. 2020.  

9. Forsythe L, Njau M, Martin A, Bechoff A, Tomlins K. Staple food cultures: a case study of cassava 

ugali preferences in Dar es Salaam, Tanzania. 2017.  

10. Medina L, Jonelis MAW, Cangul M. The informal economy in Sub-Saharan Africa: Size and 

determinants: International Monetary Fund; 2017.  

11. Signe L, Johnson C. Africa’s consumer market potential: Trends, drivers, opportunities, and 

strategies. Africa Growth Initiative. 2018.  

12. Nzomo EM, Ariyawardana A, Sila DN, Sellahewa JN. Reaping the potential benefits of 

amaranth: value chain challenges ahead for Kenya. In: Keatinge JDH, Srinivasan R, Mecozzi M, 
editors. Xxix International Horticultural Congress on Horticulture: Sustaining Lives, Livelihoods 

and Landscapes. Acta Horticulturae. 11022015. p. 191-8.  

13. Olele P. African fast food chains are growing but more work needs to be done. 07/06/2020 ed. 

 https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-
more-workneeds-to-be-done/2019.  

14. Popkin BM, Adair LS, Ng SW. Global nutrition transition and the pandemic of obesity in 

developing countries. Nutrition reviews. 2012;70(1):3-21.  

http://faostat3/
http://faostat3/
http://faostat3/
http://faostat3/
http://faostat3/
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019
https://nairametrics.com/2019/10/19/african-fast-food-chains-are-growing-but-more-work-needs-to-be-done/2019


 

  

  

15. Agyemang C, Boatemaa S, Frempong GA, Aikins A. Obesity in sub-Saharan Africa. Metabolic 

syndrome Switzerland: Springer International Publishing. 2016:1-13.  

16. Folkvord F, Anschütz DJ, Boyland E, Kelly B, Buijzen M. Food advertising and eating behavior in 

children. Current Opinion in Behavioral Sciences. 2016;9:26-31.  

17. Chauhan BS, Jabran K, Mahajan G. Rice production worldwide: Springer; 2017.  

18. Bouis HE, Saltzman A. Improving nutrition through biofortification: a review of evidence from 

HarvestPlus, 2003 through 2016. Global food security. 2017;12:49-58.  

19. Saltzman A, Birol E, Bouis HE, Boy E, De Moura FF, Islam Y, et al. Biofortification: progress 
toward a more nourishing future. Global Food Security. 2013;2(1):9-17.  

20. Birol E, Meenakshi JV, Oparinde A, Perez S, Tomlins K. Developing country consumers' 
acceptance of biofortified foods: a synthesis. Food Security. 2015;7(3):555-68.  

21. Lescot TaGJ. Plantain (Musa spp.) cultivation in Africa: A brief summary of developments over 
the previous two decades. Acta Horticulturae. 2010;879:445-55.  

22. Opole R. Opportunities for enhancing production, utilization and marketing of Finger Millet in 

Africa. African Journal of Food, Agriculture, Nutrition and Development. 2019;19(1):13863-82.  

23. Morris ST. International perspectives in sheep production: differences in systems and welfare 

risks. Advances in Sheep Welfare. 2017;19.  

24. Boakye-Achampong S, Ohene-Yankyera K, Aidoo R, Sørensen OJ. Is there any economics in 

smallholder cocoyam production? Evidence from the forest agro-ecological zone of Ghana. 

Agriculture & Food Security. 2017;6(1):44.  

25. WorldBank. Accelerating Poverty Reduction in Africa: In Five Charts2019.  

26. Harzing A-W, Alakangas S. Google Scholar, Scopus and the Web of Science: a longitudinal and 

cross-disciplinary comparison. Scientometrics. 2016;106(2):787-804.  

27. Meilgaard MC, Carr BT, Civille GV. Sensory evaluation techniques: CRC press; 2006.  

28. Tomlins K, Ndunguru G, Stambul K, Joshua N, Ngendello T, Rwiza E, et al. Sensory evaluation 

and consumer acceptability of pale-fleshed and orange-fleshed sweetpotato by school 

children and mothers with preschool children. Journal of the Science of Food and Agriculture. 

2007;87(13):243646.  

29. Tomlins K, Rwiza E, Nyango A, Amour R, Ngendello T, Kapinga R, et al. The use of sensory 
evaluation and consumer preference for the selection of sweetpotato cultivars in East Africa. 

Journal of the Science of Food and Agriculture. 2004;84(8):791-9.  

30. Tomlins K, Manful J, Larwer P, Hammond L. Urban consumer preferences and sensory 
evaluation of locally produced and imported rice in West Africa. Food quality and preference. 
2005;16(1):79-89.  

31. Chowdhury S, Meenakshi J, Tomlins KI, Owori C. Are consumers in developing countries willing 

to pay more for micronutrient-dense biofortified foods? Evidence from a field experiment in 

Uganda. American Journal of Agricultural Economics. 2011:aaq121.  

32. Monteiro MJP, Costa AIA, Fliedel G, Cisse M, Bechoff A, Pallet D, et al. Chemical-sensory 

properties and consumer preference of hibiscus beverages produced by improved industrial 

processes. Food Chemistry. 2017;225:202-12.  

33. Tumwegamire S, Kapinga R, Mwanga R, Niringiye C, Lemaga B, Nsumba J, editors. Acceptability 
studies of orange-fleshed sweetpotato varieties in Uganda. Proceedings of the 13th ISTRC 

Symposium; 2007.  



 

  

  

34. Bechoff A, Chijioke U, Tomlins KI, Govinden P, Ilona P, Westby A, et al. Carotenoid stability 

during storage of yellow gari made from biofortified cassava or with palm oil. Journal of Food 

Composition and Analysis. 2015;44:36-44.  

35. Bechoff A, Chijioke U, Westby A, Tomlins KI. 'Yellow is good for you': Consumer perception and 

acceptability of fortified and biofortified cassava products. Plos One. 2018;13(9).  

36. Gannon B, Kaliwile C, Arscott SA, Schmaelzle S, Chileshe J, Kalungwana N, et al. Biofortified 

orange maize is as efficacious as a vitamin A supplement in Zambian children even in the 

presence of high liver reserves of vitamin A: a community-based, randomized placebo-

controlled trial. The American journal of clinical nutrition. 2014;100(6):1541-50.  

37. Leksrisompong P, Whitson M, Truong V-D, Drake M. Sensory attributes and consumer 

acceptance of sweet potato cultivars with varying flesh colors. Journal of sensory studies. 

2012;27(1):59-69.  

38. Gunaratna NS, Bosha T, Belayneh D, Fekadu T, De Groote H. Women's and children's 

acceptance of biofortified quality protein maize for complementary feeding in rural Ethiopia. 
Journal of the Science of Food and Agriculture. 2016;96(10):3439-45.  

39. Chowdhury S, Meenakshi JV, Tomlins KI, Owori C. Are Consumers in Developing Countries 

Willing to Pay More for Micronutrient-Dense Biofortified Foods? Evidence from a Field 

Experiment in Uganda. American Journal of Agricultural Economics. 2011;93(1):83-97.  

40. De Groote H, Chege CK, Tomlins K, Gunaratna NS. Combining experimental auctions with a 

modified home-use test to assess rural consumers' acceptance of quality protein maize, a 
biofortified crop. Food Quality and Preference. 2014;38:1-13.  

41. Oparinde A, Banerji A, Birol E, Ilona P. Information and consumer willingness to pay for 
biofortified yellow cassava: evidence from experimental auctions in Nigeria. Agricultural 

Economics. 2016;47(2):215-33.  

42. Tomlins K, Rukuni T, Mutungamiri A, Mandeya S, Swetman A. Effect of roasting time and 

storage time on sensory attributes and consumer acceptability of peanut butters in southern 

Africa. Tropical Science. 2007;47(4):165-82.  

43. Baker DM, Tomlins KI, Gay C. Survey of Ghanaian cocoa farmer fermentation practices and 
their influence on cocoa flavour. Food Chemistry. 1994;51(4):425-31.  

44. Tomlins K, Mashingaidze A. 14 Quality control during the manufacture of black tea: the role of 
sensory evaluation.  

45. Mashingaidze A, Tomlins K. 5 Quality control during the manufacture of black tea: use of the 

Slogger (In-Line Sensors) to monitor quality and identify possible critical points in the process. 

Quarterly Newsletter-Tea Research Foundation (Central Africa). 1997(126):4-11.  

46. Tomlins K, Sanni L, Oyewole O, Dipeolu A, Ayinde D, Adebay K, et al. Consumer acceptability 

and sensory evaluation of a fermented cassava product (Nigerian fufu). Journal of the Science 
of Food and Agriculture. 2007;87(10):1949-56.  

47. Tomlins KI, Manful JT, Larwer P, Hammond L. Urban consumer preferences and sensory 
evaluation of locally produced and imported rice in West Africa. Food Quality and Preference. 

2005;16(1):79-89.  

48. Tomlins K, Manful J, Gayin J, Kudjawu B, Tamakloe I. Study of sensory evaluation, consumer 

acceptability, affordability and market price of rice. Journal of the Science of Food and 

Agriculture. 2007;87(8):1564-75.  



 

  

  

49. Tomlins K, Owori C, Bechoff A, Menya G, Westby A. Relationship among the carotenoid 

content, dry matter content and sensory attributes of sweet potato. Food Chemistry. 

2012;131(1):1421.  

50. Atuna RA, Aduguba WO, Alhassan AR, Abukari IA, Muzhingi T, Mbongo D, et al. Postharvest 

quality of two orange-fleshed sweet potato Ipomoea batatas (L) Lam cultivars as influenced by 

organic soil amendment treatments. Food Science & Nutrition. 2018;6(6):1545-54.  

51. Bechoff A, Dufour D, Dhuique-Mayer C, Marouzé C, Reynes M, Westby A. Effect of hot air, solar 

and sun drying treatments on provitamin A retention in orange-fleshed sweetpotato. Journal 

of Food Engineering. 2009;92(2):164-71.  

52. Bechoff A, Westby A, Owori C, Menya G, Dhuique-Mayer C, Dufour D, et al. Effect of drying and 

storage on the degradation of total carotenoids in orange-fleshed sweetpotato cultivars. 

Journal of the Science of Food and Agriculture. 2010;90(4):622-9.  

53. Bechoff A, Westby A, Menya G, Tomlins KI. Effect of pretreatments for retaining total 

carotenoids in dried and stored orange-fleshed-sweet potato chips. Journal of Food Quality. 
2011;34(4):259-67.  

54. Bechoff A, Tomlins K, Dhuique-Mayer C, Dove R, Westby A. On-farm evaluation of the impact 

of drying and storage on the carotenoid content of orange-fleshed sweet potato (Ipomea 

batata Lam.). International Journal of Food Science and Technology. 2011;46(1):52-60.  

55. Bechoff A, Poulaert M, Tomlins KI, Westby A, Menya G, Young S, et al. Retention and 

Bioaccessibility of beta-Carotene in Blended Foods Containing Orange-Fleshed Sweet Potato 
Flour. Journal of Agricultural and Food Chemistry. 2011;59(18):10373-80.  

56. Bechoff A, Bachwenkizi B, Adebayo A, Towo E, Fliedel, G, et al. Sensory profiling and consumer 
acceptance of improved traditional ugali products made with high quality cassava flour. 

Chatham, UK: Natural Resources Institute, University of Greenwich; 2015.  

57. Bechoff A, Tomlins K, Fliedel G, Becerra Lopez-Lavalle LA, Westby A, Hershey C, et al. Cassava 

traits and end-user preference: relating traits to consumer liking, sensory perception, and 

genetics. Critical Reviews in Food Science and Nutrition. 2016(just-accepted):00-.  

58. Bechoff A, Boy E, Chijioke U, Ilona P, Westby A, Viet PT, et al., editors. Effect of biofortification 
and ingredient replacement on consumer acceptance: the case of cassava2017.  

59. Bennett B, Tomlins K. New uses and processes for cassava University of Greenwich, UK.  
Achieving sustainable cultivation of cassava Volume 1: Burleigh Dodds Science Publishing; 

2017. p. 107-16.  

60. Ajayi O, Obadina A, Idowu M, Adegunwa M, Kajihausa O, Sanni L, et al. Effect of packaging 

materials on the chemical composition and microbiological quality of edible mushroom 

(Pleurotus ostreatus) grown on cassava peels. Food Science & Nutrition. 2015;3(4):284-91.  

61. De Groote H, Gunaratna NS, Okuro JO, Wondimu A, Chege CK, Tomlins K. Consumer 
acceptance of quality protein maize (QPM) in East Africa. Journal of the Science of Food and 

Agriculture. 2014;94(15):3201-12.  

62. Meenakshi J, Banerji A, Manyong V, Tomlins K, Mittal N, Hamukwala P. Using a discrete choice 

experiment to elicit the demand for a nutritious food: Willingness-to-pay for orange maize in 
rural Zambia. Journal of Health Economics. 2012;31(1):62-71.  

63. Oparinde A, Birol E, Murekezi A, Katsvairo L, Tedla Diressie M, Nkundimana J, et al., editors. 

Consumer Acceptance of Biofortified Iron Beans in Rural Rwanda: Experimental Evidence. 



 

  

  

2015 Conference, August 9-14, 2015, Milan, Italy; 2015: International Association of 

Agricultural Economists.  

64. Akissoe NH, Sacca C, Declemy AL, Bechoff A, Anihouvi VB, Dalode G, et al. Cross-cultural 

acceptance of a traditional yoghurt-like product made from fermented cereal. Journal of the 

Science of Food and Agriculture. 2015;95(9):1876-84.  

65. Bechoff A, Cisse M, Fliedel G, Declemy AL, Ayessou N, Akissoe N, et al. Relationships between 

anthocyanins and other compounds and sensory acceptability of Hibiscus drinks. Food 

Chemistry. 2014;148:112-9.  

66. Silva AP, Franco MI, Mady C, Pallet D, Tomlins K, Bennett B, et al. Drivers of Acceptance of a 
New Beverage in Europe. Beverages. 2016;2(2).  

67. Ericksen PJ. Conceptualizing food systems for global environmental change research. Global 
environmental change. 2008;18(1):234-45.  

68. Kulke L, Feyerabend D, Schacht A. A comparison of the Affectiva iMotions Facial Expression 

Analysis Software with EMG for identifying facial expressions of emotion. PsyArXiv March. 

2018;14.  

69. Barger V, Peltier JW, Schultz DE. Social media and consumer engagement: a review and 

research agenda. Journal of Research in Interactive Marketing. 2016.  

70. Dix S, Phau I, Jamieson K, Shimul AS. Investigating the drivers of consumer acceptance and 

response of SMS advertising. Journal of Promotion Management. 2017;23(1):62-79.  

  

    

Table Captions  

Table 7.4.1 Changes in rank position for commodities that have increased since 2000 (based 

on Gross Production Value; constant 2004-2016 1000 I$)  

  

Table 7.4.2 Changes in rank position for commodities that have declined since 2000 (based on 

Gross Production Value; constant 2004-2016 1000 I$)  

  

Table 7.4.3 Rank order of commodities by gross production values in Africa and appearances 

in journal publications related to sensory and consumer preferences. Source.  (1)  

  

Table 7.4.4 Count of publications (Web of Science) relating to Africa by areas of research and 

sensory and consumer methodologies.  

  

Figure Captions  

  



 

  

  

Figure 7.4.1 Factors influencing consumer preferences from demographics, food production 

and product testing and methodologies.  

  

Figure 7.4.2  Nominal Gross Domestic Product verses population size for African nations Note:   

The size of the bubble is related to the size of the population.   

Only selected countries are labelled due to space considerations.  

  

Figure 7.4.3 Changes in rank position in Africa between 2018 and 2000 by Total Gross 

Production Value (constant 2014-2016 million US$) by Commodity  

  

Figure 7.4.4 Number of publications by year on sensory and consumer preferences in Africa 

based on Web of Science.  

Note: An exponential curve was fitted to the data to illustrate the trend    



Table 7.4.1  

Consumer Acceptance and Sensory Evaluation of New Food Products Chapter 

Outline – Due by 21 Feb 2020  

  

  

  

Commodity  Rank position (2016) Increase in rank position since 2000  

Rice  6  2  

Beans  11  8  

Tomatoes  15  9  

Mangoes  16  11  

Cow peas  21  9  

Cashew nuts  23  14  

24  

4  

Sesame seed  25  

Sweet potatoes  31  

Source; (1)  

  

     



Table 7.4.2  

Consumer Acceptance and Sensory Evaluation of New Food Products Chapter 

Outline – Due by 21 Feb 2020  

  

  

  

Commodity  Rank position (2016)  Decline in rank since 2000  

Plantains  10  -4  

Millet  19  -7  

Meat (sheep)  22  -9  

Taro (cocoyam)  33  -11  

Source: (1)  

     



Table 7.4.3  

Consumer Acceptance and Sensory Evaluation of New Food Products Chapter 

Outline – Due by 21 Feb 2020  

  

  

Rank  Food and drink commodity   

Gross production values (constant  

2004-2016 1000 I$)(1)  

Occurrences in journal publications  

(number brackets(26))  

1  Cassava  Fruit and vegetables (18)  

2  Yams  Meat (18)  

3  Meat indigenous, cattle  Tea/coffee/cocoa (17)  

4  Maize  Rice (14)  

5  Milk, whole fresh cow  Cassava (14)  

6  Rice  Maize (13)  

7  Groundnuts  Sweet potato (13)  

8  Bananas  Banana (6)  

9  Sorghum  Bread (wheat) (5)  

10  Plantains  Beverages (5)  

Note: Number of occurrences in journal publications is based on Web of Science  

     



Table 7.4.4  

Consumer Acceptance and Sensory Evaluation of New Food Products Chapter 

Outline – Due by 21 Feb 2020  

  

  

Sensory  and 

 consumer 

methodology  

Count of publications by area of research  

Ingredients 

and 

formulation  

Quality  Shelf-life and 

storage  

Nutrition 

and health  

Sensory evaluation  42  65  8  24  

 Consumer  preference  

(hedonic)  

15  28  0  22  

 Consumer  preference  

(willingness to pay)  

0  7  0  5  

Food Choice  0  2  0  0  

  

  


