
                                                

                                               

                                 Department of Business Administration

Title: The Environment to Invest in Marketing and Processing of Cocoa- The Case of  
Ghana.

Author: NYUMUYO WISDOM WINSTON

15 credits



Thesis: Study programme in  Master of Business Administration in Marketing Management.

Title  The Environment To Invest in Marketing and Processing of Cocoa- The 
Case of Ghana. 

Level Final  Thesis   for  Master  of  Business  Administration  in  Marketing 
Management

Address. University of Gävle

Department of Business Administration

801 76 Gävle

Sweden

Telephone    (+46) 26 64 85 00

Telefax          (+46) 26 64 85 89

Web site         http://www.hig.se

Author NYUMUYO WISDOM WINSTON

Date December, 2009

Supervisor Dr. Aihie Osarenkhoe

2

http://www.hig.se/


Abstract
Purpose: This research work is to discuss the various forces/ factors that affect the business 
environment of Ghana which impacts   investing in marketing and processing of cocoa beans 
in Ghana. In order to determine or classify Ghana as an attractive destination or otherwise to 
invest in cocoa marketing and processing there is the need to discuss the prevailing macro 
business environmental forces which little is known about to investors, managers and policy 
makers in cocoa trade.  These mentioned parties have been under increasing pressures to 
assess  the  various  forces  prevailing  in  Ghana  before  considering  investing  in  cocoa 
marketing  and  processing  in  Ghana.  The  work  therefore  looks  as  the  various  macro 
environmental factors Political, Economic, Social, Technological, Physical Environment and 
Legal (PESTEL) forces in Ghana’s business environment which impacts cocoa marketing 
and  processing  which  makes  Ghana  an  attractive  base  or  otherwise  to  invest  in  cocoa 
marketing and processing.

Research Questions: The specific questions that the research aims at solving are as follows: 
what  are  the  external  and  environmental  forces  that  will  influence  investing  in  cocoa 
marketing and processing in Ghana? Is Ghana a safe and attractive base to invest in cocoa 
marketing and processing?

Research method: In carrying this research I made use of both secondary and primary data. 
Primary data was gathered through face    interviews and administrating questionnaires to 
illicit  response from stakeholders in Ghana’s cocoa. The paper also presents a review of 
literature  on PESTEL which  has  influence  or  features  in  Ghana’s  business  environment 
which are important in cocoa marketing and processing. 

Research Findings: Empirical findings and review of PESTEL model reported in the work 
suggests that the PESTEL will impact on the strategy of organizations and policy makers 
who are into cocoa marketing and processing. Also gives suggestions on how the various 
environmental  forces  (PESTEL)  will  be  applied  to  further  improve  upon  the  business 
environment which makes marketing and processing of cocoa in Ghana attractive.

Research  Implications  and  Limitations: The  discussions  and  analyses  of  the  macro 
environmental  forces  prevailing  in  Ghana’s  business  environment  which  impacts  cocoa 
marketing produces a frame work to analyze current threats and opportunities in Ghana’s 
business  environment  which  impacts  cocoa  marketing  and  processing  for  people 
contemplating on investing in marketing and processing of cocoa in Ghana as well as other 
practical lessons for policy makers in cocoa. The work overlooks the micro environmental 
forces in Ghana that impacts cocoa marketing and processing. Further research into such 
area  will  help  give  an  understanding  of  the  micro  factors  that  impact  the  business 
environment of Ghana. Also the work has a limited empirical data base as most information 
gathered  were  inconsistent  and  unreliable  which  raises  concerns  about  investment 
information. These have been minimized through cross checks with primary data.3
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INTRODUCTION
The first part of the introduction describes the forces prevailing in the business environment. 
However the discussions and analyzes  of the attractiveness of Ghana’s cocoa marketing and 
processing sector will be done based on the factors or forces of the macro business environment 
namely  Political,  Economical,  Social,  Technological,  Environmental  and  Legal  factors 
(PESTEL).  The literature will however attempt to discuss the attractiveness of the sector using 
concepts  or  models  such as  PESTEL,  McKinsey/  General  Electric  Matrix  and Porter’s  Five 
Competitive  forces.  The  second  part  shows  the  research  approach,  the  main  questions  and 
knowledge contribution, data source, methods to be used and the structure of the work.

 According to a Swiss Economic Development Cooperation with Ghana report (April 2008, Pg 
1&2),  the business environment  of Ghana is  characterized by dynamic  elements  that  present 
opportunities and threats. The report described the past decades of Ghana’s structural reforms to 
increase growth and fight poverty. Macro stability has by and large being maintained, market 
deregulation, privatization of public enterprises& banks, liberalization of trade, encouragement 
of private entrepreneurship  and promotion of foreign investment have improved in the economic 
situation  of  the  country says  the  report.  In  spite  notable  process(  for  example  Ghana has  a 
medium ranking in the UNDP human development Index, Ghana remains a poor country with an 
income of only USD450( versus USD 510 for low income countries).New reforms Challenges 
and economic constraints affects Ghana’s capacity to maintain growth while reducing poverty 
says the report. Further the report mentioned problems of maintaining macroeconomic stability, 
dependency on aid, vulnerability of external shocks, regional and ethnical tensions, prevalence of 
severe health hazards and corruption problems.

There are basically two major parts of the business environment, the macro environment and the 
micro  environment.  The  macro  environment  according  to  Johnson et  al  (2006 p.65)  is  also 
known in other circles as general and defined in terms of an acronym PESTEL and are major 
influences on the business environment. 

Many researchers have talked about or elaborated on the PESTEL model as simple-complex 
versus  stable-dynamic  (Duncan  1992),  analyzable  and  unanalyzable  (Daft  and  Weick  1984) 
unequivocal,  certainty,  analyzable,  variety  and intrusive  (Daft  and  Lengel  1986)  analyzable, 
predictable and unstable (Waddock and Isabella 1989) and controllable(Schneider and De Meyer 
1991).  Authors  such  (Kotler  and  keller  2006),   Ghauri&  Ceteora  (1999)  have  also  talked 
described  the PESTEL  in their arguments as uncontrollable environmental forces which affects 
most organizational decisions.For example Kotler& Keller (2006) states organizational decisions 
are affected by changes in the political and legal environment in which businesses operate.

The Micro environment or Competitive environment according to Porter (1980) has five forces, 
framework or model of competition. To Porter (1980, 1985, and 1996) the firm’s ability to gain 
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competitive advantage rests on the framework by his idea which serves as a tool to assess the 
attractiveness and help in the analysis of competition. The five forces are: the threat of entry into 
the industry, the threat of substitutes to the industry’s products and services, the power of buyers 
of the industry’s products or services, the power of suppliers into the industry and the extent of 
rivalry between competitors in the industry. In areas where these forces are high, the industries 
will not be attractive to compete which also implies too much pressure and competition to allow 
firms to realize reasonable profits says Porter.

The  GE model   also synonymous  to  Mckinsey Matrix,  Business  Assessment  Array and GE 
Business Screen  according to 12 Manage- The Executive Fast  Track(2009,V10.3) is  a model 
used to perform a business  portfolio analysis on the Strategic Business Units of a corporation. 
The aims of  such portfolio  analysis  in  accordance  with the work are;  to  analyze  its  current 
business portfolio and decide which SBU should receive more or less investment, to develop 
growth strategies for adding new products and businesses on the portfolio and lastly deciding 
which  businesses or products should no longer be retained. The GE model is more sophisticated 
than  the  BCG  matrix  in  three  aspects  (www.valuebasedmanagement.net).   First  market  or 
Industry  attractiveness  replaces  market  growth  as  dimension  of  industry  attractiveness.  The 
Market attractiveness like the Competitive forces identified by Porter includes a range of factors 
than just the market growth rate which   helps in determining the attractiveness of an industry/ 
market. The factors that affect market attractiveness are: market size, market growth, and market 
profitability, pricing trends, competitive intensity/rivalry, and overall risk of the returns in the 
industry, opportunity to differentiate products and services, segmentation, distribution structure 
(i.e  retail,  direct,  wholesale),  technology  development  and  demand  variability 
(http//tutor2u.net/business/strategy/ge_matrix.htm). 

Competitive Strength, another aspect replaces market share as a dimension by which competitive 
position of each SBU is assessed. Like Industry attractiveness competitive strength also has a 
broader range of factors than just market share that can be useful in determining the competitive 
strength of an SBU.  An authors Cooper Robert G.(1993) , explains business strength normally 
includes such measures as market share, share growth and product quality. 

Other factors that affect competitive strength of a strategic business unit are strength of assets 
and competencies, relative brand strength, customer loyalty, relative cost position (cost structure 
compared  with  competitors),  distribution  strength  and  production  capacity,  records  of 
technological or other innovation, access to financial and other investment resources, quality and 
management strength (www.tutor2u.net). The GE model works with a 3*3 grid whiles the BCG 
has 2*2 and this allows for more sophistication.  Cooper Robert G (1993) in the work Product 
Planning using the Mckinsey or GE model explains the nine cells of the GE model stating the 
three in the upper right are those in which the company has a strong position and would be 
considered  for  investment  and  growth.  The  three  along  the  diagonal  are  the  intermediate 
attractiveness and the company should consider a policy to selectively enhancing business in 
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those cells to generate earnings. And finally the three cells in the lower corners are low in overall 
attractiveness and the company should consider harvesting and divesting in that cell writes the 
author. 

On a general overlook of businesses and their environments organizations are said to be open 
systems whose survival depends on their interaction with the environment in which they operate. 
Backing this idea or argument the authors of the Contingency Theory Lawrence& Lorsch (1967) 
supported by Aguilar (1967) explains that businesses survival depends largely on how successful 
they interact with the environment they operate in. Stated differently, the theory explains the way 
organizations  function  under  different  conditions  of  the  external  business  environment. 
Managers are tasked to take both reactive and proactive measures to identify positive trends 
(future business opportunities) whiles reducing the impact of threats that can jeopardize business 
operation in the future. They therefore engage in what is known as Environmental Scanning. The 
process  of  identifying  and  tracking  trends  that  lead  to  business  opportunities  and  threat  is 
referred to as environmental scanning (ibid).The writers Lawrence and Lorsch (1967) ,Aguilar 
(1967 )who wrote on the Contingency Theory supported environmental scanning exercise which 
tasks businesses to restructure their  organizational  systems in order to respond effectively to 
changes in the  business environment. This is crucial to success says the authors.   Compared to 
the past in today’s business environment with change being so dramatic and swift, executives 
need to continuously look more closely at trends developing in the environment if they are to 
make effective strategic decisions relative to the future prosperity of their organizations (Oslen et 
al, 1994).

The idea  discussed so far  tends  to  depict  that  these forces (Macro and Micro elements)  are 
dynamic and non controllable (Kourteli 2000, p.g 406), (Duncan, 1992),  (Kotler & Keller 2006) 
and  (Daft&Weick  1986),  yet  impact  hugely  on  businesses’  competitiveness,  survival, 
profitability and market share. It is therefore essential for managers to be abreast with the key 
drivers that provide competitiveness in their respective industries.

The main task is a description and an analysis of the  prevailing forces of the  Ghana’s business 
environment  vis a vis  investing in the processing and marketing of cocoa beans  Based on early 
points established,  the analysis  and discussions will look at the broad Macro environment of 
organizations in terms of Political, Social, Technological, Economical, Environmental and Legal 
factors to asses the influences of the external factors of the environment in which the business 
operates or how the business will respond to these influences . This will be done not forgetting 
the forces of the Micro environment as well as the G E Model in order to establish or determine 
if  Ghana has a safe and attractive  environment  for investors to  invest  in  the processing and 
marketing of raw cocoa beans.

The  next  chapter  spells  out  the  research  approach  as  well  as  the  dominant  questions  to  be 
answered by the work.
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1.1 Purpose/Motivation of the Study/ Research Approach: 

Ghana uses a marketing board system for the purchase and sale of cocoa beans says Gilbert C; L. 
(1997).  This  is  done  through  the  state  owned  marketing  board,  Ghana  Cocoa  Board 
(COCOBOD) who held monopoly over cocoa purchases. Both the Produce Buying Company 
(PBC) and the Private Licensed Companies (LBC’s) are obliged to sell their beans at a fixed 
price  to  the  cocoa  marketing  company  which  sees  to  the  external  marketing  of  the  raw 
beans(Tarnawski, A, RTRs-Interview, Reuters 1997). The Cocoa Marketing Company then sells 
a  greater  percentage  of  the  raw  cocoa  beans  to  external  markets  in  Europe  and  Asia  for 
processing at the neglect of the domestic processors. As at 2005/06 only 13% of cocoa beans 
were processed in Ghana according to I.C.C.O 2006. This is made possible by the fact that CMC 
has monopoly over export of cocoa beans. But since the year 2000/01 cocoa season, the export of 
cocoa beans has been partially liberalized with 5 buying companies being qualified to export 
30%  of  their  beans  purchases  according  to  the  International  Cocoa  Organizations  report 
(September 2003) which sited   the paper ‘Ghana’s private cocoa exporters not ready this year’ 
(Reuters,  IPP, 4 September 2000), with the remainder  being sold to CMC for exports  to the 
external  markets  as well  as the domestic  processors. The five companies  are PBC, Cashpro, 
Fedco, Adwumapa, and Kuapa Koko. However, none of these companies are ready prepared for 
carrying out cocoa exports yet (t’sas V. RTRs, Reuters 2000)

Recently there are new processing plants being established in Ghana to process bulk of cocoa 
beans that are exported and processed/manufactured outside Ghana.  This is in accordance with 
Ghana Cocoa board encouraging private sector in the processing of cocoa beans locally to add 
value to the beans. In this connection COCOBOD will welcome any pinnate for the joint venture 
in cocoa processing says a report on Ghana cocoa Board- Poised to maintain premium quality 
cocoa. The research work will seek to find out if Ghana has such an environment to invest in 
marketing  raw beans  locally  as  well  as  establishing  a  processing  plant  to  process  the  large 
volume of the cocoa bean here in Ghana. And to study this problem I hold an idea to conduct a 
study of the Macro business environment factors or drivers of Ghana in view of investing in local 
marketing and processing of cocoa beans.

      1.1.1 Main Questions and Knowledge Contribution:
The main objective of this work is to bring to meaning or explain the specific macro factors or 
drivers of the business environment which will enable investors to classify or consider investing 
in the marketing and processing of cocoa beans in Ghana. The questions to be answered by this 
thesis are as follows:
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a) What  are  the  external  (environmental)  conditions  or  factors  that  will  influence 
investing in marketing and processing of cocoa beans in Ghana?

b) What  factors  or  drivers  of  the  environment  will  affect  setting  up  a 
processing/manufacturing  plant  to  process  bulk  cocoa  beans  in  Ghana?  Thus 
Political,  Environmental,  Social,  Technological,  Economical,  Physical  as  well  as 
Legal  factors of Ghana with regards to investing in  marketing and processing of 
cocoa beans in Ghana.

c) Is Ghana a safe and attractive destination for investors to invest in marketing and 
processing of cocoa beans?

The contribution of this academic thesis can be talked about in two folds. First the analysis and 
the discussions of the drivers of the macro business environment as applied here to the Ghana 
cocoa sector  will  help classify the sector as an attractive place or otherwise for investors to 
consider  investing  in  marketing  and  processing  of  cocoa  beans.  The  second  element  or 
contribution  of  the  work  is  the  lessons  from the  conclusions  based  on  the  discussions  and 
analysis  of  the  macro  environment  of  the  Ghana  cocoa  marketing  and  processing.  These 
conclusions or decisions could be used as basis for policy actions to improve current conditions 
for marketing and processing cocoa beans in Ghana, provide answers to investors contemplating 
on investing in the marketing and processing of cocoa beans in Ghana and address problems of 
people in exporting, marketing and cocoa processing.

1.2.   Research Methodology

1. 2.1 Data Source:
Information search for the work has eventually been through both the gathering of both primary 
data and secondary data. In line with the collection of primary data I administered questions and 
conducted face to face interviews to The M.D’S of Cargill Ghana Ltd and Cocoa Processing 
Company and other  stakeholders in  the marketing  and processing of cocoa in Ghana.  These 
include  government  agencies,  COCOBOD  staff  who  are  not  far  from  my  reach  offering 
convenience and less cost because of my work and office, managers of licensed cocoa buying 
and processing companies who occupy very responsible and decision making positions at their 
work places, farmers and purchasing clerks into direct marketing of cocoa from Eastern region of 
Ghana where cocoa is first grown and three of the major cocoa transporting firms to the ports. 
The questionnaires  were distributed on personal contacts  and through emails.  The languages 
used were Twi and English. Twi so the non English speaking farmers could also contribute in the 
study.  The secondary data was collected through literature review on the PESTEL model (in 
relation  to  Ghana’s  business  environment),  internet,  and  text  books  and  the  website  of 
companies, institutions under the study such as government trade and investment agencies ie the 
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GIPC and AGI. Such a method has contributed in minimizing the disparity in data from the 
primary source as data is crossed checked thereby giving less methodological problems. Also the 
choice of secondary data allowed me to work within the rigid time frame the main challenge to 
overcome in the work is the partial, incomplete and inconsistent information as well as the rigid 
period of time set to complete the work because of other academic commitments. Like in many 
developing countries, Ghana’s data from anywhere is incomplete and inconsistent. This raises 
concerns  on  trading  activities,  information  on  investments  and  business  organization.  To 
minimize the problem listed, the information were cross checked and reviewed with personal 
interviews to double check the information gathered to a greater extent. The analysis of the work 
is  based  on  the  PESTEL model  which  is  used  considering  each  of  the  elements  (Political, 
Economic, Social, Technological, Environmental and Legal) features or impacts on the Ghana’s 
business environment which are important in marketing and processing of cocoa beans.

 1.2.3     Structure and Research Design:
The academic thesis consists of six major parts. First is an introduction.  The second chapter 
holds a brief overview of Ghana Macro Business Environment. The third chapter demonstrates a 
theoretical and analytical description of the drivers (factors) of the business environment to be 
used to solve the research questions. The next chapter (fourth) is a presentation of data gathered 
through interviews and reports on visits. The fifth is an application of the theory and analysis of 
data to analyze the macro business environment of Ghana in view of marketing and processing 
cocoa beans.

To analyze the business environment of Ghana in line with marketing and processing of cocoa 
and also classify Ghana as an attractive place or otherwise  for marketing and processing of 
cocoa, a framework  is required which will help structure the factors in the business environment 
for cocoa marketing and processing in a much convincing way. The framework to be used here is 
based on the PESTEL model, used to answer the questions: is Ghana a safe place to invest in 
marketing and processing of cocoa? What forces of the environments affects the marketing and 
processing  of  cocoa  beans?  The reasons  behind  the  choice  of  such  a  model  or  framework-
PESTEL  are:   first,  PESTEL  is  such  a  consistent  and  empirically  tested  method  based  on 
extensive  research  on  several  sectors  of  the  Ghana  economy  and  secondly  it  will  help  in 
recommending ways with what to change to make the marketing and cocoa processing more 
successful.

 The  PESTEL  encompasses  factors  such  as  Political,  Economic,  Social,  Technological, 
Environmental and Legal forces which impacts on strategy of organizations and countries. These 
will be applied specifically to conditions of Ghana’s business environment which impacts cocoa 
marketing and processing. With such an adaption or application the framework will help answer 
questions such as what are the factors that influence cocoa marketing and processing. Is Ghana a 
safe and attractive place to invest in cocoa marketing and processing? 
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 Table.1

                        Structure and research design.

i. Introduction.
ii. Overview of Ghana’s Business Environment.
iii. Theoretical and Methodological concepts.

Theory/ Definitions       Methodology.        
iv.   Empirical Data Presentation section
v. Analysis/ Discussions of the drivers and empirical data.
vi.  Conclusions /Implications and classification of Ghana as a safe and attractive place to 

invest in marketing and processing of cocoa beans or otherwise based on the analysis.
    

     Work Plan:

1. Defining research purpose.                                                           April   2009.

2.  Overview Ghana’s business environment.                         April-May     2009.

3. Theory/ Methodology.                                                        April- May     2009.             

4.  Presentation of data                                                                    May     2009.

5. Analysis/ Discussions.                                                                  June     2009.

6. Final report/Conclusions.                                                              June     2009.
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2.0   OVERVIEW OF GHANA’S MACRO BUSINESS   ENVIRONMENT
 Chapter two of the work provides an overview of Ghana’s business environment. And to have a 
better understanding of the business environment of Ghana in terms of investing in the marketing 
and processing of cocoa, I considered an overview or background of Ghana in the context of the 
work and the macro factors driving or influencing investment in Ghana (i.e. Profile of Ghana, 
Ghana’s  Political  and  Economic  background  and  development  in  Chapter  3.  The  economic 
background  and  development  of  Ghana  will  be  looked  at  from  these  two  perspectives- 
microeconomic and macroeconomic overviews of Ghana). In Chapter 4 is a presentation other 
researches  and  conditions  offering  a  guide  to  investing  in  Ghana  and  the  structure  of  the 
economy of Ghana.   

Therefore,  chapter  3 &4 has an overview of Ghana in terms  of macro environmental  forces 
influencing the establishment  of a business in Ghana.  Chapter  3 gives a brief  description of 
Ghana focusing on a description of the macro economic factors influencing investment in Ghana. 
Chapter 4 talks about some sectors such as agriculture, industry, service sectors that constitute 
the economy of Ghana and also there is a presentation of researches of other factors such as, 
factors  influencing  investment,  opportunities  and  investment  guarantees  available  to  some 
mentioned sectors of the Ghanaian economy.

2.1    The Background of  Ghana/ Profile Ghana;
 Ghana the closest landmark of the centre of the world is located in West Africa. It is bordered on 
the North by Burkina Faso, on the West by Cote d’ Ivoire, on the East by Togo and on the South 
by the Gulf of Guinea. Formerly known as the Gold Coast, the CIA World Fact book (2004) 
says.  Ghana  was  formed  from the  merger  of  two British  colonies  (the  Gold  Coast  and  the 
Togoland trust territory) and was the first Black African Colony to have gained its independence 
from British Colonial rule on the 6th of March 1957.

 The Ghanaian economy is  built  on its  abundance of mineral,  agricultural  and other  natural 
resources  which  include  forests,  vast  areas  of  arable  land  and  deposits  of  gold  diamonds, 
manganese and bauxite.  Ghana has lakes and river system dominated  by Volta Basin which 
offers potential for hydroelectric power facilities. There are rich marine fishing reserves in the 
Atlantic Ocean and offshore deposits of hydrocarbon and natural gas (Source: GIPC Guide to 
Investing in  Ghana,  August  2003).  The guide also talked  about  the human resources,  stable 
political system, liberalized economy and expanding infrastructure which makes it an attractive 
and profitable investment base for business in West Africa (Doing Business Report 2009 IFC).

Ghana’s history, culture and folklore and natural attractions make it an interesting destination 
with potential  holiday according to  the GIPC report  (2003).The country has many amenities 
which includes Castles and Forts, Beaches,  Lakes,  Wildlife  Mountains and trails.  These few 
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mentioned amenities available in Ghana coupled with good Ghanaian hospitality and excellent 
security conditions contribute to good quality life of workers who work and live in Ghana.

Ghana’s population according to the CIA world fact book is 23,382,848 people, making her the 
second  most  populous  country  in  West  Africa  and  the  official  language  is  English.  Many 
researches including the African Economic report and the GIPC reports have described Ghana’s 
working force as well  trained,  educated  and honest.  These reports  say the working force of 
Ghana are well trained and motivated offering a wide range of skills and competences. These 
attributes coupled with prevailing strong sense of free trade and enterprise, are a very positive 
force in labor relations and business environment (G.I.P.C report 2003).

Over the years the government of Ghana through many economic reforms program such as the 
Economic  Recovery  Programme  1993  has  demonstrated  its  commitment  to  private  sector 
development as means of fostering economic growth. Further illustrations of this view are the 
establishment of the Divestiture Implementation Committee which is the government institution 
that oversees the privatization of enterprises (www.dic.com.gh).

There are reports that discuss the geographical features of Ghana.  For example, the CIA World 
Fact book (2004) reports that Ghana’s climate is tropical; warm and comparatively dry along the 
South East Coast; hot and humid in South West; hot and dry in the North. The terrain in Ghana 
are  mostly  low plains  with  dissected  in  the  South  Central  says  the  CIA report.  The  report 
discerns further that Ghana’s land use as at 2001 is as follows; Arable land16.26%, Permanent 
Crop 9.6%, Other 70.07%.Ghana’s natural  hazards and the environment  as articulated in the 
report  showed  a  dry,  dusty,  harmattan  winds  occurring  between  January  to  March.  Such  a 
recurrent  droughts  affects  agriculture  activities,  deforestation,  overgrazing,  soil  erosion, 
poaching  and  habitat  destruction  which  threatens  wildlife,  population,  water  pollution, 
inadequate suppliers of portable water.

Ghana is composed of a relatively diverse ethic groups. Though the official language spoken in 
Ghana is English there are commonly spoken languages like the Akans, Moshi-Dagomba, Ewe 
and Ga. The composition of Ghana’s in terms of its ethnicity  according to  the UNDP  Human 
Development report(2004)  are as follows; Akans 44%, Moshi-Dagomba 16%, Ewe13%, Ga- 
Adamgbe 8%, Gurma 3%, Yoruba 14.5%, Europeans and Others 1.5%.According to the 2007 
UNDP report Ghana ranks 135 out of 177 in the Human Development Index. The reports says 
more than 4million of Ghanaians of the estimated 22million population  are extremely poor, 
struggling to access basic social services in terms of health,  water and education.  Ghana has 
people living with AIDS/HIV estimated at 350, 0000 as at 2003. T.B cases per 100,000 people 
were 371 as at 2002. Malaria cases per 1,000,000 as at 2000 was 15344 and under nourished 
people as at 1999-2001 stood at 12% of the population (UNAIDS Report 2004). Ghana has many 
religious groups. According to a UNDP Report the indigenous religions; Traditional beliefs 21%, 
Muslims  16%,  Christians  63%.  The  Ghana  Integrity  Initiative  in  2008  reported  that  Ghana 
scored 3.9 out of the possible 10 which ranks Ghana number 67 out of the180 countries and 
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explained further that  is  an improvement  of Ghana’s performance with a score of 3.7 and a 
ranking of 69 in 2007.The best position since 2002 says the report.

The MPC of the Bank of Ghana (June2009) report indicate among other things the following: 
(1). Ghana’s real G.D.P was moving close to 6% from a peak of 7.3% recorded in 2008. (2.) 
Increases in fuel prices and rise in cement prices which are key indicators in the economy are 
responsible for the dip in the central bank’s composite index of economic activity at the end of 
May 2009. (3).Tourist and VAT have recorded a marginal decline during the period and these 
developments and others are responsible for the plunge in economic activities. 

Yeboah &Boadi (2009) cited Dr. Paul Acquah the Governor of the Bank of Ghana who said the 
central bank index grew below the trends at a rate of 22.7% compared with 33.7% and 23.5% 
recorded for the same period in 2008 & 2007 respectively. Similarly the Central Bank’s survey 
indicated that business confidence was at a low point with half of the respondents having revised 
downwards their expectations of economic prospects. Dr. Acquah was again remarked that the 
uncertainties associated with the possible fallout of the global financial crisis and volatility in the 
domestic economic environment seems to be dissipating. According to Dr. Acquah some of the 
country’s economic indicators performed creditably at the end of June citing the following: (1.) 
Government  budget  for  the first  half  of  the  year  showed some signs  of  fiscal  consolidation 
coupled  with robust  revenue growth and reduced budgetary outlays.  (2.)  the country’s  trade 
deficit narrowed in part to a slowdown, imports, a sharp decline in oil import bill which recorded 
444.61 dollars as compared with 1.326 billion in 2008 , the reason being the reduction in oil 
prices  from 147 dollars  in  2008 to  68 dollars  in  2009.  (  3).exports  of cocoa and its  related 
products for the first half of the year amounted to  1.060 billion, an annual growth of 16.6% 
compared with 909.96 million in 2008. (4.) Gold exports increased from 1.199 billion dollars in 
2008 to 1.213 billion this year. (5). Non traditional exports also continued to grow despites the 
global financial crisis. (6.) The gross international reserves at the end of June 2009 were 1.705 
billion  which  represents  1.49  months  of  imports  cover.  The  report  however  mentioned  the 
uncertainty about remittances and capital   flows. Yeboah and Boadi says the potential increases 
in oil prices remained the major source of risk in the payment outlook  coupled with the decline 
in  diamond exports from 29.50million dollars in 2008  to 3.09 in 2009.  The World Bank has 
projected by 2020 Ghana’s economy is likely to see major improvement that could raise it to the 
ranks  of  the  middle  income  country  (IMF&IDA,  Ghana  Joint  IMF/World  Bank  debt 
sustainability Analysis, 2008). 

2.2   Brief Political Background of Ghana
The objective of this section is to give a brief overview of the political development of Ghana. 
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2.2.1 The Political Development of Ghana after Independence (1957)
 In the Situation Report ‘Ghana’s 2008 election: towards a consolidated democracy’ the author 
Zounmenou(2009)  remarked;  Ghana’s  own political  and history and the  electoral  machinery 
continue  to play the steps towards  effective political system based on democratic principles and 
regarded by both local  and external  observers as one of the most  stable countries in Africa. 
According to Zounmenou Ghana’s political  life was marked by series of alterations between 
authoritarianism and attempts to democratize the political system as subsequent three periods of 
elected government and three military between 1957& 1992.After gaining independence from 
British  rule  Ghana provided  a  relatively  stable  legal  and political  structure  which  lead  to  a 
remarkable increase in agricultural output, investment in infrastructure and education (Kennedy 
1998 pg.12).  

 In the view of La Verle (1995 pg. 134) the economy appeared stable and prosperous with the 
country been the world’s leading cocoa producer boasting a well developed infrastructure and 
relatively  advanced  education  system.  This  is  against  the  background  Ghana  started 
independence with over UKP 500 million in foreign exchange reserves and a G.D.P per capital 
of about US $ 300 making it a middle income country with a per capital income equal to South 
Korea at that time (Leith Lofchie 1993 pg. 216).  Table 3 illustrates the chronology of major 
events between 1957 and 1996. It can be noted that 1992 marked a new constitution that restored 
multi party politics. And since 1992 Ghana is a constitutional democracy based on the United 
States’ system and Zounmenou (2009) writes the constitution provided a range of rights and 
institutions previously banned, including freedoms of association and speech, the separation of 
powers,  creation  of  electoral  management  body  and  creation  of  Human  Rights  and 
Administrative  Justice  combined  with  other  agencies  to  reinforce  the  rule  of  law  and 
strengthened horizontal  accountability.  The cabinet  (ministers)  is  appointed  by president  and 
approved by the single chamber parliament. Ghana has many political parties but the dominants 
ones are the New Patriotic Party (NPP), National Democratic Congress (NDC), The Convention 
Peoples’ Party (CPP) and the Peoples’ National Congress (PNC) who contested in the recent 
elections held in 2008 in Ghana which say the election of the current president Professor John 
Evans Atta- Mills in office (Zounmenou). 

The dominant  opposition force is  the NPP which is  dominated  largely by lawyers,  business 
people, and academics and largely identified with the people of Ashanti region (EIU 1998b.p.8) 
and people of  the south (Akans) and the NDC is  popular  among the Ewes and Northerners 
(Zounmenou).  Lindeberg& Morrison however reject or disagree about the significance of ethnic 
factor in election in Ghana. Between 1992 and 2000, the NDC lead by Flt. Lt. Rawlings assumed 
the government responsibility of Ghana. 

However the NDC in 2000 loss power to the NPP lead by Mr. John Kuffour who was re-elected 
in  2004  for  a  second  term  which  ended  in  December  2008.  Ghana’s  last  election  was  in 
December 2008 resulting in the election of Prof. John Evans Atta Mills of the NDC party as 
president of Ghana after defeating Nana Addo Danquah Akuffo Addo in a free and fair election 
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which was decided after the second round with over 12.5 million Ghanaians going to the polls to 
elect the president and 230 parliamentarians (Zounmenou). 

The next presidential election is scheduled for 2012. Zounmenou argue that though Ghana has 
made great slides in its political process and institutions building there is the need for further 
improvement. The APRM 2005 report praised the achievement of Ghana’s political leadership 
and  citizens  in  terms  of  efforts  to  strengthen  the  democratic  environment  and  rule  of  law. 
Zounmenou cited Gyimah Boadi(2009) who talked about flaws in the constitutional design and 
practice that leave decisive power in the hands of the president meaning an excessive patronage 
and control. 

The  2005 African  Peer  Review Mechanism Report(APRM) on Ghana  raised  issues  of  poor 
resourcing of the Electoral Commission and other key institutions  notably in human resource, 
financial and logistical capacity that are needed for democracy and good governance. The report 
also mentioned the under representation of women and tribal lives and ethical lives as potential 
threats to democracy in Ghana.

Major Event In Ghana’s Political Trajectory 1957-2008; Table;3

1957-1958 Attempts at Political Pluralism

1958-1964 Elected Civilian Regime

1964-1966 One Party System

1966-1969 Military Regime.

1969-1972 Elected Civilian Regime

1972-1979 Military Regime

1979-1981 Elected Civilian

1981-1992 Military Regime

1992-1996 Political Transition

1996-2008 Emerging Democracy

Source: taken from Zounmenou, 2009

2.2.2 Government of Ghana Initiatives:
Over the years the government of Ghana has acted as an enabler initiating specific policies to lay 
a  firm  ground  for  private  sector  development  (Aryeetey,  1994).  The  policies  include  the 
introduction of monetary and banking sector reforms through the Financial Sector Adjustment 
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Program (FINSAP) aimed at improving the private sector’s access to capital by transferring non 
performing assets like the state’s owned banks to the Non Performing Assets Recovery Trust to 
enable the banks to recapitalize. Also there was a reduction of corporate taxes for most business 
activities from 45% to 35%. Others are the acceleration of the privatization of the state’s owned 
enterprises,  application  of  stronger  discipline  to  the  remaining  state’s  enterprises  through 
establishment of corporate plans, performance agreement with the government and rehabilitation 
of roads, ports and telecommunication systems. Ghana’s privatization started as early as 1990s 
with the privatization of nearly 300 firms by the end of 2000 leaving only a handful of state 
owned enterprises, some of with are in very poor financial conditions (2008 Investment climate 
report).  The  divestiture  implementation  committee  (www.dic.com.dh)  established  by  the 
government of Ghana oversees the privatization of public enterprises and is usually done through 
a bidding process and bids are evaluated on the basis of the criteria including management skill, 
financial resources and business plans. 

2.3  The Economic Development of Ghana- An Overview
During the past two decades Ghana implemented major structural reforms to increase growth and 
fight poverty (Swiss Economic Development Corporation Report, April 2008). Companies need 
enabling micro economic and sound macro economic policies to operate and thrive in Ghana. 
The government sees to the provision of such an environment and according to the  Presidential 
Report  to   Parliament  (1995  p.34)  the   highlights   of  the  government  are  as  follows  :  the 
possibility for free enterprise, an attractive venue for domestic and foreign investment, a legal 
and administrative systems that allow for private investments and initiative and is equitable to all 
participants, an efficient reliable and cost effective economic infrastructure and lastly a science 
and  technology  culture  at  all  levels  of  society  and  in  all  types  of  production  to  accelerate 
economic growth and improve quality of life of people living in Ghana. 

2.3.1 The Economic Recovery Program (ERP 1983).
 The  ERP according  to  the  Swiss  Economic  Report  2008  constituted  part  of  the  structural 
reforms and was mainly market deregulation, privatization of public enterprises, liberalization of 
trade,  encouraging  of  private  entrepreneurs  and  investment  promotion.  The  1980s  saw  real 
estates rates falling, falling cocoa prices, repatriation of large number of Ghanaians from Nigeria 
and  the  IMF and World   Bank  turning  Rawlings’  approach for  financial  aid(Leith,  Lofchie 
p.226), exports earnings eroded, credits dried up, educational services ceased to deliver better 
services, purchasing power falling depicting a virtual breakdown of the economy and Rawlings’ 
failure to get assistance from the ‘true friends of Africa’ the Soviet Union, Eastern Europe, Cuba 
and Lybia (Rimmer 1992 p.180, Ahiakpor 1985) Rawlings had to turn his back to the politics of 
the past with reforms that were widely accepted which was to reverse the hardship from the 
structural adjustment measures (compare Leith Lofchie 1993 p. 263 and 259).

Kapur et al (1991) mentions 5 key objectives of the economic program.
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1 The realignment of relative prices to encourage production and exports.

2 A progressive shift from direct intervention towards the reliance on market forces

3 The restoration of fiscal and monetary discipline

4 The rehabilitation of social and economic infrastructure 

La  Verle  1995 also  spoke  about  the  ERP which  began in  1983 saying  the  series  of  macro 
economic  adjustment  reforms  were  aimed  at  reversing  the  economic  declined  that  had 
characterized the state of the economy for almost a decade and the sound economic policies will 
provide a stable predictable environment for firms to operate, and in particular undistorted prices 
and exchange rates. 

The ERP in terms of the policies  of the government  has helped reduce the rate of inflation, 
stabilize and maintain appropriate exchange rate and positive real interest rate that are not too 
high (Aryeetey 1994 p.1212, CEPA 1998 p.1) and consistently reinforcing fiscal, monetary and 
exchange rate policy thereby maintaining macro economic stability.  During the period 1996-
2005 the average annual growth added up to 4.7 % and reached 5.8% in 2005. Poverty fell from 
52% of the population in 1991/1992 to 35% by 2003. Life expectancy increased from 53 years in 
1982 to 60 years 2003 and during the same period infant mortality at birth decreased by 40%. 
Projections from 2003 data suggest that under GDP growth in 5 to 6% range for the next years, 
poverty is projected to decline further meeting the MDGs of halving the 1990 rate of poverty 
incidence before 2015(Swiss Economic Development Report 2008). The report further highlights 
the constrains that affect Ghana’s capacity to maintain growth while reducing poverty and the 
underlining  factors;  are  the challenge  of maintaining  macro  economic  stability,  the financial 
situations of the state’s owned utilities  is preoccupying,  dependency on aid, inadequate basic 
infrastructure  and weaknesses,  vulnerability  to  external  shocks,  regional  political  and  ethnic 
tensions as well as corruption problems remains.

 2.4 Other Researches on Ghana’s Business Environment
This  section  of  the  work  (chapter  4)  looks  at  other  researches  to  analyze  the  business 
environment of Ghana. According to the IMF 1999 a p.47-66 the business environment of Ghana 
can be analyzed through Ghana’s competitive reports, monetary policy and inflation, movement 
of real exchange rate and gross domestic products. Two other cases to be looked at in this section 
are 21Foreign Direct Investments (FDI) and ECOWAS market. 

2.4.1 Monetary Policy and Inflation rate:

Ghana has often experienced high rates of inflation — the recent ones being in 1999-2000 and 
2002-2003.  These  have  been  caused  by  a  combination  of  external  shocks,  unsustainable 
macroeconomic policies and exchange rate depreciation.  Alas, all  of these are present in the 
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current situation witnessed since the fourth quarter of 2007. Indeed, other than the year 2005, 
controlling money supply growth has been problematic — in both the monetary base control 
period of 2000 and 2004 and the latter period of inflation targeting of 2006 to 2008.

Notwithstanding the difficulties of controlling the money supply growth, the performance record 
in respect of inflation and inflation expectations have been commendable. As noted elsewhere, 
Ghana is vulnerable to severe supply shocks from weather and commodity price developments. 
Abstracting from these adverse exogenous factors, the record of inflation performance in the 
period from January 2002 to the last quarter of 2007 (averaging 13.5 percent per annum) can 
indeed be described as reasonably satisfactory — just outside the recommended range of 8 to 13 
percent per annum for Ghana at this time. The unpalatable fact is that disinflation requires that a 
“negative output gap”, sooner or later, opens up. A negative output gap implies a reduction of 
aggregate demand below the productive potential of the economy. In other words current output 
and spending are brought below what the economy could sustain, leading to spare capacity. This 
output gap — output and employment  lost to the economy — is a measure of the short-run 
sacrifice required for disinflation.

Moreover, for any given economy, the evidence suggests that there is a context-specific range of 
inflation rates — currently estimated to be between 8 percent and 12 percent for Ghana — below 
which the sacrifice becomes exorbitantly high. For a developing country with widespread and 
deep  poverty,  keeping  the  ratio  to  the  barest  minimum  is  of  outmost  importance.  In  our 
circumstances, aiming to keep output at its potential level has an obvious justification since this 
is  a  fundamental  objective  of  the  accelerated  growth  with  macroeconomic  stability  strategy. 
Output and job losses could have particularly grave socio-political consequences in an economy 
already facing  rising  joblessness,  high  levels  of  underemployment  and open unemployment. 
Moreover, in the current international environment where a high country risk premium may be 
charged on Ghana Government debt instruments, hiking the interest rate could turn out to be 
counterproductive — an exercise in futility — as it may fail to induce the expected net capital 
inflows.

NB: Adapted from CEPA’S Publication- Reported by Ghana business.com.on the current state  
of the macro economy of Ghana 2000-2009. Updated Feb.18, 2009 

2.4.2 Ghana’s Business Environment Based on Competitiveness:
There are yearly reports on nations competitiveness published by the IMD and World Economic 
Forum.  In  such  yearly  reports  attempts  are  made  to  capture  in  a  single  index  the  nation’s 
business environment which the capability to promote growth and employment (IMD, 1997). 
Competitiveness is the ability to sustain the creation of value (IMD,  1997 p.14) and there are 
four forces of capability  according to the  IMD model namely, a country’s integration into the 
global economy (proximity versus ‘globality’), its attractiveness for foreign investments and its 
aggressiveness to international markets (attractiveness and aggressiveness), its factor endowment 
such  as  natural  resources,  infrastructure  and  education  (assets  and  processes)  and  its  social 
structure and risk taking culture (individual risk taking and social cohesiveness). 
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To a larger extent the IMD model appears synonymous to the model of the World Economic 
Forum eight factors been used.  The World Economic Forum is an independent Forum is an 
independent International Organization committed to improving engaging leaders in partnership 
to shape global regional and industry agendas(htt://www.weforum.org) which is committed to 
impartial, non profit no partisan or national issues. The World Economic Forum is similar to The 
IMD.  The only area of difference is the use of the forces of competitiveness in the IMD model 
(compare IMD 1887 p.40, and World Economic Forum 1998 p.79 and 318)

 Jeffrey Sachs (1998, 2000) talked about the competitiveness of African countries based on 6 
indices namely; openness, government, finance, labor, infrastructure and institutions. Two other 
accounts,  one  by  Gwartney  Lawson  (1997)  and  the  other;  the  Heritage  Foundation  (1997) 
mentioned  the  economic  and  institutional  environment  of  Ghana  comparing  it  with  other 
countries. Giovanni Tanzillo (2008-2009) reports on Africa’s competitiveness from the World 
Economic Forum. His work pointed to 31 African countries and their competiveness basing his 
indices  on; bureaucracy,  corruption,  courts, crime informality,  gender,  finance,  infrastructure, 
innovation, workforce and trade. Reading from the table Ghana scored 3.6 and ranked 102 in the 
world. This is an impression to the business communities regarding past reports on the business 
environment  and  will  also  offer  a  guide  into  the  future.  Ghana  is  also  ranked  3.5  on  the 
efficiency enhancing index with a rank of 95 and innovation factors ranked 107 with a score of 
3.1.

Comparatively,  Ghana has a favorable investment climate as result of avoidance of economic 
and  political  turmoil,  implemented  reforms  but  recovering  from  long  period  of  poor 
performance. Tv-3 a television station reported on a survey “Ghana Takes 102nd Position on 
World Competitive Ranking which involved 134 countries”. The survey was in accordance with 
these  nine  indicators:  financial  environment,  education  and  human  capital,  infrastructure, 
government  and  public  institutions,  health,  domestic  competitiveness,  innovation  and 
technology, corruption and company operations and strategy. The report pointed to a fewer than 
55% performance  in all  the mentioned areas and also between April  2008 and 2009 growth 
declined. Other aspects the report talked about an increasing inflationary figure since the year 
2007,  only 2.7 % of Ghanaians  having internet,  29% living  below the poverty line and life 
expectancy was 589.Ghana’s overall position in 2008 was 102 among 134 countries in the World 
with South Africa and Tunisia showing in the top 50 countries with other African countries such 
Botswana, Mauritius, Morocco, Namibia, Egypt, Libya, Libya, Kenya, Nigeria, Senegal Algeria 
in the top 100. Ghana and others African nation’s occupying the lowest ranks (World Economic 
Forum, 2008 report).

 An International Economic Consultant Carlo Hey submitted based on the report that government 
of Ghana must create the environment for the private sector to drive the economy. The report 
called on the Ministry of Economic Planning and the Association of Ghana Industries to study 
the report and act on it. At the appendix section is detail of the report on Competitiveness.
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2.4.3 Ghana’s Business Environment Based on Real Exchange Rate:
 Ghana’s competiveness vis a vis the business climate is analyzed based on real exchange rate 
appreciation and depreciation according to (IMF 1999a, p.47-62). The real exchange measures 
the  relative  price  of  domestic  goods  in  terms  of  foreign  goods  (Sackey,  2002)  and  Marsh 
Tokarick (1994) argue that a country is competitive if it can export more than it imports which in 
other words means a positive balance of trade.  In line with theory ( Bawumia, Abradu- Otoo 
2003 ) stated that inflation in Ghana is positively related to the money supply and exchange rate, 
while it is negatively related to real income. 

An important factor in identifying real exchange rate is the role of capital inflows and the Dutch 
Disease  Theory  (Corden  and  Neary,1982)  predicted  excessive  capital  inflows  lead  to 
appreciation of the exchange rate via its impact on both the tradable  and non-tradable sectors of 
the economy in the long run. Technology change, trade (exports) and terms of trade  tend to 
depreciate  the  real  exchange  rate(0poku-Afari,  Morrissey  and  Lloyd,  2004)  and  to  them 
exchange rate management or ‘getting the exchange rate right’ is a challenging macroeconomic 
policy as the overriding objective of developing countries is avoid persistence in misalignment- a 
problem in developing countries. A stable and competitive real exchange rate is thought of as a 
facilitating  condition.  Keeping  it  at  the  appropriate  levels  and  avoiding  excessive  volatility 
enable a country to exploit its capacity for growth and development-to capitalize on a disciplined 
labor force, high savings rate, or its status as a destination for foreign investment. Absent these 
fundamentals,  policy  toward  the  real  exchange  rate  will  accomplish  nothing  (Opoku-Afari, 
Morrissey and Lloyd, 2004).

The  table  below  shows  rate  of  depreciation  in  the  Ghanaian  economy  from  1983  to 
1999.Bawumia  and  Abradu-0too  described  the  exchange  rate  changes  within  this  period. 
According to them the depreciation of the cedi increased from about 11% in 1991 to 25% by 
1992  and  by  1997,  the  rate  of  depreciation  was  22.66%.By  1998  however,  the  rate  of 
depreciation had decreased to 4.07%, a reflection   of the developments in monetary growth and 
inflation and steady depreciation in all four quarters with the highest depreciation in the fourth 
quarter report the authors. The Bank of Ghana through Monetary Policy Committee in May 2009 
reported of a sharp movement in the exchange rate of the cedi against the core currencies during 
the first quarter of the year, following a similar movements in the fourth quarter of 2008.The cedi 
depreciated cumulatively by 13% against the dollar, 9.9% against the Pound Sterling, and 6.6% 
against  the Euro.  In  year-on-year  terms,  the comparable  depreciations  were 0.8,  1.1 and 7.3 
percents  respectively  against  the  three  core  currencies  mentioned.  The  rate  of  depreciation 
declined somewhat in April, with reduced volatility observed in the exchange market (Bank of 
Ghana, MPC, 2009).
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Exchange Rate Changes and Inflation in Ghana 1983-1999.

Year Exchange rate Depreciation Inflation

1983 93.67 122.8

1984 13.16 39.60

1985 16.67 10.40

1986 33.33 24.60

1987 48.86 39.80

1988 23.48 31.40

1989 24.09 25.20

1990 12.17 37.20

1991 11.54 10.26

1992 25.00 13.33

1993 36.76 27.66

1994 21.76 34.18

1995 27.33 70.82

1996 16.91 32.66

1997 22.66 20.83

1998 4.07 15.70

1999 33.00 13.80
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Exchange Rates:

Year Ghc Per U.S Dollar.

2008 1.1

2007 0.95

2006 9,174.8

2005 9,072.5

2004 9,004.6

 Source: CIA World Fact Book,2009.

NB: In 2007 Ghana revalued the cedi with 10,000 old cedis equal to 1 new cedi.

2.4.4 The ECOWAS market:

The  economic  integration  of  the  15-member  Economic  Community  of  West  African  States 
(ECOWAS) is progressing satisfactorily. This promises a market of some 250 million people and 
is an exciting attraction for potential investors in the sub-region. In pursuit of a second monetary 
zone in West Africa, the Authority of Heads of State and Government of the Gambia, Ghana, 
Guinea, Sierra Leone and Nigeria at its meeting in Lome in 1999 adopted the following set of 
primary convergence criteria:- A limit on budget deficit (excluding grants) of not more than 5% 
of  GDP ;  single  digit  inflation;  Central  Bank financing  of  budget  deficit  limited  to  10% of 
previous year’s tax revenue; and Gross official reserves of at least 3 months of imports.

 Despite the worsened macroeconomic performance of the 5 countries in 2003 relative to 2002, 
there is a determined effort to see the implementation of the Monetary Union by July 2005. As at 
th end of 2003, Ghana had met 3 out of the 4 criteria and been selected at the 6th Summit of the 
Authority of Heads of State and Government of the West Africa Monetary Zone (WAMZ) in 
December 2003, to host the headquarters of the West African Central Bank when it is set up in 
July 2005. It is the expectation of all that the Monetary Union will reduce the cost of doing 
business by eliminating the fees and commissions charged for currency

 Conversions  in  intra-regional  transactions  and increase  trade  between the partner  countries. 
There will also be a general stability of the exchange rate of the new currency, compared to the 
existing weak individual currencies in the zone. This will allow businessmen and women to plan 
with relative certainty in international transactions and investment. Perhaps, the best example of 
promoting regional economic growth and development is the formation of the  West African 
Gas  Pipeline Project  (WAGP) by Nigeria,  Ghana,  Benin  and Togo.  The  project,  which  is 
expected  to  serve  as  a  catalyst  for  increased  investment  in  West  Africa  for  growth  and 
employment generation, is a 21st century infrastructure project that seeks to supply cheap, clean 
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and reliable energy (gas) from fields in the western delta of Nigeria, using an 800 kilometre 
pipeline with a throughput of about 100 – 120 million cubic feet of gas. The pipeline is expected 
to pass through Benin and Togo to Ghana.  The gas reserves in Nigeria are estimated at  40 
trillion cubic feet. In February 2003, the four nations, Nigerian Benin, Togo and Ghana, signed 
an agreement on the implementation of the WAGP. The treaty, which is for a 20-year period, 
provides for a comprehensive legal, fiscal and regulatory framework, as well as a single authority 
for the implementation of the project.  The WAGP partners are Chevron Texaco with 36.7%, 
NNPC  with  25%,  Shell  with  18%,  Ghana's  Volta  River  Authority  (VRA)  with  16.3% and 
SoBeGazandSoToGazeachwitha2%interest.
(Sourcehttp://www.gipc.org.gh/IPA_Information.asp?hdnGroupID=2&hdnLevelID=2).

NB: Also reported in the Ghana Investment promotion Centres 2006 report on The Economy of  
Ghana. 

2.4.5 Extent of Economic Freedom Reports:
There are several reports that have been used to assess and measure the degree of economic 
freedom of nations  around the globe including Ghana.   Such reports  includes  the Economic 
Freedom Index which Lawson(1997)  says attempt to measure the extent to which individuals in 
a nation are free to choose for themselves and engage in voluntary transactions with which others 
have their rightly acquired property protected from invasions by other. The highlights of index 
are  17  components  which  are  divided  into  these  areas;  money  and  inflation,  government 
operations and economic structure, taxes and subsidies and international trade. Related to the 
Economic Freedom Index reports Lawson is  the Heritage Foundation Index which also uses ten 
factors  to  determine  overall  economic  freedom  of  a  nation  stating  trade  policy,  taxation, 
government  intervention,  monetary  policy,  capital  flows  and  foreign  investments,  banking 
policy,  wage  controls,  property  rights,  regulations  policy  and  black  market.  The  Human 
Development  Index  (HDI)  measures  a  country’s  achievements  in  three  aspects  of  human 
development; longevity knowledge and a descent standard of living. Longevity is measured by 
life  expectancy at  birth;  knowledge is  measured  by a combination  of adult  literacy rate  and 
combined  gross  primary,  secondary  and  tertiary  enrolment  ratio;  and  standard  of  living  as 
measured by G.D.P per capital (source; UNDP Human Development Report 2004).

 Ghana is constitutional democracy based on the U.S system and has enjoyed continuous stable 
multi party democracy since 1992 and according to the Doing Business Report IFC 2009 is the 
best place  to do business in W.Africa. The government since 1983 had committed itself to a 
number of reforms as a way to foster economic growth and also attain a middle income level 
status by 2015(Wolter, 2005) the government in 2006 embarked on efforts to reduce poverty 
through the Poverty reduction strategy  GPRS I&II which entails private sector competitiveness, 
private  and  financial  reforms,  modernised  agriculture,  infrastructure,  human  resource 
development  and  education,  health,  water  and  sanitation,  good  governance   and  civic 
responsibility,  public financial management, public sector reforms , decentralisation and other 
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governance including monitoring  and evaluation.  The policy promoted entrepreneurship and 
helped  in  maintaining  an  enabling  environment  for  local  and  foreign  investment 
(www.gipc.org.gh).

The  Consultative  Group  (2007)  also  recognised  the  fact  that  the  reforms  allowed  for  the 
upgrading  of  the  country’s  major  infrastructure  including  ports  and  airport  facilities,  roads, 
energy services and other infrastructure development initiatives giving rise to opportunities.  The 
reforms  had  been  criticised  for  its  disconnection  between  priorities  and  budget  allocations 
(Consultative Group, 2007a). In furthering its course of a providing an attractive centre to attract 
investment  the  government  through  investment  guarantees  attempts  to  protect  investors  and 
make easy the registration of property in the region which makes her one best destination as 
such(Doing Business report 2009,IFC). Ghana has completed 21 Bilateral Investment Treaties 
(some of the agreements have been ratified while others are awaiting ratification). Under the 
Double Taxation  Agreement  (D.TA.);  investors are prevented from double taxation  and also 
rationalise tax obligations with the view to saving the Ghanaian investor. Ghana has signed and 
ratified DTAs with France, The U.K  and the Republic  of Germany but only made arrangement 
with  on same with Belgium, Italy and Slovenia  and yet to sign and ratify with these countries.
(Ghana: Africa’s Golden Gateway Pg 28-30).

  The World market Research Centre (2005)  reports that in Ghana investors are rest assured  of 
unconditional transferability through authorised dealer banks of dividends or net profit, payments 
in respect of servicing foreign loans; fees  and charges for any technology transfer agreements 
registered  under the GIPC Act 1994(Act 478) , and remittances of proceeds(net of taxes and 
other obligations) in the event of sale or liquidation of the enterprise or any interest attributable 
to the investment. Companies registered in Ghana  gains taxation support from the government 
through the private sector taxation policies and the World market Research centre in 2005 reports 
that taxation in Ghana are as follows: companies  have 32.5% except for companies engaged in 
non traditional  exports(8%); loans granted to the agricultural sector 20%; hotel industry 25%; 
manufacturers located in regional capitals excluding Accra and Tema 26.25%( all manufacturers 
located elsewhere 17%); those  falling under petroleum income tax law 50%; those listed on the 
stock exchange 30%;  a branch of a foreign company is taxed the same rates. The taxation policy 
had also clearly defines the case of individuals; progressively up to 35%; capital gains tax 10%; 
value added tax 12.2%

Ghana has tried within its limited resources to invest in the human resource development to 
enhance is competitiveness. In 2002, Ghana was ranked 131 out of 177 countries on the Human 
Development  Index (UNDP Human  Development  Report  2004).The issue of  corruption  is  a 
challenge to businesses doing business in Ghana (AGI survey 2007). Transparency International 
in 2004 pointed to Ghana’s corruption index, with a score of 3.6, Ghana placed 64 out of 146 
countries surveyed.  Corruption still remains a problem in spite of the pronouncement of “zero 
tolerance” for corruption by the ex- President John Kuffour in his inaugural address in 2001.
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2.4.6 Foreign Direct Investment (FDI) Inflows:

A  combination  of  Foreign  Aid  and  Direct  Investment  were  crucial  in  increasing  the  total 
investments in Ghana according to these two reports; IMF( 2000a) and CEPA (1998) and the 
estimated value in 1997 per capital aid averaged about 50 USD, more double the sub Saharan 
average and about 55% to the total investment level. Attracting FDI has been a priority of the 
government of Ghana since the establishment of the ERP in 1983. 

Ghana’s FDI inflows are  well  above the average for non-oil  producing sub-Saharan African 
(http://www.agighana.org/business_environment/overview  /index.php)  and  between  the  year 
2000 and 2007 FDI had been much substantial in the economy of Ghana (see table below).  The 
year 2008 has seen an unprecedented level of FDI and also inspiring confidence in investors to 
expand  local  businesses  and  partnering  with  businesses  from  outside  to  create  enormous 
opportunities in Ghanaian economy says GIPC Quarterly Update (Vol.4 Issue4). The report put 
total  equity  transfers  at  Ghc1.02  billion,  an  increase  of  over  550% from  2007.  Total  new 
investments  were  estimated  as  3.17  billion,  an  increase  of  over  160% from 2007 with  the 
expectation to create 30,080 jobs, an increase of over 88% from 2007 the report mentions. The 
sources of such investment largely comes from India, China, Lebanon, U.S and Germany top the 
non African investors  with Nigeria, Cote d’Ivoire  and South Africa taking top position among 
the African countries (source : AGI). Tables show the FDI statistics and the sources of FDI into 
Ghana.

A.          FDI   Statistics in Million USD As Share of G.D.P: 

Year Figure
2000 165.93.3
2001 89.31.7
2002 58.90.9
2003 136.618
2004 139.71.6
2005 145.01.4
2006 434.51.4
2007 303.63.5

Source: Bank of Ghana, IMF).
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B. Top Ten Investors In Ghana.

Country Registered Projects Country Value of Projects
1.China 14 U.S.A 100.19
2.India 11 India 46.80
3.Lebanon 10 Norway 40.34
4.Nigeria 5 France 6.89
5.U.S.A 3 Sweden 5.33
6.Norway 2 Lebanon 3.80
7.France 2 China 3.35
8.Sweden 2 Denmark 2.64
9.BVI 2 Nigeria 1.76
10. Canada. 2 BVI 0.80

(Source: The GIPC Quarterly Update Jan.2009)

2.4.6.1 The F.D.I Analysis.

The government of Ghana continuously commits herself to the attraction of the FDI  and over the 
years the government demonstrates such commitments through the provision of opportunities  in 
the  private  sectors  ,  incentives  ,  reforms,  investment  guarantees  offering  a  wide  range  of 
opportunities  in  various  sectors   that  could  be  found  on  these  websites(www.gipc.org, 
www.gfzb.com  , www.osec.ch  ). For the purpose of this work I will focus largely on the Agri- 
business sector.

 Ghana  offers  greater  opportunities  and  processing  of  raw  agricultural  products  for  local 
consumption and exports is very much encouraged by the government of Ghana with a special 
priority on product such as cocoa,  pineapple,  cashew, palm oil,  vegetables,  tomatoes,  chilies 
cassava into starch under the PSI initiative and sea food particularly tuna processing (Source 
GIPC).The agro-processing has emerged attractive just like other sectors to foreign investment 
who are required to add value to local agricultural and fishery  products for exports to regional 
and  international  markets(  www.gipc.org).  As  the  first  country  south  of  the  Sahara  to  be 
independent  with  a  stable  multi-  party  democracy  Ghana  there  is  the  guarantee  of  good 
governance that ensures rule of law, respect for human rights and social justice. 

There are very strong institutions such as the Public Procurement Authority, the Internal Audit 
Agency and the “Zero Tolerance for corruption Act” just to mention a few of government that 
protect businesses providing a sound environment to thrive. Ghana has huge pool of labor and 
has over the year sought to develop her human resource through improvement in education and 
health services and knowledge improvement to serve the emerging businesses and their labor 
requirement. The cost of labor is relatively cheap. The government had also largely intervened in 
the development of the private sector through both micro and macro economic policies .Private 
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sector  operations  included  farming  and  agro  processing  and  the  development  of  ICT 
infrastructure.  

In 2009 Ghana was ranked the “best place to do business” and the “Gateway to Africa” by the 
Doing Business Report IFC. In Ghana investors gain from numerous investment guarantees and 
incentives in the business environment .Focusing on the investment guarantees: constitutional 
provisions  that  guarantee  investment  safety,  laws  that  guarantee  100%  transfer  of  profits, 
dividend etc not forgetting Multilateral and Bilateral agreements. MIGA gives coverage to and 
protection to investment whiles a bilateral  Swiss and Ghanaian dispute Settlement Guarantee 
allows  for  rules  and  procedures  for  arbitration.  The  investment  climate  offers  a  range  of 
incentives to various sectors of the economy talking of a corporate tax of 8% on non traditional 
exports, 25% for hotels and 3.5% for others. For further information on taxes and incentives refer 
to (www.gipc.org).  

 On the flip side, the AGI survey (2007) based on an interview of 451 CEO’s revealed that there 
were  challenges  in  the  Ghana’s  business  environment.  According  to  the  survey,  top  of  the 
challenges to all the sectors is the case of the National Load Shedding Program (NSP) as a result 
of low levels of water from the Volta to generate enough energy is perceived as the most serious 
challenge. The order challenges reported by the survey were competition from imported goods, 
high cost of credit and bureaucracy and lack of transparency. See Appendix for the rankings.

2.5  The Structure of Ghana’s Economy:
The idea behind the writing of this Chapter is to mention some of the sectors of the Ghana 
economy and also to briefly mention their major impact on the economy. The economy in 2008 
grew by 7.3% following the jump from 3.7% in 2000 to that new figure (http/www.africanews). 
And below are the various sectors;

2.5.1   Sectors of the Economy: 

Most government efforts to restore the productivity of the Ghanaian economy have been directed 
towards  boosting  the  country’s  exports. These  policies  have  had  numerous  consequences. 
Following the initiation of the ERP in 1983 and devastating drought in 1983, Ghana’s G.D.P has 
registered  steady  growth,  most  of  it  attributable  to  the  export  sector;  including  cocoa  and 
minerals and to some extent timber processing. The cost of this growth is apparent, however in 
Ghana growing external debts, which have financed rehabilitation of export sector and in the 
country’s steady rate of inflation that has curbed consumer imports. The government has tried 
with limited success to avoid some of the country’s historical pitfalls by broadening the range of 
both  exports  and  trading  partners.  Nevertheless,  prices  for  the  goods  that  most  Ghanaians 
purchase  has  been  rising  faster  than  the  wages  they  receive  for  their  work 
(http//:www.modernghana.com) 
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2.5.2 Agriculture Sector: 

Ghana’s  economy  remains  essentially  commodity  based  as  domestic  economy  continues  to 
revolve around agriculture which accounts for 35% of G.D.P   and employs about 55% of the 
work force (CIA World Fact book 2009). The reports also pointed that in 2006 Ghana signed a 
Millennium Challenge Corporation(M.C.C)  to assist transforming Ghana’s agricultural sector 
and with the current Growth  and Poverty Reduction Strategy. Ghana under the act benefited 
from macroeconomic stability, private sector competiveness, human resource development and 
good governance and above all high prices for gold and cocoa which helped to sustain G.D.P in 
growth in 2008. The WTO Trade Policy Review (2008) described Ghana’s agricultural sector as 
a sector characterised by small –holder firms affected by low productivity, low exports of logs 
and timber  as  a  prohibition  by government  to  export  unprocessed logs.  Agriculture  in  2004 
however experienced a growth of 7.5% as against  6.1% in 2003, a development  which was 
largely  propelled  by  the  strong  recovery  of  the  cocoa  sub-sector  (Bank  of  Ghana  report, 
2003).The report listed the key activities in the sector as follows; food cropping and livestock, 
cocoa production and marketing, forestry and logging and fishing. An economist Dr. Thompson 
however in a report holds a contrary view on the agriculture sector performance. He revealed that 
the structure of the country’s economy had remained virtually unchanged for over a century. In 
1920 cocoa a primary a commodity accounted for 83% of Ghana’s exports and today cocoa and 
gold  along  with  other  primary  commodities  account  for  roughly  the  same  share  of  our 
merchandise exports as they did in 1920 (Thompson,2009).

2.5.3 The Services Sector:

 The  service  sector  in  recent  years  has  proof  significant  in  terms  of  contributions  to  and 
employing 29% of labour force (CIA World Fact book, 2009) showing a buoyant growth in the 
financial services, transport and telecommunications sectors. 

The Bank of Ghana in 2003 reports on the various sub -sectors and their contributions to G.D.P. 
According to the report  wholesale  and retail  trade,  restaurant and hotels  accounted for 7.7% 
making  it  the  largest  private  services  while  government  services  contributed  12% of  G.D.P 
indicating that the services sector has grown at a  constant rate of 4.7% in the past years however 
wholesale trade and retail sector experienced a slight decline in from 5.0% in 2003 to 4.9% in 
2004.Other areas the report mentioned were the decline in the insurance and finance from 4.8% 
as against 5.2% in 2003, the community social and personal services sub sector  experienced 
growth from 4.1% in 2003 to 4.2% in 2004.The government services increased from 4.0% in 
2003 to 4.4% in 2004. Transport, storage and communication sub sector saw a slight decline in 
growth  from 5.8% in  2003 to  5.6% in  2004 but  the  case  of  producer  private  services  was 
different, there was growth from 3.3% to 3.5% in 2004 says the report. 
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A report from the W.T.O Trade Policy Review (2008) on Ghana pointed that Ghana was a net 
importer  of  services  mainly  freight.  Travel  was  an  important  foreign  exchange  earner  and 
transport  and  communication  have  revealed  high  growth  rates,  state  owned  enterprises 
dominated the sectors of reinsurance and government has made WTO commitments  to open its 
door for competition in areas such as tourism , financial services and telecommunication services 
says the report. 

2.5.4 Industry:

The W.T.O Trade Policy Review also reported on Ghana’s industry saying the industrial base of 
Ghana  is  relatively  diverse  that  focuses  on  agro-processing,  textiles,  pharmaceutical  and 
electronics but manufacturing accounted for a modest 10% of G.D.P. The share of mining and 
quarrying fell below 5%, gold Ghana’s second most important export made   over 30% of total 
exports in most years  with mining continuing to  show predominant share of the country’s FDI, 
the report says. The low competitiveness of the industry was attributable to; positive escalation 
in  food  products,  monopoly  of  state  enterprises  in  the  energy  sector  as  result  of  escaping 
privatization, low water level in the Volta dam disrupting power supply and the much talked oil 
discovery in 2007 is yet to start  according to W.T.O report.   

A separate  report  by the  Bank of  Ghana (2003)  also  talked  about  the  fact  that  growth  and 
performance of the industrial sector was encouraging between years 2003 to 2004 with a growth 
rate of 5.1%.  Further highlights of the work on the industry says construction sub sector was the 
highest  registering 6.6% as against 6.6% in 2003%.However the mining and quarrying declined 
in growth from 4.7% in 2003 to 4.1% in 2004 and electricity and water also fell in terms of 
growth from 4.2% in 2003 to 3.7 in 2004. The manufacturing sector stagnated at the rate of 4.6% 
a. Dr. Thompson criticised the economy saying there was no structural  transformation of the 
economy  instead  the  economy  has  moved  backwards  over  the  years  as  the  share  of 
manufacturing for example has declined from a historical high of 14% of GDP in 1975 to as low 
as 8.0% in 2009 (Thompson, 2009). 

  NB:   Ghana’s G.D.P Composition:  Agriculture-37.3%, Industry 25.3%, Service-37.5%.   CIA 
estimates 2006
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2.6.Brief Evaluation of The Reports Presented:
The essence  to  look at  these report  presented  is to  point  to  a  nation’s  ability  to sustain  the 
creation  of  high  value  added  products  and  the  competitiveness  of  its  companies  (Sievers, 
1998.p.19,  World  Economic  Forum2008)  which  describes  the  business  environment.   The 
analysis of all reports describes the general state of Ghana, its economy, business environment 
and institutional settings. This allows business entrepreneurs to scan the environment to know 
where to establish businesses. It also allows government to continuously assess the environment 
and go on to initiate new reforms where needed. The macro elements in the case of Ghana affect 
business firms in Ghana. The Economic Freedom of the institutions defines the welfare state of 
Ghana. 

There  are  however  inconsistencies  in  the  models  used  to  describe  competitiveness  and  the 
environment. For example there is always the need to separate GDP and Per Capita growth as an 
indicator  for  business,  there  was  no  advice  somewhat  on  how  to  change  the  environment 
according to the work of the models.  What hinders economic development is discussed in a 
volatile macro economic environment, political and regulatory uncertainty. 
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3.0 THEORITICAL CONCEPTS AND RESEARCH METHODOLOGY

Chapter three  will  look at  the  theoretical  concepts  and  research  methodology for  the  study. 
Concepts  according  to  McGuire  (1989)  have  a  limitation  of  being  abstract  in  nature  yet  a 
conceptual and theoretical  foundation is necessary when you need to put a study in the right 
perspective. Concepts serve as guiding principles and frameworks for any work. They are more 
formally organised than everyday general knowledge making a more complex process or issues 
simple. In this chapter (3) is a look at the concepts and literature review related to the subject of 
the study as well as the methods used for the work.  I will look at the meanings of the following: 
business environment,  the forces prevailing in the business environment as well  as scanning, 
PESTEL analysis, GE model, Marketing and Processing.  Later part of Chapter 3 will review the 
methodology used for the work showing how this is chosen, used as well as the quality of data 
available.

3.1 Conceptualization and Definitions of the Concepts; Environmental 
Scanning and Business Environment:

 Environmental scanning is a crucial issue  with most  strategy researches with most agreeing 
that the environment is central to firms existence and acknowledge that there is indeed a close 
relationship  between  strategic  and  organisational  choices  made  on  one  hand  and  the 
characteristic of an organisation’s environment on the other(Aldrich,1979; Lawrence and Lorch 
1967;  Rumelt 1974).The environmental scanning exercise assess information relating to every 
sector of the external environment says (Choo 1999; Vaughan& Edwards 1997; Hambrick 1982; 
West & Olsen 1989). 

Olsen et.al (1994.p.3) argue that in today’s business environment where change is so dramatic 
and swift executives need to continuously look out more closely to trends developing in their 
business environment if they are to make effective strategic decisions. Yasai &Ardrekani (1996) 
suggests that in periods of turbulence a company requires wider scanning scope, more frequent 
scanning  of  factors  and  greater  top  management  scanning  responsibility  to  respond  to 
environment changes. The totality of physical and social factors that are taken in consideration in 
decision making behaviour of an organisation is the environment (Duncan 1982).    

Hambricks (1981) defines environmental scanning as the managerial activity of learning about 
events and trends in the organisation’s environment and conceives it as the first in the ongoing 
chain of perception and actions leading to an organisation’s adaptation to its environment. The 
business environment is explained as a force that influences a firm’s capability to achieve its 
objectives (Hambrick 1982; Ressell & Prince 1992; Weilhrich 1999). Liana Kourteli’s work on 
the subject “scanning the business environment: some conceptual issues” presented two views on 
the subject before Boyd (1989) reconciled the two separate views.

35



The work of Aguilar(1967) was referred to as the pioneering effort in environmental scanning 
which was revived due to rapidly developing management systems(Saleh& Wang 1993).In other 
words the scanning process of the business environment had been reconceptualised on the basis 
of the critical analysis of Aguilar’s pioneering efforts which were also held by Lawrence and 
Lorsch who proposed the Contingency Theory(1967, 1969,1970) with recent developments by 
Daft( 1986 ) .Despite the fact that  the contingency theory was on the right tract (Daft 1986; 
French  & Bell,  1995).Buckley  (1968)  also  holds  a  recent  view of  the  Contingency  Theory 
arguing for an adaptive behaviour of the organisation based on the assumption that organisations 
is a living system which is characterised by the ability of morphogenesis. 

A replica of the contingency theory which says there ‘ there is no one best way to organise and 
direct an organisation, but all depends on the features of specific environment within which the 
organisation operates’. In sum the work of Aguiler and authors of the Contingency Theory says 
Liana  Kourteli  is  all  organisations  are  open  systems  and  survive  through  continuous  and 
successful interactions with the external environment. The Contingency Theory and Aguilar’s 
work  were  criticised  by  many  writers.  Ardekani  (1986)  says  it  failed  to  move  to  a  deeper 
theoretical conceptual inquiry of the phenomenon of scanning. Arrington& Sawaya (1984) said 
the  contingency  theory  overlooks  the  role  of  communication  in  relation  to  existence  and 
evolution  of  the  environment  and mostly  disregards  the  impact  of  communication  upon the 
relationship between the organisation and its environment. 

Fulk and Boyd (1991) also critiqued Aguilar on the grounds of weak human communication 
which should be the catalyst of the conceptual issue of scanning. Aguilar and the supporters of 
the contingency theory based their questions on ; ‘what are the organisation characteristics which 
are needed in order to effectively face the different external environments, such as  the different 
markets,  technology  conditions  etc?’The  Aguilar’s  scanning  process  is  or  amounts  to  the 
mechanistic process of the contingency theory of Lawrence& Lorsch which is also related to 
Hall and Fagen System Theory (1965) which provides the need for scanning. 

The second view was as a result of the empirical pitfalls or shortcomings in relation to Lawrence, 
Lorsch and Aguilar. This necessitated the reconceptualization of scanning which according to 
Liana Kourteli is triadic: organisation, scanning, environment. Liana Kourteli’s work cited the 
concept  of  General  Systems  which  were  brought  by  Bertalanffy  (1969);  Ashby’s  Law  of 
requisite variety (1956); the concept of entropy from second law of thermodynamics (Brillouim 
1950); and the concept of organisation by Miller (1988). Kourteli  states; organisation can be 
examined through the concept of entropy which the theory of the general systems borrow from 
the second law of thermodynamics. 

Prigoggine and Stengers(1984) argue the absorption of the negative entropy aims at creating  a 
state  of  order  and  equilibrium  mentioning  that  communication  system,  though  continuously 
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evolves also at times stabilises. The law of requisite variety of Ashby is similar and applies to 
open systems theory such as an organisations says Kourteli.

With these views presented , for conceptualisation of the environmental scanning I will adopt the 
work of Boyd(1989) who  writes ‘in order for the organisation to succeed in developing the 
necessary complexity in relation to this environment  it creates a communication system capable 
of  processing  the  necessary  quantity  and  complexity  of  data  which  it  absorbs  from  the 
environment’.

3.2 Other Areas to Conceptualise the Business Environment: 

3.2.1 Models/ Approaches And Processes Used To Describe The Environment:

Duncan (1972) viewed the environment describing it in terms of two dimensions: 1.simple –
complex.  2.  Stable-dynamic.  Simple  complex  according  to  Duncan  refers  to  the  number  of 
disparate elements that are pertinent to the organisation; whiles stable dynamic refers to whether 
or  not  the  elements  in  the  environment  are  unstable.  Khandwalla  (1977)  also perceived  the 
business  environment  as  complex  and  dynamic  tasking  managers  to  employ  comprehensive 
corporate  strategies,  a  view  supported  by  Baburoglu  (1988)  who  mentioned  increased 
complexities, dynamic and unpredictable change and relevant uncertainty. Daft & Weick (1984) 
referred  to  analyzable  and  unanalyzable;  unequivocal,  certainty,  analyzability,  variety, 
intrusiveness  (Daft&  Lengel  1986);  analysable,  predictable  and  understandable  (Waddock& 
Isabella); controllable (Schneider& De Meyer 1991). Miles and Snow (1978) commented on the 
features  of the environment  saying managers  in more uncertain  environment  tend to assume 
greater risk and will use more innovative corporate strategies than managers in less turbulent 
environments.  Tait  et  al  (2000)  holds  similar  opinion  saying  managers  cannot  neglect  the 
external factors of the environment.

The  process  of  scanning  according  to  Jorge  Costa  is  about  using  available  data  like  the 
company’s mission and functional plans, and other external data collected from relevant sources. 
Jorge Costa cited the process outlined by Aaker which says the information are specific to a 
context, however there are other areas such as competitors, and potential competitors, the market 
place and the environment that are represented and relates to the firm. 

Terry  .P.T  (1997)  also  argued  that  scanning  process  start  up  in  existing  organisation  with 
available data like a mission statement which are taken into  account and are subject to changes. 
Jorge Costa outlined these steps in scanning: specify information, specify information, identify 
participants,  assign  scanning  tasks,  storage  and  processing  of  information,  dissemination  of 
information.
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3.2.2 Purpose/ Functions/ Relevance of Scanning The Business Environment:

Environmental scanning helps predict favourable and adverse effects related to markets (Porter 
1990)  Okorafo  and Kotable  1993,  Nwankwo 2000).  Many other  researchers  have  ended  up 
explaining the purpose and importance of environmental scanning (Wheelen & Hunger 1995), 
(Preble  1992),  Yasai-Ardekani  & Nystrom  all  argued that  environmental  scanning  serves  a 
purpose to exercise control seeking new directions and efficiency in the implementation of the 
strategy. 

Keegen W. J 1974 & Seger E. (1997) have both agreed in their submissions on the functions of 
environmental  scanning  in  these  areas:  (1).  Learn  about  events  and  trends  in  the  external 
environment (2). Establish relationships between them (3.) Make sense of data ( 4). Extract the 
main implications for decision making and strategy development.

Environment scanning is relevant to many firms according to West JJ, Olsen M.D. 1989 and Jain 
S.C. (1984). The standpoint of Jain on the relevance or uses of environmental scanning are as 
follows: (1). It helps an organisation capitalize early on opportunities (2). It provides an early 
signal of impending problems. (3). It sensitizes an organization to the changing needs and wishes 
of  its  customers.  (4).  It  provides  a  base  of  objective  qualitative  information  about  the 
environment. (5). It provides intellectual stimulation to strategists in decision. (6.) It improves 
the image of the organization with its publics by showing that it is sensitive to its environment 
and responsive to it.

3.2.3 The classification concept of the Business Environment/Environmental Scanning 

Clearly many researchers have shown a clear way to classify the business environment; Preble et 
al  (1988) and Ginter and Duncan (1990) classified the environment  based on the sources of 
information  into  external  and  internal  based  on  a  research  on  multinational  corporations. 
Similarly  Wheelen  &  Hunger  (1988)  says  environmental  scanning  takes  two  separate 
components: the external and internal scanning. 

The external scanning says the writer concentrates on assessing impact of industry factors on the 
company  and  the  other  internal  scanning  serves  the  purpose  of  allocating  organizational 
resources  and solving organizational  issues.  Faley L and Narayanan V.  K.  (1986)  have also 
contributed in classifying the environmental scanning approaches into two: the “outside-in” or 
“the macro approach” and the “inside –out” or micro-approach. The author explains the outside-
in (macro approach) looks at all the elements of the external environment which the organization 
faces. The inside-out (micro-approach) takes a narrow view of the environment. It focuses on 
only far fewer elements in the outside  environment as its view is constrained by the internal 
influences within the organisation say the authors.

38



Another group of theorists say the environment can be put in to General and Task environment 
(Bourgeois 1980; Ebrahimi 2000; Hambrick 1982; Jain 1984; May et al). The task environment 
level describes or considers the industry specific and consists of all  those organisations with 
which a given organisation must interact and grow and survive (Cost el at...1997; West&Olsen 
1989)  and  these  include  customers  and competitors  (Asheglian& Ebrahimi  1990;  Daft  et  al 
1988). The general environment on the other hand to Fahey Narayanan(1986); Hambrick (1982) 
consists  of  broad  forces  that  influences  societal  institutions  and  they  include  economic 
conditions, technological developments, political and regulatory environment, and socio-cultural 
and demographic trends(Asheglian& Ebrahimi 1990; Grant,1998; Hambrick 1982; Thompson 
1967). 

Kotler and Keller (2006) also classified the environment into micro and macro environments. 
Based on the work in this section we can group the business environment into two parts: the 
macro/general and the micro/ tactical/competitive environment. The macro environment is often 
defined  in  terms  of  the  PEST  analysis  that  influences  a  firm’s  business  environment  into: 
Political,  Economic,  Economic,  Socio-Cultural  and Technological  says  Johnson et  al  (2006). 
Kotler& Keller (2006) supports this view with their statement; “decisions of organisations are 
affected  by  changes  in  the  political  and  legal  environment”.  The  micro  or  competitive 
environment to Porter (1980) is defined in Five Forces Framework or Model of competition; and 
such model specifies the various aspects of a firm’s industry structure and serves as an analytical 
tool to assess attractiveness and analyse competitors. The next section will consider a more detail 
analysis of the two forces of the environment.

3.2.4 PESTEL (Macro forces) and Competitive (Micro forces).
Authors such as Auster & Choo 1994; Daft et al 1988; Ebrahimi 2000; Sawyerr 1993 have all 

said that the task environment is one associated with greater degrees of strategic environmental 

uncertainty when compared with the general environment.  Ebrahimi (2000) argued further that 

the task environment changes quickly and is considered more complex and important than the 

general environment and is most likely to impact directly on the firm; and these seem as more 

important in informing business level strategy as goal setting and goal attainment (Bourgeois 

1980; Thompson 1967).  

The general environment on the other hand according to Fahey andNarayana the opportunity and 

threats from the general environment becomes abstract and timing development is difficult to 

estimate. Daft et al says the general environment has an indirect influence on the organisation 

and  is  a  source  or  definition  of  corporate  level  strategies  (Bourgeois  1980).  The  diagrams 
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(Table/Fig6a. shows and describes the PESTEL acronym/ General environment and Table/Fig 

6b.) shows the General and Competitive environments in one picture. 

Table   /Fig 6a.  

Figure 1: The PESTEL framework for Ryanair. Source: Gilles Helterlin and Nuno Ramalho Master Thesis/Case studies: SAS Airline & Ryanair.

Table.6 b(Fig.)

Adapted from: Exploring Corporate Strategy 2006: authors Gerry Johnson, Kevan Scholes and  
Richard Whittington 7th Ed. Pg68
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Albright  (2004)  explained  PEST as  environment  trends  typically  from five  sources;  Social, 
Economic,  Competitive,  Technological  and  Political/Regulatory  forces.  Kotler& Keller  2006 
extended  to  include  legal  regulations  and policies.  Daft  et  al  1988 talked  about  the  general 
environment (PESTEL) as having an indirect influence on business.  

Phatak (1983) described the social-cultural trends, economic trends, political developments and 
technology  factors  as  follows:  Social-cultural  trends  include  lifestyle  changes,  career 
expectations, consumer activism, rate of family formation, growth rate of population. Economic 
factors include Gross National Product (GNP) trends, interest rates, money supply and inflation 
rate. Political and regulatory factors include antitrust regulations, environmental protection laws, 
tax laws and special incentives.  Archibong (1997) Normannn (2004) in seperate writings also 
explained technological factors. Technological factors include total federal spending for research 
and development, a focus of technological efforts, patent protection and new developments in 
technology transfer from lab to market place. a focus on technological efforts, patent protection 
etc  establish  an  infrastructure  for  a  larger  system(Normann&  Ramirez,1994/1998  cited  in 
Normann,2004).   According  to  Archibong(1997)  ‘infrastructure  are  fundamental  to  nations 
growth  citing  the  whole  gamut  of  enabling  conditions  for  economic  activities  could  be 
considered infrastructure facilities  and services.  These are transportation and communication, 
power generation and transmission, urban facilities, education, sanitation and public health and 
the entire judicial system within which economic  activities would qualify for inclusion in the 
definition of infrastructure.’ 

The task environment is mainly the customer, the competitors and suppliers (Phatak 1983; Daft 
el  at  1988;  Ginter  and  Duncan  1990;  Mintzberg  1983;  Weber  1984;  Babbar  and  Rai. 
Porter(  1980,  1985,1996)   explain  the  competitive  environment  defines  the  Five  Forces 
Framework or Model which further shows the firms ability to gain competitive advantage rests 
on how it positions and differentiates itself in  the industry. 

To  Porter  (1985)  the  five  forces  describes  the  rules  governing  competition  that  determine 
industry attractiveness and guilds the strategy to formulate and ideally change those rules in the 
‘firm’s favour.’ Porter’s key forces within the framework include three sources of ‘horizontal 
competition’: potential entrants (threats of entry), threats of substitutes, products and competitive 
rivalry; and the other two sources of ‘vertical’ competition: bargaining power of suppliers, and 
bargaining power of buyers. 

The GE model  has also been used on corporations attractiveness and this is synonymous to 
Mckinsey Matrix, Business Assessment Array and GE Business Screen according to 12 Manage- 
The Executive  Fast   Track(2009,V10.3)  is   a  model   used to  perform a business   portfolio 
analysis on the Strategic Business Units of a corporation. The aims of such portfolio analysis in 
accordance with the work are; to analyze its current business portfolio and decide which SBU 
should receive more or less investment, to develop growth strategies for adding new products 
and businesses on the portfolio and lastly deciding which  businesses or products should no 
longer be retained. The GE model is more sophisticated than the BCG matrix in three aspects 
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(www.valuebasedmanagement.net).First  market  or  Industry  attractiveness  replaces  market 
growth as dimension of industry attractiveness. The Market attractiveness like the Competitive 
forces identified by Porter includes a range of factors other than just the market growth rate 
which   helps in determining the attractiveness of an industry/ market. The factors that affect 
market attractiveness are: market size, market growth, and market profitability, pricing trends, 
competitive  intensity/rivalry,  and  overall  risk  of  the  returns  in  the  industry,  opportunity  to 
differentiate  products  and  services,  segmentation,  distribution  structure  (i.e.  retail,  direct, 
wholesale),technology, development and demand variability (http//tutor2u.net/business/strategy)

Competitive Strength, another aspect replaces market share as a dimension by which competitive 
position of each SBU is assessed. Like Industry attractiveness competitive strength also has a 
broader range of factors than just market share that can be useful in determining the competitive 
strength of an SBU.  An authors Cooper Robert G.(1993) , explains business strength normally 
includes such measures as market share, share growth and product quality.  Other factors that 
affect competitive strength of a strategic business unit are strength of assets and competencies, 
relative brand strength, customer loyalty,  relative cost position (cost structure compared with 
competitors),  distribution  strength and production capacity,  records of  technological  or other 
innovation, access to financial and other investment resources, quality and management strength 
(www.tutor2u.net). 

The  GE model  works  with  a  3*3  grid  whiles  the  BCG has  2*2  and  this  allows  for  more 
sophistication.  Cooper Robert G (1993) in the work Product Planning using the Mckinsey or GE 
model explains the nine cells of the GE model stating the three in the upper right are those in 
which the company has a strong position and would be considered for investment and growth. 
The three along the diagonal are the intermediate attractiveness and the company should consider 
a policy to selectively enhancing business in those cells to generate earnings. And finally the 
three cells in the lower corners are low in overall attractiveness and the company should consider 
harvesting and divesting in that cell writes the author. 

 Fahey  & Narayana1986;  Olsen  et  al  1998;  West  &  Olsen,  1989  have  all  argued  that  the 
contingencies associated with the task (micro) environment are described by the closeness to the 
operator and therefore information on the opportunities and threats can be easily seen or accessed 
and development can be easily or more understood. Stated differently for business organizations 
to rise above the challenges in the micro environment, corporate executives must have ‘the know 
how’ and know the key success factors that make them competitive in the industry. Similar to the 
key  success  factors  are  who  are  our  customers  and  what  do  they  want?  And  what  drives 
competition  in  our  industry  (Hofer  &  Schendel  1977)  and  how  can  we  again  a  superior 
competition position (Grant, 2005).

Grant explains gaining superior advantage goes beyond identifying customers of an industry and 
their  needs to look for what determines low cost in supermarkets,  quality food and superior 
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service  in  restaurant,  research  and  personal  selling  in  pharmaceuticals.  The  author  further 
contends  that  analysing  competition  in  an  industry  requires  fundamental  practices  that  will 
distinguish the firm from competitors. In sum, the analysis of customers’ wants and competition 
we  can  identify  key  success  factors  in  supermarkets  as  low  cost  operation  that  requires 
operational efficiency, scale-efficient stores, and large aggregate purchases to maximize buying 
power and low wage cost (ibid). Elenkov (1997) however mentions the task and the general 
environment do not differ much in terms of perceived strategic uncertainty.  Information from 
both the internal and external environments drives the strategic planning process (Choo, 1999). 

Today’s business is affected by all of these mentioned factors (environmental factors) and global 
forces.  PESTEL analysis or factors which form the central element of this research helps in the 
understanding of strategy management in different environments when we make use of all the 
elements. In support of this point the 12manage.com mentioned that PEST plays an important 
role  in  the  value  creation  opportunities  of  a  strategy.  It  also  cited  Adam Mohammed  who 
remarked ‘governments use several economic to achieve a set of goals \and managers of industry 
must have their focus on these policies so as to ensure that their businesses survive and is major 
factor in analysing the macro environment of industry.   

It can be inferred from the above that PEST analysis are a framework for reviewing a situation 
and like SWOT analysis(strengths, weaknesses, opportunities, threats) and Porter’s  Five Forces 
models  be  used  to  review  a  strategy  or  a  position,  direction  of  a  company,  a  marketing 
proposition or idea(www.businessball.com).The PESTEL importantly  helps  in  formulation  of 
conclusions  with  regards  to  the  impact  of  the  factors  on  the  company,  its  strategy  and  its 
competitors (www.12manage.com) but warns that  they are usually outside the control of the 
corporation and must be considered as either opportunities or threats saying further such macro-
economic factors differ from country, or even region. Pankaj also questioned the PEST model 
stating ‘as per recent global recession, how do you include PEST analysis in the risk factor due 
to  mass  negligence of control  mechanism in financial  sector in developed countries both by 
government and public?’ 

 3.3 Marketing Defined and what it means in the New Millennium:

There are several definitions and conflicts over the term ‘Marketing’ and the role it  plays  to 
people (Murray& O’ Driscoll 2002; Kotler el al 2006). According to the definition provided by 
the  Chartered  Institute  of  Marketing  (CIM)  ‘marketing  is  a  management  process  which 
identifies, anticipates and satisfies customer requirements profitably.’ The institute explains that 
the marketing process varies depending on factors such as ‘the size of the organisation, the sector 
that is located, the type of work role performed by the manager and the career experience that the 
marketing brings with them’. Similarly the term ‘Marketing’ was also defined in the work of 
Gales Bradley T and Buzzell, Robert D (1989) saying :‘( 1) marketing is a managerial activity/ 
function which involve planning and execution. It explained marketing are tasks that are planned 
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and executed to attain identifiable objectives (2) marketing involves the management of specific 
elements or functions: product, pricing, promotion and distribution-these constitute the substance 
of  marketing  (3)  marketing  is  goal  oriented  and the  aim is  to  create  exchanges  that  satisfy 
individual and organisational objectives.’’ The authors also mentioned that a marketing activity 
is conducted on a ‘marketing concept’ which by the nature of this work needs to be defined. The 
‘marketing concept’ according to Loudon, Stevens and Wrenn in ‘marketing management-text 
&cases’ (2005) is a business orientation that focuses on satisfying customers needs at acceptable 
levels of revenues and costs.

In a more elaborate discussion of marketing Loudon, Stevens and Wrenn looked at marketing 
management in the ‘new millennium’. The authors mentioned four key elements that enhance 
market share, profits and efficiency. They mentioned elements such as :( 1) quality (2) value (3) 
relationships and (4) customer satisfaction.

According to the authors marketing practice is based on value-‘the right combination of product 
quality, service support and timely delivery at reasonable price’ They explained that ‘the concern 
of customers over what is known as ‘value’ is forcing firms to reconsider their view of product 
quality  and  customer  service  in  order  to  meet  the  demands  of  global  markets’  They  again 
mentions ‘marketing plans must reflect  the emphasis on value demanded by the market with 
respect to the quality of product and level of customer service.

The authors see product quality not as primarily internally driven but as perceived by customers 
in their evaluation citing from the Strategic Planning Institute which provides these procedures to 
assess  perceived  quality:  ‘‘(1)  a  group  of  managers  from  different  functional  areas  of  the 
business  meet  to  identity  the  non  price  attributes  of  the  product  or  service  that  influence 
customer choice (2)the group assigns weights to the attributes to reflect  the importance each 
attribute  plays  in  consumer  decision making (3)a quality score is  created for the company’s 
product as well as its major competitors by multiplying the product’s rating on the attribute by 
the importance weight and summing for all  attributes (4)  the quality score along with other 
competitive comparison measures such as pricing, share of market and financial performance 
measures  and  (5)  the  team  develops  budgets  and  plans  for  improving  quality  relative  to 
competition and to marketplace needs and perceptions,  and calculates  the financial  payoffs’’ 
Further,  for  world  class  quality  the  author  argued:  “(1)  top  management  must  provide 
unequivocal support for the quality effort ( 2) close contact must be maintained with customers 
in  order to fully understand their  needs(3) to avoid untimely delays,  reactions  time must  be 
reduced when definitions of quality change over time (4) people should be empowered to utilize 
their best talents (5) reward systems should be assessed and adjusted to recognise efforts that are 
consistent  with  quality  objectives  and (6)  the  total  quality  program has  to  be  viewed as  an 
ongoing concern by  everyone in the organisation’’ 
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Another dimension of quality strategy is ‘service quality strategy’ which is commented on by 
author  such  as  Clottey  and  Collier  (2008)  who  writes  the  delivery  of  satisfactory  level  of 
customer service is an important topical issue in service management. From literature on service 
quality two constructs that is the  European School of thought led by Gronroos(1984) which 
stated two perspectives of service quality(technical and functional) and the American School led 
by Parasuraman et al..(1985, 1988) also evaluated service quality by comparing service actually 
received (expected) and service actually received on a 10 dimension. These were obvious before 
the two views were reconciled by Brady et al (2002) who remarked ‘in our conceptualisation of 
service quality therefore, we take the views of Parasuraman et al.,  (1988) and the alternative 
conceptualisation  (Cronin  and  Taylor,  1992;  Brady  et  al.,  2002)  of  service  quality  into 
consideration. We incorporate both conceptualisations in our research model. We take the view 
that P-E measures service process dimension, (Brady et al., 2002) Hence although we include P-
E in our research model, our measurement of service quality is based on Perception, P (since E is 
insignificant; Cronin and Taylor 1992; Brady et al., 2002).’ 

Another  effective  element  of  marketing  identified  by  Gales  Bradley  T  and  Robert  .D.  is 
‘relationships’. According to the authors ‘relationships’ means ‘connections or closeness’ and 
marketers  must   develop  relationships  with  suppliers,  intermediaries,  other  colleagues  and 
customer. They argued further that the focus of ‘relationships’ management is on building and 
maintaining long term relationships with parties that contribute to the success of the organisation. 
Jeremy Galbreath  (2002) also mentions  ‘relationships’  in  an article  ‘Success in  Relationship 
Age:  building  quality  assets  for  market  value  creation’  discusses  move  from industrial  age 
economies and information age economies to relationship age economies. Implied in the work of 
Galbreath  ‘we are  now living  in  the relationship  age where economies  are  based on hidden 
assets, otherwise known as intangibles assets, rather than raw materials or information used to be 
the case. Nowadays, intangible assets comprise majority of a firms’ market value. The majority 
of  intangible  assets  constitute  the  value  contained  within  relationships:  relationships  with 
customers, employees, partners and suppliers. A company’s products, services, or other tangible 
assets are no longer sufficient for market success. Instead, firms need to maximise their value 
through the productive utilization of their relationships it maintains and manages, all contributing 
synergistically to the economic and the experience output of the firm.’’

Loudon, Stevens and Wrenn also talks about customer satisfaction saying emphasis on quality 
should result in increased customer satisfaction and retention of existing customers. According to 
the authors  customer  satisfaction  is  the result  of  a company’s  ability  to  meet  or exceed the 
expectations  of  the  buyer.  Yi  (1990)  studies  showed  that  customer  satisfaction  influences 
purchase  intentions  as  well  as  post  purchase  attitude.  Similarly  Anderson & Sullivan  (1993 
p.104) also reported that the customers repurchase intentions in Sweden are strongly connected 
to  their  satisfaction  from specific  product  categories.  Higher  levels  of  customer  satisfaction 
increase loyalty,  decrease price elasticity,  protect  current market  shares,  decrease the cost  of 
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failures  of attracting new customers  and help companies  to build a positive corporate image 
(Anderson el al..1994).

 In their book Marketing management –test and cases the authors  Loudon , Stevens and Wrenn 
mentioned that for an effective marketing management process  marketing managers must go 
beyond the four elements of marketing explained and follow these steps: (1)  societal marketing 
orientation (2) understanding (3) planning (4) implementation and (5)connecting with customers.

3.4 Processing Explained: 

Process  according  to  the  Longman  Active  Study Dictionary(2004)  is  to  add chemicals  to  a 
substance or  food in  order  to  give it  colour,  keep it  fresh etc. Cocoa processing covers  the 
sequence of activities needed to convert the raw material cocoa beans into semi finished cocoa 
products (cocoa paste/liquor, cocoa butter and cocoa powder. It includes (1) the roasting of cocoa 
beans (2) the grinding of cocoa beans to make cocoa liquor (3) the pressing of cocoa liquor to 
extract  cocoa  butter  and  produce  cocoa  powder  (Source  UNCTD,  Cocoa  Study  Industry 
Structure and Competition).

3.5 The Research Methodology:

 Methodology refers to the structured sets of procedures and instruments by which research is 
conducted. It is a framework within which facts are registered, documented and interpreted in a 
research.  The two basic  methodological  approaches  to  which different  studies  naturally  lend 
themselves are the qualitative and the quantitative methods. Whilst  qualitative research is more 
descriptive,  quantitative  research  draws  inferences  based  on  statistical  procedures  and  often 
makes use of graphs and figures in its analysis(Ghauri& Gronhaug,2005).In recent years, it has 
become common to use triangulation or both qualitative and quantitative methods in a single 
research(Ghauri&Gronhaug,2005). In my work my task is basically focused on finding out if 
Ghana has search an environment (based on the various factors-PESTTEL) mentioned to invest 
in  marketing  and  processing  of  raw  cocoa  beans  is  approached  using  both  methods(i.e. 
qualitative data& quantitative data)

3.5.1 Data sources (types):

Two basic research procedures that served as the source of data are: primary data and secondary 
data. The study population of this work includes almost all stakeholders in cocoa marketing and 
processing  in  Ghana  (Government  &  COCOBOD,  5  Licensed  Buying  Companies,   3 
Transporters and Hauliers’, Farmers, Labourers, 4 Licensed Cocoa Processing Companies just to 
mention a few). The target is to obtain available figures and relevant information relevant for the 
work-marketing and processing of cocoa in Ghana.
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3.5.2 Procedures:

In line with obtaining primary data for the whole work I administered questionnaires and also 
conducted face to face interviews with the study population on the issues encompassed in the 
research framework. 

The  questionnaire  (see  appendix)  contained  questions  that  extracted  information  on  how 
businesses (manager of LBC’S and CPC’S), Farmers, Purchasing Clerks the government and 
COCOBOD and other stakeholders who engage in marketing and processing of Ghana’s cocoa 
beans.  And  in  doing  that  I  considered  the  environmental  influences  on  businesses  which  I 
described in this work as PESTEL (Political, Economic, Social, Technological, Environmental 
and  Legal).  Further   break  down  of  the  questions   to  assess  the  environment  to  invest  in 
marketing and cocoa processing in Ghana were in terms of  pricing cocoa,  ensuring quality, 
competitiveness, cost of credit, access to credit ,inflation,  dishonesty of workers and availability 
of  skilled  labour,   workers  attitude  towards  work  and  leisure,  corruption  and  crime  rates, 
exchange  rate  stability,  bureaucracy  and transparency,  legal  environment  and harassment  by 
authorities, taxation procedures, quality of power supply and the national load shedding program, 
competition from imported goods, communication facilities, culture and lifestyles, income and 
demographics, land access and ownership and management dishonesty.

NB: Most of the business environmental issues have already been analysed and discussed in my 
presentation-‘overview of Ghana’s macro business environment’ and for that matter only few 
(very critical points) will be mentioned again in the empirical data section. The empirical data 
section focuses on data for the case of cocoa marketing and processing in Ghana.

 The questionnaires and interviews conducted were for two cases but categorised to elicit the 
appropriate views. The first case was centred on issues relating to marketing of cocoa locally in 
Ghana. And the second case also centred on issues of local processing of cocoa in Ghana.  The 
first case (cocoa marketing in Ghana) necessitated the collection of data from the Ministry of 
Finance which is the government body that supervises COCOBOD-the institution formulated by 
the government of Ghana to regulate the entire cocoa chain. The staff of COCOBOD (made up 
staff from  sections such as Quality Control Division and CRIG, Cocoa Marketing Company 
(CMC)  with  its  departments  such  as  Warehousing  and  Ports  Operations,  Shipping,  Audit, 
Security, ) which represented the bodies that provides services in the sector provided responses 
to the questionnaires which I sent through email contacts and personal contacts. 

 Further I used face to face interviews to obtain information from most of the COCOBOD staff 
as they were easily reached. I also extracted information through face to face interviews with 
cocoa marketing stakeholders such as Farmers (interviewed 20 farmers in the Eastern region of 
Ghana in Twi and English), 10 Purchasing Clerks from Eastern Region of two leading Licensed 
Buying companies (Produce Buying Company and Olam Ghana Limited), 5 Managers (who are 
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General  Managers  having  important  decision  making  responsibilities  in  their  respective 
companies) of Major Licensed Buying Companies namely; Transroyal Ghana Limited,  Produce 
Buying Company, Olam Ghana Limited, Armanjaro Ghana Limited and  Adwumapa  Buyers 
Limited.  Some selected transporting firms that haul the cocoa to the ports were given letters 
requesting them to partake in the work.  

These letters were addressed to the CEO the transport company. Specific transport companies 
that provided responses were Tarzan, Mpaebo, Kusi Nsiah, Geo-mart and Global Haulage.  In 
obtaining  primary  data  for  the  second  case  of  the  work-  cocoa  processing  I  engaged 
representatives of Cocoa Processing Company and Cargill Ghana Limited in telephone interview 
as well as visits to other companies that are into cocoa processing in Ghana to find out about 
some useable information for my work. 

In both cases of cocoa marketing and cocoa processing secondary data was obtained from the 
websites of those mentioned companies, the internet, government trade and investment bodies 
(i.e.  Ghana  Investment  Promotion  Centre  and  Association  of  Ghana  Industries)  and  lastly 
literature review on the macro environmental forces prevailing in the business environment.  The 
purpose for the use of both primary and secondary data for the work was to have a widely 
informed overview of the research work. I continue by mentioning the benefits as well as the 
limitations  of  the  work.  The  benefits  have  been  mentioned  as  anonymity  and  assurance  of 
respondents, less cost and convenience as most respondents were within reach without having to 
travel long distance and cross analysis of data from the different sources to check areas of high 
disparity making the data more reliable and valid giving less methodological problems Lastly the 
work included most of the stakeholders in the Ghana cocoa sector. Yu and Cooper (1983) argued 
that  limitations  of  questionnaire-based  research  are  documented.  In  this  line  I  present  the 
limitations of this work. 

The first limitation of the work had to do with incomplete and inconsistent information that was 
needed to complete the work. Like any developing nations, Ghana’s information is incomplete 
and inconsistent. Also due to the rigid time and other academic commitments the work failed to 
interview as many people as possible. 

The work therefore stands on the PESTEL framework to find out  how each of the environmental 
forces  or  factors  of  PESTEL,  focusing  on   how each  element  features  in  Ghana’s  business 
environment that are also important in cocoa marketing and processing in Ghana.
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4.0 EMPIRICAL DATA SECTION 

  4.1 Background of Ghana:

  In my presentation of part two of the work I presented and included a thorough discussion of 

the profile and data on Ghana based on the business environment which is necessary for this 

work. Here am going to present a more simplistic background and recent additional empirical 

information on the background of Ghana: (1) a celebration of the victory of democracy in Ghana 

and serving as an example to other African countries who have failed the test of democratic 

transition after John Evans Atta Mills is successor to John Agyekum Kufour in January 2009.

It is the second time in ten years that a president is elected in a free and fair election in Ghana 

with  smooth  transfer  of  power  to  the  opposition  after  an  election  (2)  in  2007  Ghana  has 

discovered oil in large commercial quantities at the West Cape Three and Deepwater Tano which 

will help to accelerate growth of the economy. Implied in the oil discovery, Ghana will in few 

years not depend on only the production of Gold and Cocoa. The oil revenue will impact the 

budget and also reduce costs in the energy sector in few years.( 3) in the fiscal and monetary 

front Ghana implements an austerity  budget in order  to cope with the inflation and slow the fall 

of the cedi against the major currencies such as the dollar and the pounds sterling. According to 

the Minister of Finance the target is to reduce current budget deficit of 15% of GDP to 9% at the 

end of end of 2009. ‘The release of the this figure is in no way linked to the existence of a  

program with the  IMF and does not depend on any conditions’ says Dr .K. Duffour the minister 

of finance.(4)Ghana  in July 2009 has received an amount of $597million USD  to support the 

balance of payment and another $425 million USD to support the external reserves. In the words 

of the minister ‘the largest funding granted in Africa’.

 Further The World Bank has granted Ghana $535  million USD for general budget support, the 

transportation sector and the minister remarked ‘ infrastructure is our major constraint’ .Such an 

inflow will increase significantly the level of reserves of the country, strengthen the cedi and 

increase confidence in the economy, better funding of the budget from external sources which 

will reduce the domestic debt of government and inflation says the Dr. Duffour.(5) to bring about 

development  Ghana needs improved infrastructure  in the forms of good road  networks and 
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similarly education, health facilities and these are what the new government wants to invest to 

improve upon the living standards of Ghanaians.

 4.1.1 Cocoa Marketing in Ghana.

Today,  Ghana  is  the  second  largest  cocoa  producer  after  Ivory  Coast  with  20% of  World 

production. The production is increased by 600,000 tonnes per year. The goal is to reach one 

million  tonnes  in  the  next  two years.(Ghana  Report  Produced  by the  World  News Report). 

Coupled with these are the current increases in prices of the product serves as blessings to Ghana 

but that is not enough to maintain long term interest and cost of the industry (Ghana Report). The 

sector engages close to ten million Ghanaians directly and indirectly according to the World 

News Report. Before the establishment of The Ghana Cocoa Board (COCOBOD) in 1984 which 

is  the  State  run  Marketing  Board  today,  there  were  first;  the  Gold  Coast  Marketing  Board 

established in 1947 by government decree. Then in 1957 it became the Ghana Cocoa Marketing 

Board. 

COCOBOD remains under government of Ghana control and is the only country where the state 

retains control of the entire volume of exports and overwhelming presence in the internal market 

(Marcella Vigneri & Paulo Santos). The purpose of COCOBOD is to encourage the production 

of  cocoa,  coffee,  coconut  and cashew nuts.  The  successful  State  run  Marketing  Board-  the 

COCOBOD- has achieved record levels  of production,  good returns for farmers,  exceptional 

product  quality,  professional  export  management,  an  excellent  credit  record,  and  relatively 

incorrupt and effective internal  marketing.  This contract  with the situation in the 1960’s and 

1970’s  when  the  Ghana  Cocoa  Marketing  Board  became  notorious  for  inefficiency  and 

corruption, contributing significantly to wider economic decline (Tracy Williams). 

To Williams the dismal history of African commodity marketing boards including the Ghana 

Cocoa  Marketing  Board  makes  an  explanation  of  the  success  story  of  Ghana  COCOBOD 

imperative pointing to the followings as what makes COCODOB enjoy success :(1) building on 

the underlying strength of certain  elements in the system, notably quality control and export 

management, (2) an episode of well-directed reform, and (3) effective policies and organizational 

structures that protected the farmers'  share of the cocoa revenues over time and inhibited the 

COCOBOD  returned to the politicization it suffered in the past. 
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The marketing system in Ghana and the resulting high quality standards has been founded on the 

principal  that  cocoa  bags  are  officially  graded and sealed  by QCD as  close  to  the  farm as 

possible in the village buying sheds. This means that cocoa may remain at the village level for 

some weeks, both before and after sealing by QCD.  The QCD department is only one of the 

sections that ensure high product quality. There are other sections such as CRIG which has well 

trained staff of 35 professionals in various scientific disciplines and 175 technical staff provided 

with the institute’s estate with water and health clinic. CRIG regularly sends samples of grains to 

the U.K that is tested before approving the use of any fertilizers or chemical for farmer’s use. ‘A 

lot of our funds are dedicated to maintaining superior quality of our seeds. Our goal is to provide 

the best quality cocoa products in all possible forms in the world. ‘We want to be the best, with 

the best  cost’  says  Mr. Tony Fofie .Before the grading and sealing there is the post harvest 

handling stage by the farmer.   Unlike other origin countries where cocoa is dried by mechanical 

heating process, the Ghanaian farmer dries his produce using natural rays of the sun, as beans are 

evenly spread on a raised bamboo mats. Turning is regular and every part of the beans is exposed 

to the incident of sun rays. Coupled with complete fermentation, Ghana cocoa beans diffuse the 

best natural chocolate aroma and a perfect dry brown color appearance.

The  COCOBOD reverted  to  the  multiple  buying  system of  cocoa  purchasing  in  June  1993 

following  a  government  decision  to  re-introduce  competition  into  the  internal  marketing  of 

cocoa. The legal framework for the new marketing system is embodied in the Cocoa Regulations 

and Guidelines for the Privatization of Internal Marketing of Cocoa issued by the COCOBOD. In 

their operations, the Licensed Buying Companies (LBCs) are required to abide by the regulations 

and guidelines set out in the above mentioned document. Prospective buyers initially apply to the 

COCOBOD  for  consideration  to  be  licensed  as  buyers.  Upon  vetting  by  an  independent 

committee set up for that purpose, successful applicants are granted provisional licenses which 

may be converted into full licenses if the COCOBOD is satisfied that the provisional licenses 

have  adequate  operational  logistics  for  effective  operation.  The  operations  of  all  LBCs  are 

closely monitored by the COCOBOD. During the 1993 light  crop season when the multiple 

buying systems became operative,  six companies operated in addition to the Produce Buying 

Company Ltd  (PBC)  a  subsidiary of  the  COCOBOD. By the  1996/97 crop  season,  thirteen 

private LBCs were effectively operating in the internal marketing of cocoa alongside the PBC 
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Ltd. By 1997 an additional six LBCs had come into operation. The initial thirteen private LBCs 

with a combined market share of 32%, competed with the PBC, which carried 68% of the market 

in the internal marketing of cocoa. 

Today there are about 25 LBCS. All  the LBCs purchase cocoa from farmers at  a minimum 

producer price set by a Producer Price Review Committee (PPRC) which comprises COCOBOD 

officials, a farmer’s representative, government representatives and representatives of the LBCs. 

The  LBCs  purchase  their  cocoa  through  buying  centers  which  are  established  in  the  cocoa 

production areas. On the average, about 4,600 buying centers were in operation between 1993 

and 1997. These buying centers are made of geographical locations of warehouses with general 

tools of trade such as weighing scales, tarpaulins’, offices, primary evacuation vehicles that are 

managed by district managers who are employees of the LBC. The LBC will locate in areas of 

high cocoa producing areas and with less operating cost. In Ghana there is abundant skilled and 

unskilled labour available for any work on the entire cocoa supply chain to ensure decent work 

and also the well being of workers in the cocoa supply chain (source GNA).

 In a GNA report the Vice President of Ghana John Mahama refuted the claims of some child 

welfare groups in Ghana that Ghana employs child labour on cocoa farms. He stated ‘Ghana is a 

signatory to the various conventions on Child and Forced labour and would never allow any 

infractions in a prime sector such as cocoa’. The warehouses of LBCS are open within regular 

operating hours and through the well trained employed Purchasing Clerks who are mostly from 

the local communities buy and pay for cocoa at a weight of 64kg from farmers at the official 

producer  price at  the farm gate.  The price paid to farmers  is  a minimum internal  price that 

guarantees  a  certain  amount  of  protection  from  fluctuations  of  market  prices  and  potential 

exploitation from private traders (Realizing Rights: The Ethical Globalization Initiative 2006). 

Purchasing clerks are paid commissions which are calculated on the bags bought for the LBC. 

The LBC’S compete on the basis of volumes but not on price. Availability of cash to pay for the 

produce  as  well  as  prompt  payment  of  commissions  and  farmer  bonuses,  and  subsidies  to 

farmers  remains  the  main  factor  driving  farmers’  choices  of  whom to  sell  cocoa  to.   After 

purchasing the cocoa, the LBCs invite the Quality Control Division to grade and seal the cocoa 

at a fee determined by the PPRC. The graded and sealed cocoa is evacuated by the LBCs using 
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private cocoa haulers to designated take over points such as Tema port, Takoradi port and an 

inland port at Kaase, Kumasi. 

The issues of taxes and cost in cocoa marketing and processing are insightful. Taxes are and 

other duties are levied on company’s profits and that constitute government share of revenue. 

‘Forwarding’ cost covers the forwarding overheads and cost incurred during shipping of cocoa 

and maintenance of the delivery at port. 

There are costs that are borne by exporters. Another cost category ‘services at port’ covers costs 

associated with quality inspection and treatment,  storage and insurance at  the port  and other 

logistics  cost  as  well  as  reconditioning  of  cocoa  which  is  in  forms  of  re-drying,  sorting 

categories, bagging, weights check, marking etc  According to an LBC source  two of the major 

challenges of the LBC business in terms cocoa marketing are first cycle time management which 

has  to  do  with  the  period  between  the  time  cash  are  advanced  to  farmers  and  the  time 

COCOBOD issues CTO’S and cheques in forms of payment to the LBC. Secondly are the issues 

of credit  management as cash are advanced to farmers over periods of time before tocks are 

supplied. There had been difficulties recovery all cash advances for cocoa purchases. In issues of 

transparency in  cocoa the M.D of  Kuapa Koko said ‘when people  speak out  and hold their 

management structures accountable, they strengthened the institution and system. When they are 

not held equal they cannot stand up for what is right’. The rates offered for evacuation are also 

determined by the PPRC. Officials of the CMC take over the cocoa at the various take-over 

points.  By such an act  the  CMC provides  a  wide range of  services:  warehousing  and ports 

administration, security services, audit and accounts and shipping management. The LBCs are 

paid by the COCOBOD according to margins set by the PPRC. The case of freight paid to the 

transporters  is  also determined by the  PPRC. After  the  rate-over,  management  of  the cocoa 

becomes  the  responsibility  of  the  CMC until  it  is  shipped  overseas.  Sales/exports  are  made 

usually on a Cost, Insurance and Freight (CIF) basis. Occasionally, Free On Board (FOB) and 

Cost and Insurance (C&I) bases are  also allowed.  Sales of cocoa beans are made for three-

monthly  shipment  periods,  e.g.,  October-December;  November-January,  December-February, 

etc.  In  the  case  of  cocoa  products  sales  are  made  for  two-monthly  shipment  periods,  e.g., 

February-March, March-April, etc. In both cases, the sales are made on the basis of main UK 

ports. Exports to major open ports in overseas destinations are allowed, subject to the payment of 
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the appropriate freight differential. The Company, however, reserves the right to reject declared 

ports which are not easily accessible. Buyers are required to declare ports of destination at the 

time of negotiation or, at the least, two clear calendar months prior to the commencement of the 

contract shipment period. Requests for change of destination are entertained, but each request is 

dealt with on its own merit. 

The Ghana COCOBOD through Cocoa Marketing Company has a policy for the sale of cocoa 

beans. The major sales objective of the Company is to sell to the external and local markets at 

the  best  prices  obtainable  and  to  undertake  its  marketing  function  in  a  manner  which  will 

maximise the foreign exchange revenue that will accrue to the country. All sales by the company 

are  made  only  to  firms  registered  by  the  Company  as  buyers.  (Sales  made  under  bilateral 

arrangements to countries are not covered by this registration requirement). 

Firms wishing to be registered as buyers for Cocoa beans and Cocoa Products are required: (1)to 

apply in writing direct to the Managing Director of the Company. (2) to provide evidence that 

they have usefully been employed in some capacity in the cocoa trade in a consuming country or 

thoat they are organized in such a way that they can effectively handle the commodity on the 

International  Market.  (3)to  furnish  the  Company  with  the  name(s)  and  address(es)  of  their 

bankers to enable it to ascertain the Firm’s financial capacity for buying at last 2,500 tonnes per 

crop year (1st October to 30th September). (4) to provide evidence of their membership of the 

Federation of Cocoa Commerce Limited and or the New York Cocoa Merchants Association, 

even  if  they  are  members  of  other  Cocoa  Associations.  

Companies  satisfying  the  above  requirements  are  issued  with  buying  licenses,  which  are 

renewable for each crop year. Sales by the CMC are made by private treaty on the basis of World 

Cocoa  Market  values  at  the  best  prices  obtainable.  Negotiations  are  governed  by  normal 

commercial considerations only, without any kind of discrimination in favour of or against any 

individual firm or particular company. Sales by the company, except those made under special 

trade agreements,  are affected on the basis of Cash Against  Documents  on first  presentation 

payment terms in either New York or London. The Company, however, reserves the right to 

insist on the establishment of Letters of Credit whenever it deems it necessary to do so. Sales 

under trade and payment agreements are made against Letters of Credit. Sales by the CMC are 

negotiated  on a  net  basis  and  all  local  bank charges  are  for  the  account  of  the  Buyer.  The 
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minimum quantity of cocoa beans for a contract to all main ports of discharge is 50 tonnes. The 

minimum  quantity  for  cocoa  products  is  20  tonnes.  In  certain  circumstances,  however,  the 

Company can insist on a larger tonnage if that serves as an incentive to carriers.

COCOBOD has competent staff that has technical knowledge to sustain the industry. The system 

is based on merit-based recruitment, promotion and specialist training. The Ghana COCOBOD 

borrows  from  offshore  banks  particularly  in  Europe  particularly  in  Europe.  In  addition, 

harvesting generates about $1trillion USD annually.  In Ghana’s international trade, all of this 

contributes significantly to government revenue and GDP (Ghana Report). 

The main problem COCOBOD is the issue of poor transportation  system.  The World News 

Reports  that  ‘goods in Ghana are transported from Takoradi,  Tema and Kumasi  by railways 

which  are  not  functioning  optimally’.  Ghana  needs  to  develop  efficient  railway  system for 

effective transportation of goods under vigilant conditions. In the words of Tony Fofie ‘it  is  

urgent  to establish an adequate infrastructure in our country.  We need investors to  help us  

create a better rail network’. Other challenges identified by individuals in the private sector are 

(1) an aging cocoa labour force (2) a 30% loss rate from pests and diseases (3) weak land tenure 

systems that discourage investment (4) the need to identify new techniques to grow cocoa on 

once  used  land  (rather  than  land  recently  converted  from  virgin  forest)  and  (5)  increasing 

HIV/AIDS rates (reported in Realizing Rights: The Ethical Globalization Initiative;2006).

4.1.2 Cocoa Processing in Ghana:

Interest  in  cocoa  processing  in  The  West  African  country  –Ghana  has  risen  with  political 

instability in neighbouring Cote I’voire , the World’s top cocoa grower, deterring investors as a 

peace  process  drags  on after  a  2002-2003 civil  war  which  split  the  country in  two(Reuters, 

2006).Jonathan Parkman an analyst at Commodites Brokerage Fortis also referred the unstable 

political situation in Cote D’Ivoire and said ‘ the unstable political situation is a constant threat to 

the  processing  capacity’.  ‘Consequently,  some  chocolate  manufacturers  would  welcome 

diversification of supply into Ghana’ he said.  In the year 2006 the ex – president of Ghana 

mentioned that the World’s number two cocoa producer aims to increase domestic processing to 

more than 50 percent of its crops in the coming years (Source: Reuters 2006). This forms part of 

government efforts aimed at ensuring that 80 percent of cocoa in Ghana are processed and value 

added to them for economic gain.
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According  Adu  Koranteng(2007)  the  new  8  cocoa  processing  companies  will  operate  to(1) 

process cocoa beans in Ghana for both internal consumption and export(2) expected to reduce 

the concentration on exports of cocoa from Ghana-Western Europe imported about 67.6% with 

Holland alone importing 33.8% of total import value between 2004 and 2006. Recently during 

the commissioning of the Archer Daniels Midland Company (ADM) in Kumasi His Excellency 

Professor E. A. Mills president of the Republic of Ghana remarked ‘I am pleased that ADM has 

chosen Kumasi to build its new cocoa processing plant. This is an excellent example of how we 

can create business environment that balances the growth of local industries with the operations 

international  business  and so support  our  growing economy by investing  in  our  people  and 

creating jobs and revenue’. Adding to that the Chief Executive of COCOBOD said ‘the new 

plant will not only help Ghana maintain its reputation as a producer of premium quality cocoa 

but will create new opportunities for Ghanaian cocoa farmers’. John Rice , ADM executive Vice 

President Commercial  and Production emphasised ‘ the new plant enhances our ability to source 

high-quality cocoa beans from Ghana and give our customers access to cocoa chocolate products 

from this key production region. 

 Along  with the acquisition earlier this year of Schokinag, our new Kumasi processing Plant 

puts ADM in a stronger position to become the preferred global supplier of cocoa and Chocolate 

solutions. These actions extend our value-added business and global operations to support our 

customers, innovation and growth (Source: Acher Daniels Midland Company). Before the arrival 

of processing companies such as Cargill Ghana Limited, Barry Callebaut, WAMCO, Afrotropic 

and the other firms that are into cocoa processing in Ghana, Cocoa Processing Company (CPC) 

which  is  an   indigenous  company  partly  state  owned  could  only  process  8%  of  the 

crop(Koranteng,2007).  The new investments and expansions by the existing processors mean 

factories in Ghana have the capacity to process at least 50% according to an industry source. 

The  Processing  Company established  in  1981 has  employees  of  close  to  430 people  and is 

located in Tema is processor of cocoa into semi finished confectionary products. The company 

has increased its cocoa processing capacity from 25,000 tonnes per annum to 65,000 tonnes per 

year  made  possible  by an  expansion  program the  company  began  in  2002 company source 

mentioned. Another company Cargill Ghana Ltd is a 100 million dollar cocoa processing factory 

in Tema and employs 2000 workers. Cargill Ghana processes close to 65,000 tonnes of cocoa 
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beans annually with the potential to grow to 120,000 tonnes into high quality cocoa liquor, butter 

and powder for customers worldwide.  

 There are other important processing companies such as Barry Callebuat, Afrotropic (Reuters) 

and  most  recently  is  Archer  Daniels  Midland Company which is  located  in  Kumasi.  Oliver 

Combe reports that Strong synergistic effects across industry lines on an intra company basis 

have  also  been  created  in  cocoa  logistics,  saying  major  cost  have  been  obtained  in  cocoa 

processing in Ghana. In the words of Mr. Winter of Cargill Ghana ‘Cargill’s huge investment in 

Ghanaian economy would pave the way for other leading  manufacturing giants  to acquire  a 

foothold in the growth of Ghana’ Most of the cocoa processing are established in the available 

vast area near Tema known as the Free Zone where sitting plants attracts incentives and less 

taxation. If cocoa demand exceeds supply the beans will be distributed on a pro –rata basis an 

industry source said.

 According to Koranteng (2007) in spite of the success in making the cocoa processing dream 

realised some experts have said that it would not in any way help to reduce prices of finished 

goods. At the 2nd Africa Cocoa Summit held in Accra, it was realised that companies spend huge 

sums to process beans, hence the pile of cost on the end product. The problems of power failures 

and fluctuation as problem for manufacturers in Ghana as reported in the AGI  report in 2007,as 

well as depreciation of the cedi in face of high inflation also poses challenges for almost all the 

manufacturing  companies  including  us  in  cocoa  processing  says  a  plant  attendant  at  Cargill 

Ghana Ltd.  Global cocoa demand will  continue to increase in the future so we will  have to 

increase  our  capacity  to  process  cocoa beans  in  to  added products  according  to the M.D of 

Cargill with others arguing further that the mass operation of processing companies in Ghana 

after 2008 would increase competition and as result reduce the prices of the end product. And 

recently the Vice President of Ghana John Dramani Mahama affirmed government’s decision to 

provide incentives to companies engaged in tertiary processing of cocoa geared towards booting 

from exported cocoa products, ensure technology transfer and augment employment generation. 

According to him such an inducement package was meant to facilitate the processing of about 

60% of the cocoa beans locally as announced by the President in his first Session address.  
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5.0 ANALYSIS/ DISCUSSION

 The objective of this Chapter of the work is to provide an analysis and discussion of Ghana’s 
macro business environment  vis  a vis  marketing  and processing cocoa beans in Ghana.  The 
chapter therefore takes a look at a discussion and analysis of the concept of PESTEL in relation 
to investing in marketing and processing cocoa beans.  Where better to start than the first letter 
of the PESTEL acronym, Politics?

5.1 Cocoa Marketing and Processing In Ghana; the Political Factor:

Phatak (1983) from the theory explained that political and regulatory factors include antitrust 
laws,  regulations,  environmental  protection  laws,  tax  laws  and  special  incentives. Ghana  is 
regarded by both local  and external  observers  as one of  the most  stable  countries  in  Africa 
(Zoumenou,  2009) as against  the past  where there was political  instability (Ayeertey,  1994). 
Political  Stability is an important  determinant  of business success and impacts  on long term 
marketing  strategies  which  organisations  adopt  (Sally  Dibb  1996).  The  issues  of  political 
stability and good governance through the adoption of a multiparty democracy in Ghana had 
allowed  for  a  liberalised  economy  and  ensured  the  rule  of  law  for  human  rights  and  the 
attainment of social justice and equity in Ghana for all including businesses. The government of 
Ghana through a number of policy initiatives has committed it self to a fully partner with the 
private sector as means for economic growth and development and the present government has 
assured  that  it  will  continue  with  the  good  policies  of  the  immediate  past  government  to 
encourage  entrepreneurship  and  en  enabling  competitive  climate  for  both  local  and  foreign 
investment.   

 The government of Ghana through the Ghana COCOBOD regulate the entire cocoa market in 
Ghana. It does that through ‘several important interventions conducted by the Cocoa Board to 
meet its goals’ say Tony Kofie the C.E.O. As part of the liberalisation policy of the government 
of Ghana in 1993 government introduced competition into the local marketing of cocoa in Ghana 
by registering  25 Licensed  Buying  Companies  to  buy cocoa  from farmers  and provide at  a 
certain minimum price at all the growing areas, pay government bonuses to farmers and provide 
scholarship and health  care.  COCOBOD access funds from offshore banks particularly  from 
Europe to purchase cocoa.  As the second largest producer of the crop in the world after Cote 
D’Ivoire  with  an  annual  crop  of  600,000  tonnes  annually  with  the  potential  to  increase  to 
1,000,000 tonnes by 2012, the government through COCOBOD ensures that the issue of quality 
of the beans is not compromised as it is the main source of competitiveness in the world market 
Ghana cocoa enjoy a premium price in the world market and that gives the government and other 
stakeholders  in the chain  such as processors an advantage in the cocoa trade. .By that there are 
institutions such the QCD and CRIG who are in charge of grading and sealing, research and pest 
control respectively and by their activities the crop yield is enhanced.
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 Similarly under the agro processing the cocoa sector is one of the attractive sectors as companies 
are provided with taxes, incentives under the free zone scheme and also investment guarantees. 
Companies  in  cocoa  marketing  and processing  can  get  registered  a  maximum of  5  days  to 
operate,  have reasonable taxations  and the right to access land in Ghana.   In marketing  The 
monopoly will ensure cost effectiveness, ability to obtain good prices and stimulate payment of  
remunerative prices to farmers and ensure raising loans to finance purchases (Tony Fofie).He 
further says ‘that local processing will enjoy up to 20% discount on lights crop beans supplied 
with special concession in form of discounted beans prices and extended credit for purchases’. 

In spite of its efforts to liberalise the economy cocoa marketing and processing (the cocoa sector) 
in  Ghana  largely  remains  under  the  influence  of  the  state  run  Cocoa  Board  with  an 
overwhelming presence in the internal marketing and maintain control of the entire volume of 
exports(Marcella Vigneri,2007).According to Vigneri the policy of  liberalization that started in 
1993 with 25 LBCS  engaging in cocoa marketing in Ghana the Board continues to fix the floor 
price for all the domestic purchases(though the LBC could buy at a price higher that fixed) of the 
crop.   Also Ghana’s cocoa industry reported to be up and down with low prices and poorly 
motivated  farmers  The  political  environment  with  respect  to  cocoa  marketing  and  local 
processing  of  cocoa  in  Ghana  shows  that  Ghana  is  becoming  an  attractive  and  profitable 
destination  to  invest  in  cocoa  marketing  and  processing  but  needs  to  further  liberalize  its 
economy in areas of price fixing, taxations and other right conditions to support those in the 
cocoa trade.

5.1.1 Cocoa Marketing and Processing In Ghana; the Economic Factor:
 Economic factors include GNP trends, interest rates, money supply and inflation rate (Phatak, 
1983). Ghana  implemented  major  structural  reforms  to  increase  growth  and  fight  poverty. 
Macroeconomic stability has, by and large, being maintained. Market deregulation, privatization 
of  public  enterprises  and  banks,  liberalization  of  trade,  encouragement  of  private 
entrepreneurship and promotion of foreign investment has improved the economic situation of 
the country. During the period 1996-2005, the average annual growth added up to 4.7 % and 
reached 5.8 % in 2005. Poverty declined from 52 % of the population in 1991/92 to 35 % by 
2003. Life expectancy increased from 53 years in 1982 to 60 years in 2003 and during the same 
period, infant mortality at birth decreased by 40 %. Projections from 2003 data suggest that, 
under real GDP growth rates in the 5 to 6 percent range for the next years, poverty is projected to 
decline further, meeting the MDGs (Millennium Development Goals) of halving the 1990 rate of 
poverty incidence before 2015(Swiss Economic Development Cooperation With Ghana Report, 
April,2008). 
 In addition to all these the recent oil discovery in Ghana in commercial quantities and the recent 
injection  of  several  million  dollars  into  the  country by the  IMF will  impact  on  the  budget, 
accelerate  growth  and development  and reduce  cost  in  the  energy sector  as  well  as  control 
inflation and arrest the fast depreciation of the local cedi according to the Minister of Finance. 
Marketing and processing cocoa beans in Ghana requires certain conditions and Ghana provides 
numerous  guarantees  and  incentives  that  attract  investors  are:  low  corporate  tax  rates;  tax 
holidays; low equity requirements; custom duty exemptions for plant, machinery, equipment and 
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parts; automatic immigrant quotas; and relief from double taxation for foreign investors. Ghana’s 
foreign  investment  code  eliminates  screening  of  foreign  investment,  guarantees  capital 
repatriation,  and does  not  discriminate  against  foreign investors.  The only pre–condition  for 
investment is a minimum capital-requirement (Snapshot Africa-Ghana, pg.6). As per the minister 
‘  the  current  government  is  working  at  improving  upon  the  environment  by  focusing  on 
indicators such as reducing the interest rate , reduce inflation further and  bring the falling value 
of the cedi under control’  with less days to clear goods from the ports. Issues of taxation and 
incentives are provided to both local and foreign companies that market and process cocoa beans 
locally. All these indicators are necessary for marketing and cocoa processing. 
According  to  the  Swiss  Report  ‘despite  notable  macro  progress  in  recent  years,  the 
macroeconomic  and  financial  stability  Ghana  remains  fragile.  While  progressively  reducing 
imbalances- high internal and external debts, structural budget and current account deficit and 
inflation’;  further  reforms  in  these  areas  are  required  to  implement  in  order  to  make  cocoa 
marketing and processing in Ghana more attractive. 

5.1.2 Cocoa Marketing and Processing in Ghana; the Social Factor:
Social  cultural  trends  play  an  important  role  in  business  environment  (Phatak).  Tylor(1871) 
describes culture as that complex whole which includes knowledge , belief, act, morals, customs, 
and other  capabilities  and habits  acquired  by a  man is  a  member  of the society.  The social 
cultural environment of Ghana for is one that has an enabling environment for cocoa marketing 
and processing. ‘Ghana has been aptly described as a bird watcher’s paradise, an ecotourism 
haven and  a cultural delight lowest passion and an adventurer’s dream’ owing to its beautiful 
landscape,  inviting sunshine,  pristine beaches  exotic wildlife  and exciting national  parks and 
games reserves’ Ghana has a rich and tradition and is acclaimed for the warmth and hospitality 
of its people. Apart from that in Ghana there is a pool of both skilled and unskilled labor at 
relatively cheaper cost availability for the cocoa trade. Being it skilled or unskilled, the people of 
Ghana are honest and hardworking. 
 The work forces in Ghana are well trained and motivated offering services in range of cocoa 
trade such as farm labor, warehouse management, and quality inspection services etc. Recently 
the government is encouraging the able youth to go into cocoa production to help increase the 
crop yield. With its human resource and rich cultural tradition Ghana remains an attractive base 
to market and process cocoa locally. However the entire cocoa trade in Ghana depends on ‘poor 
farmers’ and aged who feel less motivated because of the often-low price that is fixed by the 
government and a result will prefer smuggling the beans into nearby Cote I’voire or quitting the 
sector to other competing crops. Again the issue of HIV/AIDS infection rate of 4% in Ghana , 
corruption  and the  peace  issues  in  the  Northern  region of  Ghana just  to  mention  a  few are 
worries for cocoa marketing and processing in Ghana .
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5.1.3 Cocoa Marketing and Processing In Ghana; the Technological Factor:

  A technological strategy make business competitive and respond to the needs of customers 
.Phatak  mentions  ‘technology  includes  total  government  spending  in  research,  a  focus  on 
technological  efforts,  patent  protection  etc  establish  an  infrastructure  for  a  larger 
system(Normann& Ramirez,1994/1998 cited in Normann,2004). 
 From the theory Archibong(1997) for example noted ‘infrastructure are fundamental to nations 
growth  citing  the  whole  gamut  of  enabling  conditions  for  economic  activities  could  be 
considered infrastructure facilities and services.’ The Ghana cocoa sector through COCOBOD 
makes efforts to provide good roads in cocoa growing areas, health facilities, control pests and 
soil  facility  through  application  of  fertilizers’.  CRIG  is  mandated  and  supported  to  carry 
researches on Ghana’s cocoa. For the government and COCOBOD  to provide the key services 
such as warehousing and shipping as put up new warehouses at Tema with a capacity of 50,000 
tonnes and another 100,000 tonnes at  Sekondi- Takoradi. The 19 farmers’ hostel had also been 
renovated and extended. Modern weighing bridges are being installed at the cocoa T.O.P centers 
and sorting machines to segregate larger cocoa bean from smaller beans are part of the recent 
infrastructural  facilities  being  provided  by  the  COCOBOD  in  the  cocoa  marketing  and 
processing in Ghana. These and many more such as improved road networks and advanced ICT 
facilities  with many more having access to mobile phones make Ghana a preferred destination 
for cocoa marketing and processing. 
 According to Tony Fofie the sector is bedeviled with several infrastructural challenges such as 
good roads and rail network to facilitate effective cocoa evacuation. There is the need for the 
present government  to work to improve upon the current infrastructure to improve upon the 
living standard of the people and also impact the cocoa trade.

5.1.4 Cocoa Marketing and Processing In Ghana; the Environmental Factor:

The ‘environment’ for many people brings to mind thoughts about the physical environment on 
which businesses depend for their  survival.  From the theory and explanation of the physical 
environment  there  are  changes  being brought  about  through the  use of  resources,  and some 
government control enforced legally as result of consumer growing demands of some control. 
Issues and discussions of the environment have focused on the depletion of the ozone layer and 
the destruction of the natural habitats and heavy use of pesticides to enhance food production. 
The issue of sound environmental practices is also relevant in cocoa trade and the ICCO manual 
elaborated on what constitute sound environmental cocoa production. According to the manual 
‘good  quality  cocoa  starts  at  the  farm  level  and  requires  careful  harvest  and  post  harvest 
handling. Management practices along the production chain should also respect the environment 
(soil, water, air and biodiversity) eg minimize nutrients loss, ensure improvement of soil fertility, 
energy saving and efficiency (including the reduction of CO2 emissions), preventing or minimize 
the use of pesticides’. 
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The ICCO manual  mentions  further that  the ‘sound environmental  management’ implies that 
negative  external  impacts  of  the  economic  activities  or  ecosystems  and  flora  and fauna  are 
prevented.   In  Ghana  cocoa  marketing  and processing  under  the  government  of  Ghana and 
COCOBOD is guided by a National policy framework which highlights an enabling environment 
for cocoa trade through (1) efforts to increase production (2) effective and sustained control of 
pests and diseases (3) encouragement of farmers to rehabilitate  and replant old moribund farms 
(4) improving cultural practices on the old and existing commercial plants(5) and improving soil 
fertility  through  fertilizer  application  on  farms.  In  these  respect  Ghana  has  through  all 
stakeholders in cocoa ensures a socially and environmentally friendly environment for marketing 
and processing of cocoa. For example Ghana has taken the challenge for fair trade, traceability, 
organic cocoa and a reference point for excellence. Cocoa farmers in Ghana are paid at least 70% 
of the net projected F.O.B and also as a result of government control of prices farmers are not 
exposed to the high risk of falling prices in international commodity trade. This guarantees high 
income for better  livelihood to the many cocoa famers in Ghana.  Also in matter  of fairness 
farmers representatives are includes in the PPRC in fixing the price of the produce as well as 
paying for scholarships for farmers wards and farmer bonuses.   In Ghana stakeholder of cocoa 
have taken the challenge to better manage the cocoa chain in view of consumers intention to 
‘trace’ and know how and where the cocoa they intend to buy comes from and how is produced. 
Through  the  COCOBOD  Ghana  cocoa  is  taking  advantage  of  the  consumer  market  for 
traceability. Finally the formation of an extension task force (made up of researchers, farmers 
and other stakeholders) has led to encouraging and educating farmers to adopt medium to high 
technology  (ie  fertilizer  applications)  on  farmers  to  improve  crop  yield  making  it  more 
consistent, creation of awareness among farmers on social issues related to cocoa(ie children of 
school going age being used on cocoa farms) and  ensuring quality assurance by adhering quality 
assurance compliance with the new regulations on chemical residues. Ghana has laboratory at all 
the cocoa T.O.P and other capacities to ensure that Ghana’s cocoa meets recent requirements on 
maximum chemical residues. Ghana also has a pool of genetic diversity of cocoa which is critical 
for the development of modern varieties with specific qualities such as desirable taste and flavor, 
butter content water and drought tolerance. 
 There are however few lapses in the environment for marketing and processing of cocoa in 
Ghana. It is often reported that farmers complain of lack of effective extension services to some 
parts of the cocoa growing areas and levels of the technology adoption as a result of the high rate 
of  illiteracy  among  farmers.  In  spite  of  such  challenges  Ghana  provides  an  enabling 
‘environment’ for marketing and processing of cocoa.
 

5.1.5 Cocoa Marketing and Processing in Ghana; the Legal Factor:

 Phatak(1983)  explained   political  and  environmental  factors  to  include  tax  incentives, 

environmental  protection laws special  incentives  among others.  The business environment  of 
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Ghana  for cocoa marketing and processing is affected by legal elements such as the process, 

procedures, rules of establishing of new business; labour and employment laws; taxation; dispute 

resolution;  competition laws; consumer  protection  laws and environmental  regulations  which 

impacts  on  marketing  and  processing  of  cocoa  locally.  A  company  in  cocoa  marketing  or 

processing is duly registered after the company’s regulations have been accepted by the registrar 

of companies and certificate of incorporation issued within a maximum period of 5 days. Under 

the company code, Limited Liability Companies must file their annual returns with Registrar of 

Companies  showing its  balance sheet  and profit-and-loss statement  after  eighteen  months  of 

incorporation. The Labour Act, 2003 (Act 651) makes provisions for dispute resolution, trade 

union, and compensation for employees, pension, and dependents. 

 The principal tax that affects business is the Internal Revenue Act, 2000 (Act 592) which deals 

with direct taxation. Section 1 of this Act imposes tax on the chargeable income of persons or 

corporate  bodies  on each  year  of  assessment  (January to  December).  The  percentage  of  tax 

payable by the employee varies with his level of income. The highest personal income- tax rate 

is 30 percent. Other forms of taxes include Value Added Tax (VAT) at the rate of 12.5 percent; 

and corporate tax at 30 percent.  The law requires every registered company including cocoa 

marketing  and  processing  companies  to  file  their  tax  returns  monthly.  The  law  on  the 

environment  as  well  requires  every  company  to  produce  an  environmental  assessment  plan 

before undertaking a project without which sanctions are applied. 

Though labor laws in Ghana are quite flexible they require an employer to provide the employee 

with the conducive working environments as well as the legal wages and benefits (The Law 

Trust).

5.2 Brief conclusion based on  the Analysis

In sum the discussions on cocoa marketing and processing in Ghana considering all the macro 

factors  in  Ghana’s  business  environment  shows  that  Ghana  has  been  able  to  overcome  the 

numerous disadvantages of the business environment to make marketing and processing of cocoa 

locally attractive and a preferred destination for investors.
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6.0 CONCLUSIONS/IMPLICATIONS

Based on the analysis and discussion from the work above, this part will first of all describe the 
overall  determinants of the macro factor conditions of Ghana that determines if Ghana is an 
attractive destination for marketing and processing cocoa beans locally or otherwise. And the 
second part provides and key lessons and implications and further recommendations as well as 
challenges in doing this research.

6.1 Government initiatives and investment climate for cocoa marketing and 
processing (Factor conditions in Ghana): 

In this work I have shown that the government of Ghana is fully committed to freedom and 
respect to human rights and rule of law, guarantee for properties and   good governance as well 
as  partnering  the  private  sector  as  a  means  of  economic  growth  through  ensuring  a  stable 
political system, liberalization of the economy, improvement in human resource and expanding 
infrastructure so as o make cocoa marketing and processing in Ghana attractive and profitable 
base.  Government  in  cocoa  trade  (through  COCOBOD)  has  been  described  as  a  factor 
responsible for the fall and low levels of output and income in the cocoa sector.  Apart from 
embarking on liberalizing the internal marketing of cocoa the COCOBOD has a double function 
of  marketing  monopoly  and  tax  authority.  Because  of  the  of  high  levels  of  taxes  and  cost 
operation of the sector farmers revenue is low as compared to neighboring Ivory Coast .
 Also government continues to refuse to liberalize the external marketing of cocoa saying it’s the 
only way to maintain quality. In her effort to make cocoa marketing and processing attractive 
and provide employment to many Ghanaians the government through COCOBOD still felt that 
with  the  right  practices  in  both marketing  and processing  of  cocoa  beans  should  always  be 
continued and improved to make the investment climate for cocoa trade attractive. The CPC and 
the other large multinationals operating in cocoa processing benefits from the well integrated 
cocoa  production  network  in  Ghana  for  example  the  high  quality  beans  and  also  allowing 
extracting  revenue  from the  product.   The  present  government  of  Ghana  just  like  the  past 
government has continued to provide intensive ‘know how’ and innovation to farmers and other 
stakeholders on how to particularly increase cocoa productivity and at the same time maintain 
high  quality  of  the  beans.  Recently  the  Ministry  of  Finance  and  Economy  Planning  and 
COCOBOD have come with latest interventions to motivate cocoa farmers and assured the youth 
to venture into cocoa farming and that their toil will not go in vain. 
The government of Ghana in areas of cocoa farming has introduced high yielding hybrid trees, 
introduction of agrochemicals and the mass spraying of cocoa farms and supplies of fertilizers to 
farmers to boost crop yield and the results continue to be astounding. The mass spraying has 
pushed cocoa production from a record high of 300,000 to 700,000  in recent years and recording 
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above 600,000 tonnes of cocoa exports making Ghana the second World largest producer after 
Ivory Coast.
 Again Ghana’s government and COCOBOD through its regulations are poised to maintain and 
ensure the marketing of good quality cocoa. As a result Ghana’s cocoa is referred to as premium 
commodity because  of its  quality;  hence it  enjoys  a  much better  price than the other  cocoa 
exports on the international commodities market.  By way of the government to give back to 
farmers a fair share of the proceeds from their hard work, it announces a new producer price now 
quarterly instead of seasonal in the past and introduction of the insurance packages to rejuvenate 
the cocoa trade and for cocoa purchases, pays bonuses to farmers and offer scholarships to wards 
of the farmers in educational institutions. Such price is not affected by any upsurge or down 
surge of the price of the commodity in the world market price. Cocoa prices has been going up 
since 2008 against the general  global economic decline and Ghana as well as farmers stands to 
gain tremendously and motivated to increase yield in Ghana. 
 In sum government through the liberalization policies, several licensed buying companies (both 
foreign and local)  brought on board competition in  purchasing of  cocoa from farmers  and 
provide them with market paying them the minimum price, offering them credit and subsidies. 
The extensive policies and initiatives of government in view of cocoa trade as reported points to 
the fact that Ghana is determined to be a preferred and profitable destination for cocoa marketing 
and  processing.  The  data  and  review  of  Ghana’s  business  environment  and  marketing  and 
processing of cocoa reported in this research work points to the fact that firms investing in cocoa 
marketing  and  processing  in  Ghana  will  depend  on  sound  macro  economic  policies  of  the 
government. To operate profitably in a free market environment, companies need to have access 
to capital at reasonable cost, exchange rates that allow them to compete on World markets and 
stable prices to minimize the uncertainty of their long term planning. In terms of policy variables 
this translates into low rates of inflation, stable and appropriate exchange rates, positive interest 
rates that are not too high (Aryeetey 1994,pg 1212; CEPA 1998.P.1).According to Porter (1998a 
p.41), a nations welfare, the prosperity of its citizens is at the heart of a function of its political 
and macro context and its micro environment and the strategy and operations of its companies.
 Baidoe –Ansah also mentions  how macro  economic  reforms  and resultant  growth rates  are 
successful precursor to enabling environmental reforms citing Ghana’s 10 reform areas which 
includes: trade, industrial policy, business licensing, financial sector, land registration, customs 
and judiciary. These are connected to the comprehensive reforms programs discussed in the work 
Ghana’s  macro  economic  reforms  since  the  ERP were  focused  on  stabilizing  the  country’s 
inflation  and  implementing  sound  fiscal  policies  as  well  as  reliance  on  free  market  forces 
(demand & supply)  aimed at addressing or restoring both fiscal and monetary discipline and 
social infrastructure and implement structural and institutional reforms aimed at improving the 
efficiency of the economy. Government over the past decade have targeted to reduce inflation 
rates  as well  as improving its  competitiveness  and bring exchange rates  to acceptable  levels 
(currency devaluation), and government deficit significantly reduced to stem borrowing from the 
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domestic banking sector, commercial banks interest rates that would assume a downward trend 
and would enhance the credit availability to the private sector to support economic growth. 
The  structural  reforms  which  started  in  2009  are  expected  to  continue  in  2010  with  the 
expectation to strengthen the fiscal management and support the public sector transformation and 
also  in  the  fiscal  front,  the  focus  will  be  strengthening  institutions,  enhancing  revenue 
mobilization and improving expenditure management. These efforts of the government of Ghana 
has created an environment that will encourage cocoa marketing and processing by primarily 
increasing productivity,  maintaining lower cost in cocoa sector, providing financial support to 
farmers, providing an environment for the establishment of more privately run processing plants 
locally with the provision of special concessions in the form of discounted beans prices( 20% 
discount)  on light  crop beans  supplies  by COCOBOD(G.N.A).In line  with such reforms  the 
business community is hugely impacted making Ghana an attractive base for cocoa marketing 
and processing. 
 However Klein(2004), Broemmelmeier(2007) in separate submissions has warned on Ghana’s 
macro and trade policy reforms. According to  Klein ‘Ghana offers strong signals and positive 
indicators through the progress in reform, strong stock market, and growth. But there are risks 
including  worries  about  sustainability  and  loosening  of  discipline,  electoral  upheaval,  and 
possibility  of  commodities  fluctuations,  a  high  fiscal  deficit,  and  a  current  account  deficit. 
Donors should be wary of coordination issue. The character of Ghana is characterized by good 
politics and democratic systems. While attitudes can tend towards laissez-faire, discussion and 
issues are put on the table. We can have confidence in the re-entry of the Diaspora, healthy sense 
of  competition,  and  clear  understanding  of  Ghana’s  competitive  advantage’ (cited  in  Donor 
Committee For Enterprise Development Africa Consultative Conference).
Broemmelmeier highlighted a paradox in Ghana’s reform process for donors in that while the 
economic conditions are strong and poverty reduction is gaining speed, the donors have played a  
limited part  in this role. She feels that the regulatory reforms involve a challenging, complex 
strategy with many stakeholders who have different levels of institutional capacity.  Absorptive  
capacity is an issue. There is a sense of restlessness in that 50 years later Ghana has not achieved 
what was hoped in 1957. 50 years from now we want to be in a very different situation. Anang 
commented the external environment reforms are really merely externalities. They have little 
effect on the informal sector where most of the business really lies. The real question is how 
reforms can assist micro enterprises to create wealth and employment.  Skills, human resources 
and productivity are critical issues.(source: Donor Committee for Enterprise Development Africa 
Consultative Conference) 
 Infrastructural development: One of the key areas that Ghana is committed to grow the economy 
and  move  it  to  a  middle  income  status  by  the  year  2020  is  through  the  provision  of  key 
infrastructural and information and communication technology. The work has shown that Ghana 
has  increased  government  expenditures  on  research  and  innovations,  improvement  in 
infrastructure for storage, transportation and communication which are very relevant in cocoa 
marketing  and  processing  in  Ghana.  Ghana’s  cocoa  marketing  and  processing  hinges  on 

66



infrastructural and innovations in order to increase productivity Government of Ghana through 
Cocobod sees to; improvement in the use of chemicals, right crop practices, extension services 
and farmer credits and provision of good roads and rail networks to transport cocoa beans from 
the  farming  communities  as  well  as  cost  reduction.  These  provisions  have  helped  enhanced 
investment  in  the  cocoa  sector  in  Ghana  making  it  an  attractive  and  profitable  base. 
Notwithstanding such advancement in infrastructural development Ghana still lacks good roads 
in most cocoa farming communities with many being in bad shape and that makes moving cocoa 
to market  centre very difficult.  According to the Cocobod Chief Executive one of the major 
challenges of the cocoa sector is poor road network. 

6.2 Key Lessons and Implications of the work: 
The first lesson drawn from this work is the assessment and analysis of the factors prevailing in 
the business environment.  In their  work Assessing the Francophone West African market-an 
ETOP  analysis,  Akamavi,  Mckevitt  and  Boateng  stated  that  a  firm’s  ability  to  realize 
commensurate reward will depend on understanding of environmental dynamics and practical 
implication  pointing  it  is  important  to  address  issues  which  could  impede  the  pursuit  of 
objective. They explained further that political and economic instability will influence decisions 
concerning the level of risk and hence control internal operations and activities such as finance 
and  payment  and the  issue  of  widespread  poverty  and  poor  standards  of  infrastructure  will 
influence  the  targeting  and  execution  of  any  marketing  plan.  Another  work  Environmental 
Scanning by CEO in two Canadian Industries by Ethel Auster and Chun Wei Choo also reported 
on the importance of information to managers.The work cited Mintzberg (1973) who concluded 
that ‘it is the information roles that tie all managerial work together’ 
 The  work also mentions  that  managers  acquire  information  about  the external  environment 
through  a  process  called  ‘scanning’  which  Aquiler  (1967)  says  is  a  process  to  acquire 
information about events and relationship in a company’s outside environment, the knowledge 
which  could  assist  top  management  in  its  task  clarity  of  the  companies  future.  It  explained 
further that scanning does not only provide information to address questions but also gives a look 
at signs of change and opportunities. Costa & Teare 2000; Ginter& Duncan 1990 and Hamel& 
Prahalad 1994 reported that ‘managers in search for long term success must consider industry 
trends and potential discontinuities, whether technological, demograghic, regulatory or social to 
enhance  their  chances  of  staying  ahead  of  changes  that  are  constantly  occurring  in  their 
business’. 
Another group of writers (Daft& Weick 1984; Ebrahimi 2000; Yasai- Ardekani& Nystrom 1996) 
also  says  in  areas  where  a  greater  degree  of  unpredictability,  fluidity  and  complexity  is 
perceived, there is a greater need to scan the environment and act in anticipation of the forces 
that influence change.  Managers in cocoa marketing and processing function in an open system, 
they interact and are affected by the forces prevailing in the business environment and there fore 
will have tap information for effective decision making which turns into long term strategies.
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 The  Ghana  macro  economic  analysis  (PESTEL  analysis)  will  allow  prospective  investors 
interested  in  cocoa  marketing  and processing understand and process  the strategic  ability  to 
comprehend the  various  forces  prevailing  in  the  business  environment  which are  crucial  for 
marketers and grinders of Ghana’s cocoa and act on them. Second, the macro economic reforms 
embarked on by Ghana are the successful precursor to the kind of enabling business environment 
reforms which makes  marketing and processing of cocoa here in Ghana attractive.  Ghana is 
regarded by the Doing Business Report as a top reforms nation.  Third policy makers in Ghana 
cocoa as well as other stakeholders and planners will find the work useful for various analyses. 
This is because the work has not only focused on the opportunities in the business environment 
of Ghana but also focused on the limitations which if carefully approached will be turned around 
to improve upon the environment to market  and process cocoa. For instance LBC’S will know 
that prompt payment to farmers drives selling choices and LBC’S will cluster in areas of higher 
concentration   of  large  cocoa  farmers  and processing  firms  will  like  to  locate  in  Tema and 
Kumasi because of special tax concessions. Fourth, investing in cocoa marketing and processing 
in Ghana has been successful and attractive due to the unit control by government as well the 
various reforms process in the sector as well as the strong involvement of the private into cocoa 
sector. Also shown in the work is a vibrant private sector is key to Ghana’s cocoa sector success. 
These will continue to be areas that government and policy makers will continue to consider to 
further enhance cocoa industry attractiveness.

6.3 Recommendations:

In essence Ghana’ business environment shows a comparatively favorable investment climate for 
all  potential  investor  (both  local  and  foreign)  for  marketing  and  processing  of  cocoa.  To 
investors (local or foreign) contemplating on investing in cocoa marketing and processing in 
Ghana  first  understand  the  various  environmental  forces  present  in  Ghana’s  business 
environment which are necessary for cocoa marketing and processing such as good and stable 
leadership and governance, appropriate monetary and fiscal policies, partially liberalized cocoa 
sector,  highly skilled and less expensive labor, the good and high quality cocoa beans and the 
ability to increase the quantity and quality, infrastructure,  and the standard of living.  
 To continue to further improve the environment and enhance national growth the CEPA 2009 
report recommends first ‘a further re-orienting fiscal priorities towards development — in terms 
of  government  expenditure,  tax  policy  that  leaves  more  resources  in  the  hands  of  workers, 
entrepreneurs and investors (making it profitable to work and invest in Ghana), improved public 
service delivery, eliminating wasteful expenditure and insisting on value for money. 
 Second; there  is  the  need  for  a  sharper  focus  on  the  enhancement  of  productivity  through 
technical and vocational training skills development particularly management, increased use of 
knowledge and improved technology in production,  and efficient  investment  in infrastructure 
especially in transportation and energy’. 
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Third; government must continue to look at these create growth and maintain stability through 
appropriate monetary and fiscal policies (interest rates, improve credit access to farmers, taxation 
and  incentives  etc)  and  infrastructural  development  (roads  and  power  supplies  etc)  in  the 
Ghanaian economy which impacts on marketing and processing on cocoa. Investors in cocoa 
marketing  and processing  needs  to  use  such  information  and data  presented  in  the  work  to 
analyze the through picture of the investment climate for cocoa marketing. That should be the 
priority and focus in the medium term. 
 Fifth;  there is  the need for the government  to engage in further reforms following the first 
generations of reforms in the cocoa sector. For instance it is believed that the sector will become 
more attractive if the external marketing of cocoa is liberalized the privatization exercise of the 
government  must  continue  in  to  make  the  cocoa  sector  more  competitive  and  vibrant.  The 
government must intensify development of infrastructure in the cocoa communities as well as 
providing extensive social amenities. 
Also there is the need for an adoption of a new policy frame by government as a commitment to 
work to sustain cocoa marketing and processing in Ghana.  Cocoa farming practices must  be 
modernized  through  intensification  of  cocoa  extension  and  cocoa  spraying  exercise  of  any 
perceived political interference. 
 Finally government through its policies should take a look at a quarterly review of cocoa prices 
to  farmers  instead  of  a  yearly  review of  prices  to  give  hope  to  farmers  that  government  is 
committed  to  address  the challenges  of  facing the  industry just  like  any other  sector  of  the 
economy so that the issue of farmers smuggling cocoa beans to neighboring Ivory Coast could 
stop. Apart from the inconsistencies and lack of accurate data to give a maximum account of the 
various  macro  environmental  forces  influencing  the  business  environment  Ghana  and  cocoa 
marketing  and processing,  it  has  also neglected  the various  micro  environmental  forces  that 
impact the business environment that will affect cocoa marketing and processing in Ghana. This 
can provide an insight for cocoa marketing and processing and there require a research to build 
on. 
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8.0 APPENDIX

 Appendix 8.1 The Ghana cedi

The depreciation of the national currency, the Ghana cedi against major currencies of the world 
such as the US dollar and British pounds has been cited among others as the biggest challenge to 
businesses in the country. 

The  results  of  a  survey  conducted  by  the  Association  of  Ghana  Industries  (AGI)  says 
depreciation  of  the  Ghana  cedi,  inflation,  cost  of  credit,  access  to  credit,  corruption,  and 
bureaucracy of government pose difficulties to businesses in the country.

The  report  noted  that  the  depreciation  of  the  cedi  is  the  biggest  challenge  to  61%  of  the 
respondents that were surveyed.

Inflation  and  cost  of  credit  ranked  second  and  third  with  42  and  48  percent  respectively. 
However,  apart  from  these  top  three  challenges  facing  industries,  access  to  credit  and 
competition from imported goods were also significant challenges faced by businesses in Ghana.

The results of the AGI â€™s quarterly report which primarily assesses the business climate in 
Ghana.  The  report  titled  â€œThe AGI Business  Barometer  (BB),  2nd Quarter  2009â€� were 
released in Accra Tuesday July 14, 2009.

Essentially, the Business Barometer is to allow for timely and regular assessment of economic 
development in the country.  Also, it points out the need for policy adjustments and monitors 
policy  impacts  on  the  business  environment  in  Ghana,  and further  provides  information  for 
business planning or adjustments.

The survey sampled 207 respondents comprising top executives of companies in the agriculture, 
manufacturing,  service  and  other  sectors.  However,  the  service  and  manufacturing  sectors 
provided the bulk of the responses with 41% and 37% rates respectively.
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The report acknowledged that the global economic crisis has hit Ghanaâ€™s business climate 
considerably, as against earlier speculations that any such effect would not be severe.

The survey also focused on the actual challenges faced by individual industries in Ghana. Top on 
the  list  was  high cost  of  raw materials,  inputs  and utilities.  It  also identified  the  decline  of 
purchasing power and local economic activities, access and availability of quality raw materials 
and lack of skilled workers (poor attitude and low productivity of workers) as challenges faced 
by businesses.

Speaking at the release of the report, the President of the AGI, Mr. Tony Oteng-Gyasi, noted that 
all  our  polytechnics,  which  provide  middle  level  manpower  for  our  industries  are  poorly 
equipped. The implication is that for a long time to come this problem will persist. According to 
him, the education authorities must take the issue serious before the much advocated cooperation 
between industry and education for vocational training can properly take off. He added that the 
nature of syllabus for our schools must be upgraded constantly  ﾝ to meet the present demands in 
the business industry.

Source: Ghana business News.com

  Appendix 8.2 AGI Business Climate Survey Out
Monday October 26 2009

Last week the association of Ghana Industries published its third Business climate Barometer a 
statistical  measure  of  business  confidence  in  the  economy  in  2008.  Previous  surveys  were 
conducted in 2006 and 2007. 519 Chief executive officers of companies from all ten regions of 
Ghana and of all economic sectors were interviewed between mid - December 2008 an mid – 
January2009 .

In the survey the business gives credit to the Kufuor government. 56 percent of the 
respondents found that Government policies did stimulate the economic growth in the country 
over the last four years.

The  survey  reports  that  most  business  rewarded  an  excellent  business  year  in  2008.

In  December  2008,  CEOs  in  Ghana  were  also  very  optimistic  about  their  future  prospects.
Finance, Banking and Insurance and construction showed the best performance and the highest 
of confidence of all sectors.
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The climate was less positive in the manufacturing sector where 24 percent of respondents said 
they had poor results in 2008. Northern and Upper Regions achieved very positive results in 
2008.
Volta  and  Eastern  Regions  were  slightly  below  average,  according  to  the  survey.
The survey also recorded major challenges to Business, according to AGI.

• "Inflation" ranked first as the most major challenge to Business.
• "Cost of Credit" was the second major challenge.

• "High Level of Taxation" was third.

• "Growing Incidence of Crime" is ranked fourth.

• "Access to credit” is ranked fifth.

• "Depreciation of the GH¢" is marked sixth.

Last week also saw the publication of another business confidence reported of a survey 
conducted this year by the steadman group, a renowned research and market information firm.
The report shows that the confidence of Ghanaian business in the economy's ability to support 
their operations dropped. Confidence level has dropped from 61 percent in July / August 2007 to 
49 percent this year.
This was contained in a new Ghana Business Leaders confidence index survey report.
200 questionnaires were sent to managing directors, Chief Executives and directors of leading 
companies on the Ghana club 100 and outside the club 100 list. 

Most businesses, representing 74 percent of the respondents thought the economic condition at 
the time of the survey - July/August - was worse compared to what they felt at the beginning of 
the year, while 18 percent thought otherwise. 

Source: Boss News (GCI)
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Appendix 8.3 Rank Score  In Growth Competitive Index 

1 Botswana 36 4.56
2 Tunisia 38 4.49
3 South Africa 42 4.37
4 Mauritius 46 4.12
5 Namibia 52 3.99
6 Gambia 55 3.93
7 Egypt 58 3.84
8 Morocco 61 3.77
9 Tanzania 69 3.49
10 Ghana 71 3.46
11 Algeria 74 3.39
12 Malawi 76 3.36
13 Senegal 79 3.34
14 Uganda 80 3.25
15 Kenya 83 3.21
16 Nigeria 87 3.10
17 Zambia 88 3.10
18 Cameroon 91 2.98
19 Ethiopia 92 2.92
20 Mozambique 93 2.91
21 Madagascar 96 2.85
22 Zimbabwe 97 2.84
23 Mali 99 2.79
24 Angola 100 2.60
25 Chad 101 2.31

Rank  Score In Macro Economic Index.
1 Botswana 30 4.44
2 Tunisia 32 4.38
3 South Africa 40 4.08
4 Morocco 43 3.95
5 Gambia 46 3.85
6 Algeria 51 3.78
7 Namibia 53 3.75
8 Egypt 56 3.70
9 Mauritius 57 3.66
10 Senegal 67 3.33
11 Ghana 68 3.29
12 Uganda 71 3.20
13 Nigeria 74 3.16
14 Tanzania 76 3.12
15 Kenya 77 3.10
16 Cameroon 78 3.10
17 Madagascar 79 3.04
18 Ethiopia 84 2.89
19 Mali 91 2.67
20 Mozambique 95 2.57
21 Chad 96 2.50
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22 Zambia 97 2.49
23 Malawi 98 2.49
24 Angola 101 2.22
25 Zimbabwe 102 1.98

Source: World Economic Forum 2009

Appendix 8.4 Business with Us

Sales Policy of Cocobod

The major sales objective of the Company is to sell to the external and local markets at the best 
prices obtainable and to undertake its marketing function in a manner which will maximise the 
foreign exchange revenue that will accrue to the country.

Registration

All sales by the company are made only to firms registered by the Company as buyers. (Sales 

made under bilateral arrangements to countries are not covered by this registration requirement). 

Firms wishing to be registered as buyers for Cocoa beans and Cocoa Products are required: 
• To apply in writing direct to the Managing Director of the Company. 
• To provide evidence that they have usefully been employed in some capacity in the cocoa 

trade in a consuming country or thoat they are organised in such a way that they can 
effectively handle the commodity on the International Market. 

• To furnish the Company with the name(s) and address(es) of their bankers to enable it to 
ascertain the Firm’s financial capacity for buying at last 2,500 tonnes per crop year (1st 
October to 30th September). 

• To provide evidence of their membership of the Federation of Cocoa Commerce Limited 
and or the New York Cocoa Merchants Association, even if they are members of other 
Cocoa  Associations.  
Companies satisfying the above requirements are issued with buying licenses, which are 
renewable for each crop year. 

Negotiation

Sales by the CMC are made by private treaty on the basis of World Cocoa Market values at the 

best  prices obtainable.  Negotiations are governed by normal  commercial  considerations only, 

without  any kind  of  discrimination  in  favour  of  or  against  any individual  firm or  particular 

company. 
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Payments 

Sales by the company, except those made under special trade agreements, are effected on the 

basis of Cash Against Documents on first presentation payment terms in either New York or 

London. The Company, however, reserves the right to insist on the establishment of Letters of 

Credit whenever it deems it necessary to do so. Sales under trade and payment agreements are 

made against Letters of Credit. Sales by the CMC are negotiated on a net basis and all local bank 

charges are for the account of the Buyer. 

Contract Quantity

The minimum quantity of cocoa beans for a contract to all main ports of discharge is 50 tonnes. 

The minimum quantity for cocoa products is 20 tonnes. In certain circumstances, however, the 

Company can insist on a larger tonnage if that serves as an incentive to carriers. 

Shipment

Sales/exports are made usually on a Cost, Insurance and Freight (CIF) basis. Occasionally, Free 

On Board (FOB) and Cost and Insurance (C&I) bases are also allowed. Sales of cocoa beans are 

made  for  three-monthly  shipment  periods,  e.g.,  October-December;  November-January, 

December-February, etc. In the case of cocoa products sales are made for two-monthly shipment 

periods, e.g., February-March, March-April, etc. In both cases, the sales are made on the basis of 

main UK ports. Exports to major open ports in overseas destinations are allowed, subject to the 

payment  of the appropriate freight differential.  The Company,  however,  reserves the right to 

reject declared ports which are not easily accessible. 

Buyers are required to declare ports of destination at the time of negotiation or, at the least, two 

clear calendar months prior to the commencement of the contract shipment period. Requests for 

change of destination are entertained, but each request is dealt with on its own merit.

Ghana Cocoa Specification:
 Premium Quality Ghana Cocoa 

Recognizing that our business involves nourishing people, the Ghana Cocoa Board strives to 

meet the evolving trade quality required by our customers. Ghana remains the producer of the 

best quality bulk cocoa whiles the CMC maintains its reputation as the most reliable supplier of 

premium quality cocoa from origin. The minimum Quality standards set by Ghana Cocoa Board 
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exceed the benchmarks set in the international cocoa market for the trade in Good Fermented 

Cocoa. 

Ghana cocoa  beans  have  established  a  reputation  as  the ingredient  of  preference  for  quality 

oriented chocolate manufacturers. That is why top brand chocolates and confectionery products 

are labelled with Ghana Cocoa for the high end market positioning and a symbol of quality. 

Only the best associate itself with Ghana Cocoa.

High Theo bromine and Flavanoid contents found in Ghana Cocoa - A research by ICCO 

established  that,  Ghana cocoa  is  richer  in  Theobromine  and Flavonoids  than  even the  most 

reputed  Fine  and  Flavour  cocoa.  This  gives  further  credence  to  the  nutritional  benefit  that 

consumers derive from Ghana Cocoa beans.Researchers at the University of California, Davis, 

led by Dr. Carl Keen, have conducted studies that concluded that, consumption of flavanol-rich 

cocoa and chocolate positively affect cardiovascular biomarkers. A new evidence suggest that, 

cocoa  and chocolate  may be  able  to  contribute  to  reducing  risk  of  certain  types  of  cancer.

Contrary to consumer perception, there is no scientific evidence to support the claim that, cocoa 

and chocolate consumption is associated with Obesity, Allergies, Diabetes, Migraines and Acne. 

(ICCO) 

Quality Specifications: for Ghana Cocoa Beans 
Maximum Defect Levels 

Grade Mouldy Slaty Other Defects 

Grade 1 3% 3% 3%

Grade 11 4% 8% 6%

The superior quality specifications for Ghana Cocoa are attributed to the excellent post harvest 

handling  by  the  Ghanaian  farmer.  Unlike  other  origin  countries  where  cocoa  is  dried  by 

mechanical heating process, the Ghanaian farmer dries his produce using natural rays of the sun, 

as beans are evenly spread on a raised bamboo mats. Turning is regular and every part of the 

beans is exposed to the incident of sun rays. Coupled with complete fermentation, Ghana cocoa 

beans diffuse the best natural chocolate aroma and a perfect dry brown colour appearance. 

Furthermore, quality control is rigorous. Ghana Cocoa is subjected to a minimum of three stages 

of  quality  inspection  prior  to  shipment.  This  gives  added  assurance  and  confidence  to  our 

customers to buy Ghana Cocoa at all times. Source www.cocobod.cmc.gh
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Appendix 8.5 Quality Control Division

The  International  Cocoa  Standards  require  cocoa  of  merchantable  quality  to  be  fermented, 

thoroughly dried, free from smoky beans, free from abnormal or foreign odour and free from any 

evidence of adulteration. It must be reasonably free from living insects, broken beans, fragments 

and pieces must be seasonably uniform in size. 

Throughout the world the standard against which all cocoa is measured is that of Ghana’s cocoa 

which has high content of theobromine, thus making it the best cocoa for high quality chocolates. 

Cocoa  from Ghana continues  to  enjoy high  premium on the  World’s  Commodities  Markets 

because of its unsurpassable high quality. The high quality cocoa beans, still continues as the 

preferred choice of all chocolate and beverage producers of high reputation and distinction. This 

status  has  been  diligently  maintained,  over  the  years,  through  the  effective  quality  control 

practices of the Quality Control Division (QCD) of COCOBOD.

QCD is responsible  for maintaining the quality of cocoa and other exportable  crops such as 

coffee and sheanut. To achieve its objective of ensuring the maintenance of the high quality of 

the country’s produce, various activities are carried out by the Division.

An infestation Control Department of the Ghana Cocoa Board originally existed as a private 

commercial enterprise, known as the Pest Destruction Company, which was contracted by the 

then Cocoa Marketing Board (CMB) to disinfest its produce. In April, 1959 the Company was 

absorbed by  the  CMB as  its  Insect  Control  Unit.  A Stored  Products  Entomology  Unit  was 

established in 1965 with a Stored Products expert Mr John Rawnsley, as its head to undertake 

research into the activities of the Insect Control Unit. The two units were merged to form the 

Infestation Control Department (ICD) of the COCOBOD. In 1975 the ICD was transferred to 

merge with the Produce Inspection Division (PID) which had been absorbed by the COCOBOD 

from the Ministry of Agriculture three years earlier, since the functions of the two units had a 
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common objective of ensuring the export of the best quality cocoa. The name PID was retained 

for the new Division. However, as a result of the incompatibility of the staff of the two units at 

the time, this first merger lasted only for four years, with the ICD reverting to the COCOBOD 

Head Office in late 1979.

Appendix 8.6A Institutions Contacted 

Several institutions have provided data, statistics, brochures and information and have websites 
from which data was downloaded:
- Olam Ghana Liimited. Accra (www.olamoline.gh)
-Kuapa Koko Ltd.
-Armanjaro Ghana Limited, Kumasi
-Produce Buying Company Limited, Tema
- Cargill Ghana Limited, Tema.  www.cargill.com
- Barry Callibaut, Tema
- Kings Cocoa Processing Company, Accra.
-Cocoa Processing Company Ltd;  Tema.
-Centre for Policy Analysis (CEPA); Accra.
- Divestiture Implementation Committee (www.dic.com.dh).
- Ghana Free Zone Board,    Accra.
- Ministry of Finance and Economic Planning; Accra.
- Ministry of Trade and Industry.
-Institute for Statistical and Social Research, Accra.
- Ghana Investment Promotion Council; Accra.
-Ghana  Cocoa  Board  (Cocoa  Marketing  Company  &  Quality  Control  Division.) 
(www.cocobod.gh)
-Association of Ghana Industries. Accra.
-Kusi Nsiah Transport.
- World Economic Forum; Geneva.
- Registrar General’s Department.
- Ministry of   Communications.
-Customs, Excise & Preventive Service.
- Ministry for Private Sector Development.
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Appendix 8.6B Interviews
Company/Institution Interviewee Place and Date

Olam Ghana Limited Eric Botwe Kumasi, 12th June 2009
Cargill Ghana  Limited Taco Terheijhen Tema,  20th  June 2009
Archer Daniels Midland Rice John Kumasi , July 2nd 2009
Cocoa Processing Company Richard Armah Tetteh Tema,   July 10th  2009
Kusi Transport  S.K. Nsiah Kumasi,  July 3rd  2009
COCOBOD Tony  Fofie,   Peter  Adatari  ,  T.K 

Osei
Accra,  July 20th , 2009

 Ministry of Finance.  Seth Tepker Accra,  August 3rd 2009
Farmers/ 
Clerks(EasternRegion 

Chairman (Okyere Osae). Oda, April 17th  2009

Merchant  Bank  Ghana 
Limited

Buckor Patrick Accra,  May 12th 2009

88


	Abstract
	ACKNOWLEDGEMENTS:
	                                 
	INTRODUCTION
	1.1 Purpose/Motivation of the Study/ Research Approach: 
	      1.1.1 Main Questions and Knowledge Contribution:

	1.2.   Research Methodology
	1. 2.1 Data Source:
	 1.2.3     Structure and Research Design:


	2.0   OVERVIEW OF GHANA’S MACRO BUSINESS   ENVIRONMENT
	2.1    The Background of  Ghana/ Profile Ghana;
	2.2   Brief Political Background of Ghana
	2.2.1 The Political Development of Ghana after Independence (1957)
	2.2.2 Government of Ghana Initiatives:

	2.3  The Economic Development of Ghana- An Overview
	2.3.1 The Economic Recovery Program (ERP 1983).

	 2.4 Other Researches on Ghana’s Business Environment
	2.4.1 Monetary Policy and Inflation rate:	
	2.4.2 Ghana’s Business Environment Based on Competitiveness:
	2.4.3 Ghana’s Business Environment Based on Real Exchange Rate:
	2.4.4 The ECOWAS market:
	2.4.5 Extent of Economic Freedom Reports:
	2.4.6	Foreign Direct Investment (FDI) Inflows:

	2.5  The Structure of Ghana’s Economy:
	2.5.1   	Sectors of the Economy: 
	2.5.2	Agriculture Sector: 
	2.5.3	The Services Sector:
	2.5.4	Industry:

	2.6.	Brief Evaluation of The Reports Presented:

	3.0	THEORITICAL CONCEPTS AND RESEARCH METHODOLOGY
	3.1	Conceptualization and Definitions of the Concepts; Environmental Scanning and Business Environment:
	3.2	Other Areas to Conceptualise the Business Environment: 
	3.2.1	Models/ Approaches And Processes Used To Describe The Environment:
	3.2.2	Purpose/ Functions/ Relevance of Scanning The Business Environment:
	3.2.3	The classification concept of the Business Environment/Environmental Scanning 
	3.2.4	PESTEL (Macro forces) and Competitive (Micro forces).

	 3.3	Marketing Defined and what it means in the New Millennium:
	3.4	Processing Explained: 
	3.5	The Research Methodology:
	3.5.1	Data sources (types):

	4.0	EMPIRICAL DATA SECTION 
	  4.1	Background of Ghana:
	 4.1.1	Cocoa Marketing in Ghana.


	 
	5.0	ANALYSIS/ DISCUSSION
	5.1	Cocoa Marketing and Processing In Ghana; the Political Factor:
	5.1.1	Cocoa Marketing and Processing In Ghana; the Economic Factor:
	5.1.2	Cocoa Marketing and Processing in Ghana; the Social Factor:
	5.1.3	Cocoa Marketing and Processing In Ghana; the Technological Factor:
	5.1.4	Cocoa Marketing and Processing In Ghana; the Environmental Factor:
	5.1.5	Cocoa Marketing and Processing in Ghana; the Legal Factor:

	5.2	Brief conclusion based on  the Analysis

	 
	6.0	CONCLUSIONS/IMPLICATIONS
	6.1	Government initiatives and investment climate for cocoa marketing and processing (Factor conditions in Ghana): 

	7.0	REFERENCES
	Bertalanffy, L.V. (1950), ``the theory of open systems in physics and biology'', Science III.
	8.0	APPENDIX
	 Appendix 8.1 	The Ghana cedi
	  Appendix 8.2 	AGI Business Climate Survey Out
	 
	Appendix 8.3	Rank Score  In Growth Competitive Index 
	Appendix 8.4	Business with Us
	Appendix 8.5	Quality Control Division
	Appendix 8.6B	Interviews


