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Abstract 

This paper brings to the fore, an analysis of the performance of Hazard analysis and Critical 

Control point (HACCP) certified companies in terms of sales of liquid milk. The researcher used 

a sample size of 100 respondents and used both probability and nonprobability sampling in 

choosing respondents. The major conclusion was that there is no association between HACCP 

certification and sales of liquid milk. The research recommended that the government should 

ensure that they make these certifications mandatory and assist small and medium firms to be 

certified as to improve quality and protect consumers. The dairy firms should also take part in 

consumer education on the subject of quality and benefits of certification in order to increase 

sales. 
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INTRODUCTION 

The Zimbabwean dairy market is characterised by stiff competition from imports from Parmalat, 

First Choice and Limpopo who are offering better products at competitive price than the local 

producers. The Zimbabwe dairy industry is exposed to competition with no barriers to entry 

hence the traditional giant Dairy Board, Zimbabwe (DBZ) has lost its market share to the new 

players and imports.  In view of the increasing competitive market environment, companies such 

as DBZ have attained HACCP (Hazard Analysis and Critical Control Points), ISO 9001 and ISO 

22000. Alpha Omega has it products certified under Standards Authority of Zimbabwe(SAZ) and 

other companies are working on certifications such as Den Dairy (DD) and other small players. 

The Dairy Services Inspection (DSI) requires these players to meet certain conditions before 

producing their product. Price was also traditionally used by sector giants to outcompete the 

small players, but of recent the pricing system had adopted an imitative trend. Price as a 

competitive tool had made the local producers struggle to compete against the imported 

products which are cheaper than the locally made products. The issue of Quality Management 

System certifications is not mandatory in the dairy sector; hence some players do not bother to 

work towards certification. The dairy sector has its own level of hygiene and quality which 

include the General Manufacturing Practices (GMPs) and the General Agricultural Practices 

(GAPs). It is optional to get any internationally recognised certification in the dairy sector, such 

as HACCP (Hazard Analysis and Critical Control Points), ISO 9001 and ISO 22000. As 

competition is seemingly growing, though not mandatory, will certification make the companies 

competitive? Therefore, this research sought to ascertain the association between Quality 

Management System certification (HACCP) and sales of liquid milk in the Zimbabwean Dairy 

Sector. 

 

Problem statement 

The Herald business reporter (2013), the dairy processors had engaged the government to get 

protection from imports which are cheaper than the local products. The status quo is that the 

Zimbabwe dairy industry is operating at 45% capacity, producing 51 million litres of milk against 

a national demand of around 120 million litres. The processors had engaged the government on 

the resuscitation of the industry. They cited cheap imports as major challenge. The processors 

are suggesting a 25% levy on imported milk and milk products to even the playing ground. 

Imports of the milk are mainly from South Africa, New Zealand, the EU, US and Australia. The 

Herald business reporter (2013) reported that the government had taken initiatives to protect the 

dairy industry. In retaliation to the stiff completion from milk imports, Zimbabwe dairy companies 

are embracing the food quality management systems. The Zimbabwe market leader DBZ 
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embraced the ISO22000 certification. This shows that the nation is embracing the international 

quality management standards to improve quality and fight the ever increasing, market pressure 

from dairy imports. Despite few players being certified under HACCP (Hazard Analysis Control 

and Critical Points), ISO9001 and ISO (International Organisation Standards) 22000 as well as 

SAZ (Standard Association Zimbabwe), their performance remains a challenge. With closure of 

some production plants of Dairy Board Zimbabwe (DBZ) coupled with stiff competition from 

smaller upcoming uncertified players and imports, leaves a lot of questions than answers.  

Conversing from the above mentioned literature the problem statement reads “what is 

the association between Quality Management Systems certification (HACCP) and firm 

performance in terms of sales”. 

 

Research Aim 

The aim of the study is to establish the association between Hazard Analysis and Critical 

Control Point (HACCP) certification and sales of liquid milk in the dairy sector in Zimbabwe. 

 

LITERATURE REVIEW 

Quality Management Systems certifications are major drivers of international trade and they 

play a vital role in the production industries which include the dairy sector. Quality is the most 

important tool in an increasing competitive environment (Ionita et al, 2009). Several definitions 

were put forward by different proponents of Quality Management Systems. These include Hoyle 

(2009) who defines QMS as processes which are interactive in nature designed in a manner 

that they co-exist and co-function in order to fulfil the organisational quality function. They 

further noted that it forms the permanent part of the organisation. Nanda (2005) mentioned that 

it consists of structure, a defined scope, responsibilities, necessary content and required 

resources to accomplish quality planning, quality control, quality assurance and continuous 

improvement.  The most commonly used QMS in the manufacturing sector to embrace quality 

management system include HACCP, ISO 9001 and ISO 22000.For the purpose of this study, 

the researchers gave insights into HACCP QMS. 

 

HACCP quality management system 

According to AQIS (2005), FAO (2003), the HACCP quality management system is based on 

seven principles. According to Arvanitoyannis and Vazarkas (2009) and Giannclis (2010) these 

principles include: 

 Hazard analysis. This is whereby hazards and potential hazards are identified. This requires a 

systematic identification and listing of the hazards in the process. This stage requires ranking 
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of the hazards basing on severity of the hazards. These hazards can be biological, chemical or 

physical.  

 Determine the Critical Control Points (CCPs). These are factors, practices, procedures, 

processes that can be controlled in order for the prevention of reducing the impact of hazards. 

 Establish critical limits (CLs) for each CCP. These are the limits to which a specific hazard 

must be controlled to minimise or control or eliminate the impact of the hazard. CLs should be 

measurable for monitoring purposes. Certain parameters such as a range in terms of 

temperature control and a specific figure for certain quantifiable. These critical points need to 

be validated through tests. 

 Establish a monitoring system for the CCPs. This is a planned sequence of observations or 

measurements to assess whether the CCP is under control for instance PH levels and 

temperature levels. 

 Establish corrective actions. These are necessary to correct deviations when the operations 

go out of critical limits. These actions should be able to identify and fix problems. More so it 

should include action requirements for the defective products and prevent recurrence. These 

should be recorded. 

 Establish verification procedures. This is the application of methods, procedures, tests and 

other evaluations in addition to monitoring to test whether a requirement is complied with. 

 Establishing documentation and record keeping. These records should be accurate for 

auditing purposes both internal and external. 

Arvanitoyannis and Vazarkas (2009) and Giannclis (2010), agree that this principle form 

the core of the system and ensures that all potential hazards are identified and controlled in a 

bid to ensure safety of the food produced. Arvanitoyannis and Vazarkas (2009) went further to 

note that HACCP certification ensures that the company is competitive in its line of trade. 

HACCP is one of the food safety management systems which is recommended by 

experts in the area of food production in order for an organisation to produce safe food. 

Certification under this system is an essential and proved to have a positive impact on the 

competitiveness of the organisation (Arvanitoyannis and Vazarkas, 2009). Several scholars 

confirm this in different industries and in food industry in particular. Empirical study by 

Giovannucci and Satin (2000), which centred on the understanding of HACCP and other Quality 

Management Techniques, reveals that quality is essential to success and HACCP certification is 

a major step to improvement on quality. The research recommended that for organisations to be 

successful and sustain such a success, they need to be identified with high quality products or 

services. 
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Related empirical study by Romano et al (2004), illustrated that higher revenue is one of the 

benefits of HACCP certification. The study also noted that profits will increase as a result of 

certification. Norwicki (2013), concur that certification increase profitability. Romano et al (2004) 

and Taylor (2001), asserts that the adoption of HACCP increases profitability due to reduction in 

failure costs and increase in efficiency. They further noted that the reduction of waste and 

rejects of non-conforming products substantially reduce the total cost of the organisation and 

increases profits. 

Nowicki, et al. (2013), propose that HACCP certification enable a company to be better 

positioned in the market. Taylor (2001) also argues that HACCP certification increases the 

confidence of consumers in the company, for they will perceive the organisation as producing 

high quality products. Taylor (2001) concluded that the third party certification communicates 

commitment to producing conforming products and assists in building of organisational goodwill. 

Norwicki et al. (2013) noted that it will be beneficial to abide by the regulations in nations where 

the certification is regularised. Taylor (2001) further noted that increased importance of food 

safety in an organisation safeguard it against losses due to legal consequences of being sued 

over substandard products. Romano et al. (2004), concurs with the above empirical studies and 

add that the certified organisations will avoid food borne diseases and viewed HACCP as a 

health conscious system and ideal for food safety.  

Taylor (2001) and Norwicki (2013), agree that HACCP improves quality and open up 

trading opportunities since quality is vital for the competitiveness of the firm. However, Romano 

et al. (2004) cited that the costs which are inherent to such a system certification may increase 

costs exorbitantly, thereby reducing the profit of the firms. The effective and efficient 

maintenance of the system increases costs as well as auditing costs, which may substantially 

reduce profits in the short run. These researches shows that HACCP certification increases 

profits, sales, market share and customers perceive HACCP certified products as of superior 

quality than those which are not certified (Taylor, 2001, Norwicki 2013, Romano et al., 2004). 

Despite the rich literature and empirical studies done in regard to the quality 

management systems, Bhat and Rajashekhar (2009), explored the potential barriers to the 

implementation of the quality programmes in India. The study noted that lack of customer 

orientation, planning, total involvement of top management, total involvement of workers and 

resources as the key barriers to the adoption of QMS. Saba et al. (2011) cited the 

misconceptions about QMS certification which many organisations may carry as they seek 

certification. Some of these misconceptions include that it does not necessarily mean that an 

organisation will automatically outcompete its competitors by merely being certified and being 

certified does not imply that there is assurance that goods produced will be of good quality. 
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Souza-Poza et al (2009), in a research centred on the challenges in the implementation of QMS 

in the small and medium industry enumerated lack of both financial and human resources, 

inadequate technical knowledge of the quality management systems, lack of knowledge of the 

systems and lack of experience as well as knowledge of internal auditing as factors which lead 

to failure of the implementation of QMS. Failures of QMS are caused by problems which 

pertains to leadership, related to strategy, quality system related and or societal oriented gaps 

(Kumar and Balakrishnan, 2011). 

From the review of literature, it can be observed that a lot of researches were done in 

other countries but not in Zimbabwe. They were done in developed countries but were never 

done in Zimbabwe, in the dairy sector in particular. These researches include those carried out 

by Drinke (2011) who carried a research in Latvia, Ionita et al. (2009) in Romania, More (2009) 

in Ireland, Silva (2013) in Mexico. The researches done covered other areas such as the 

barriers and misconceptions Saba et al., (2011), reasons behind failure in the implementation of 

QMS(ISO) as explored by Kumar and Balakrishnan (2011). Some were done to explore costs 

and benefits of Quality Management Systems in developed countries (Krause, 1996 and Taylor, 

2001), hence setting and the environment are different. The legislation in the developed nations 

has included the quality certification in legislation where as in the developing nations such as 

Zimbabwe it is voluntary. The time and industry settings are also different. Chikuku et al. (2012) 

and Goriwondo et al. (2012) who explored a similar area of study in Zimbabwe concentrated 

only on ISO 9001 and there is little information which shows that a similar research was done in 

Zimbabwe, in the dairy sector in particular. Therefore, the researcher seeks to explore the 

association between Quality Management certifications (HACCP) and sales in the Zimbabwean 

Dairy sector. 

 

RESEARCH METHODOLOGY 

Research philosophy 

The researcher used positivism approach in this research. This research is more quantitative 

hence demands more of a structured methodology which is compatible with the positivist 

approach (Saunders et al 2012). The researcher used this approach since the research is 

quantifiable and results can be generalized.  

 

Research design 

The pragmatism research design was used by the researcher. It enabled the researcher to 

describe the present situation and the causes of the status quo. The researcher focused on the 

facts during the analysis of findings stage. The exploratory approach and descriptive survey 
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both support the use of statistics and in particular descriptive statistics in data presentation and 

analysis. The researcher, through descriptive research, gives an account of what is happening 

in both the certified organisations and those which are not certified organisations, from which 

the findings and conclusions are drawn. Surveys enabled the researcher to find the current 

status of association between the certification and company competitiveness. The researcher 

also used both qualitative and quantitative approaches. Qualitative research approach was used 

to gather opinions and subjective judgements.  Information under the research design was 

obtained from documentary analysis for example practical work, observations, personal 

judgements and other procedures. Qualitative approach was used to compliment quantitative 

approach. In using this approach, the researcher was concerned with quality or meaning rather 

than quantity of the data collected which is one of the strength of the qualitative approach. More 

so, its flexibility allowed for systematic data collection. The quantitative research design, on the 

other hand emphasizes on objectivity, statistical analysis of data collected mainly from surveys 

and through questionnaires (Babbie,2010). The researcher used standardized measurement 

procedures to assign numbers to observations. Statistical figures were used to summarize 

results and findings. 

 

Population and sampling 

The population of this study included all dairy processing plants in Zimbabwe which supply 

Manicaland province with liquid milk, the business customers (retail shops in Manicaland 

province) and consumers of the dairy products. The dairy products under study are the liquid 

milk which includes the fresh milk and sour milk. An exploratory study showed that there are 

mainly five (5) main suppliers of dairy products in Manicaland province, twenty (20) major retail 

shops which include branches of Spar, TM and OK.  

The sample frame included both quality certified and those not certified dairy 

manufacturing plants which supply liquid milk (sour and fresh) to the Manicaland province 

markets as well as retail shops such as OK, TM and Spar which are business customers of the 

dairy products, liquid milk distributors and the final consumers of the dairy products. Strata were 

formed using the homogenous characteristics and judgemental as well as convenience 

sampling were used for different stratum. 

The researcher used non-probability sampling method. The researcher used 

judgemental sampling which falls under convenience sampling. The researcher grouped the 

respondents into distinct groups namely; the certified dairy plants and those not certified 

manufacturers, consumers and business customers of the dairy manufacturing firms. A sample 

size of 100 respondents was used in this research which was distributed as follows: 5 dairy 
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companies provided a respondent each giving a total of five (5) respondents, business 

customers’ one respondent each (20) and consumers (75) were chosen conveniently.  

 

Data collection techniques and instruments 

This study used both primary and secondary data sources. The study used interviews, 

observations and questionnaires to collect data. The researcher issued out questionnaires to 

management and consumers. The researcher used both close-end and open-end questions to 

enable respondents to freely express all their views and opinions rather than only choosing 

between a number of given answers. Open ended questions also increased the richness of data 

since detailed and variety information was obtained. Closed questions encouraged response 

since they are easy and less time consuming thus it suits for even a busy respondent. 

The researcher conducted personal interviews with the management of dairy companies 

and retail shops so as to gain more information that the questionnaires could not reveal. This 

helped the researcher to collect a lot of information and as well establish some of the facts that 

was not included on the questionnaires since they are regarded as private and confidential. 

Open-ended questions were used to allow management to express the depth of their views in 

their own words. Management were not limited in giving answers and they answered in their 

own words and fully expressed themselves. The major purpose of this instrument was to get a 

full understanding of the respondent’s actions and discover more fundamental reasons 

underlying the respondent’s attitude and opinions. Both telephone and face to face interviews 

were used in this research and it helped to gather valid and reliable data relevant to the 

research in question. 

The researcher carried out preliminaries and made appointments for the interviews and 

questionnaire delivery and collection. The researcher delivered questionnaires to the intended 

respondents and collected them for data recording. Questionnaires were self-administered to 

the chosen respondents. More so the researcher scheduled for both face to face and telephone 

interviews with management and company executives to gather information on matters such as 

quality, growth, profitability and market share. Observations were done at store outlets to check 

the consumer trends on the purchases they make 

 

Validity and reliability of scale  

The researcher carried out pilot study on the instruments used for data collection. Questions 

which were ambiguous and double barrelled were removed. The researcher assured the 

respondents that the information collected was for academic purposes only to ensure that they 

co-operate. The researcher further assured them that the data gathered was going to be treated 
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with confidentiality. Triangulation increased findings’ validity and reliability. The researcher used 

simple unambiguous questions to avoid confusing the respondents. In addition to that a large 

representative sample size was used to increase reliability and validity. 

 

ANALYSIS AND FINDINGS 

The researcher presented data gathered in tables, pie charts, bar graphs, percentages and 

narrations in analysis and interpretation.  Statistical methods such as frequencies, percentages, 

measures of central tendency were also used to present and analyse quantitative data. The 

researcher is going to use content analysis to analyse qualitative data. 

 

Response rate 

A total of 5 questionnaires were distributed to the dairy products manufacturing plants, 20 to the 

retail management and 75 to the consumers of liquid milk and the response rate for the above 

research participants are shown in table 1 below. 

 

Table 1. Different response rate from the research participants 

Research participants Questionnaire 

distributed 

Questionnaires 

returned 

Response rate (%) 

Dairy companies’ 

management 

5 4 80 

Business customers 

(retail shops) 

20 18 90 

Consumers 75 68 91 

Average response rate   87 

 

The table above shows a high response rate. This can be attributable to high interest shown by 

respondents in the subject under research. In addition to that the cooperation of the retail shops 

management and dairy products manufacturing companies added to this. A non-response of 

13% was a result communication challenges and some consumers showed lack of interest in 

the subject under research. 

 

Comparative analysis of responses on the association between HACCP certification and 

profitability and sales of Zimbabwe dairy sector 

The research sought to find out the association between HACCP certification and profitability 

and sales of the Zimbabwean dairy sector. Participants were drawn from final consumers, milk 

producers and trade customers. The responses gathered are shown in table 2 below. 
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Table 2. Responses on the whether HACCP certification increase sales 

 Strongly 

agree 

Agree Indifferent Disagree Strongly 

disagree 

Scores 

Dairy 

companies 

1(25%) 2 (50%) 0 1(25%) 0 15 

Trade 

customers 

0 0 0 18(100%) 0 36 

Final 

consumers 

5(7.4%) 5(7.4%) 2(3%) 56 (82.4%) 

 

0 163 

Average 

percentages 

10.8% 19.1% 1% 69.1% 0 100% 

 

The producers of the liquid milk strongly agree (25%), those who agree (50%) and only 25% of 

the respondents disagreed on the matter of the increase of sales based on HACCP certification. 

7.4% of the final consumers and the strongly agree that HACCP certification increases sales 

and an equal proportion agree also. The majority of the consumers (82,4%) were disagreed on 

this and 3% were indifferent. All respondents (100%) in the trade customers’ stratum disagreed 

that HACCP certification increases sales of the liquid milk. The average percentages from each 

answer category are strongly agree (10.8%), Agree (19.1%), indifferent (1%) and disagree 

(69.1%) 

The 75% who agreed and strongly agreed in the stratum of the dairy companies cited 

the aspect of hygiene. They said that the people who understand the operations and systems of 

the food industry are bound to make a quality choice of the food they consume. Moreover, they 

mentioned that basic hygiene help in image building hence increases sales in the sense that a 

good record will be maintained and customers will not switch from one supplier to another as 

brand loyalty will be fostered. The 25% who disagreed in the same stratum further explained 

that the consumers had no or little knowledge on the subject of quality standards. They cited 

that to the consumers’ certification is something new which they are not aware of. This concurs 

with their responses in interviews where they cited they had no way of communicating their 

certification to the consumers except using public media to notify the public. They also cited that 

there is no recurrent way of communicating to customers about their certification status. 

The disagreeing respondents in the dairy companies concur with the 100% of the trade 

customers. The trade customers said that sales are independent of certification but on other 

factors such as brand loyalty, taste and availability. The 14.8% who agreed and strongly agreed 

further explained food safety and quality issues. They cited safety as a concern in the food 

industry. The 3% who were indifferent had to explain that there is no information available to 

them about the subject of food safety. The majority (82.4%) explained that they use taste and 

the brand loyalty rather than certification. Moreover they cited lack of information about the 
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benefits of certification and buying food from the certified companies, hence they rather use 

taste as well as thickness of milk to make purchase decisions. These findings are supported by 

Drinke (2011) in Latvia where the researcher concluded that it is not only certification which 

increases firms’ competitiveness but it needs to be coupled with awareness. 

 

Responses from management of trade customers on the sales volumes 

The research sought to establish the sales made by retail shops per each producer company. 

The frequencies score and corresponding percentages are shown in the following tables. 

 

Table 3. Responses of management of retail shops on sales ratings of sour milk 

Rating Dairibord Dendairy Alpha 

omega 

Probrands L’amour Imports 

6 5 8 2 1 2 0 

5 8 5 4 0 1 0 

4 2 5 4 2 3 2 

3 2 0 6 4 4 2 

2 1 0 1 8 1 6 

1 0 0 1 3 6 8 

Total scores  86 93 69 45 49 34 

Percentages  

Score/108*100 

79.6 86.1 63.9 41.7 45.4 31.5 

 

As depicted by the table above, Dendairy, which is not certified, has the highest percentage 

score of 86.1 % positioning it ahead of Dairibord (79.6%) which is certified, followed by Alpha 

Omega pegged at 63.9%, while L’amour follows with 45.4%, followed by Probrands with 41.7% 

and finally the imported brands with 31.5%. 

The 86.1% of respondents who rated Dendairy, cited taste and thickness as the major 

contributor to the sales, the 79.6% of Dairibord is a result of brand loyalty brand history as cited 

by the trade customers, the score of Alpha Omega (63.9%) was mainly based also on taste, the 

trade customers cited that those who buy milk from L’amour prefer little or no flavouring, of 

Probrands was based on the brand, taste and thickness and the percentage garnered by the 

imported products was mainly price based as explained by the management of retail shops. The 

trade customers also explained that the reason why the small players still occupy small market 

shares was not attributable to anything to do with quality and certifications but rather their 

production capacity.   
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Table 4. Responses of management of trade customers on sales ratings of fresh milk 

Rating Dairibord Dendairy Alpha 

omega 

Probrands L’amour Imports 

6 6 5 2 0 4 1 

5 6 7 4 0 1 0 

4 4 3 3 3 3 2 

3 2 3 6 1 4 2 

2 0 0 2 8 3 5 

1 0 0 1 6 3 8 

Total scores  88 86 67 37 62 38 

Percentages 

(%) 

81.5 79.6 62 34.3 57.4 35.2 

 

As shown in table 4 Dairibord has the highest sales, followed by Dendairy (79.6%), Alpha 

Omega (62%), Lamour (57.4%), Imports (35.2%) and lastly Probrands (34.3%). 

The major contributing factor to Dairibord scoring 81.5% was brand loyalty and the quality of 

their Chimombe and sterilised milk as explained by respondents, 79.6% of the Dendairy is 

attributable to quality, taste and their production of UHT (Ultra High Temperature processed) 

milk as cited by the trade customers. The consolidated sales scores are shown on the figure 

below (fig 1) derived from table 3 and 4. 

 

Figure 1. The sales scores for liquid milk for each company 
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The above figure shows that sales are dominated by Dairibord and Dendairy with their scores 

both for both sour and fresh milk above 75% followed by  Alpha Omega with above 60%,  

L’amour with around 50% , Probrands, around 40% and imports trails with a percentage of 

scores around 30%. 

 

Table 5. Average score for liquid milk sales and percentages 

 Dairibord 

 

Dendairy Alpha 

Omega 

Probrands L’amour Imports 

Average score 87 89.5 68 41 55.5 36 

Percentage (%) 80.6 82.9 63 38 51.4 33.3 

Average to total 

scores  

(Score/total scores 

(377)*100/1) (%) 

23.1 23.7 18 10.9 14.7 9.5 

 

Figure 2. Percentage sales 
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The Management further explained that the closure of Dairibord plant in Manicaland 
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and thickness are major drivers of Dendairy and L’amour sales are quality driven and that there 

are no additives. This concurs with the interview findings that the company produces pure milk 

and no flavours added. Production capacity makes the organisation one of the minor players 

occupying a small niche of 14.7% sales. The aspect of sales was explored through customer 

preferences and the data gathered is shown below: 

 

Table 6. Average responses of consumers on preferred suppliers of liquid milk 

 Dairibord Dendairy Alpha Omega L’amour Probrands Imported 

Sour 20(29.4%) 31 (45. 5%) 6 (8.8%) 6(8.8%) 3 (4.4%) 2 (2.9%) 

Fresh 29 (42.6%) 20(29.4%) 5 (7.4%) 9 (13.2%) 3(4.4%) 2 (2.9%) 

Average (%) 36 37.45 8.1 11 4.4 2.9 

 

As depicted in the table above 37.45% prefer Dendairy liquid milk, 36% prefer Dairibord 

products, 8.1% Alpha Omega, 11% L’amour, 4.4% Probrands and 2.9% prefer imported milk.  

The 37.45% which prefer Dendairy milk cited thickness, taste and long shelf life as the factors 

they consider to make their milk purchases. Those who prefer Dairibord explained their main 

reason as brand loyalty and to a lesser extent quality certification. The consumers who prefer to 

buy milk from L’amour (11%) said that, they prefer milk without additives and flavourings.  

Those who buy Alpha Omega products said they prefer them because of taste. The percentage 

of Probrands (4.4%) is attributable to several factors and the 2.9% of imports is attributable to 

the price factor and lack of trust in local brands. 

  

Figure 3. Liquid milk supplier preference 
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As depicted by the figure above out of the 68 respondents, averagely 37.5% preferred Dendairy 

products, 36.75% Dairibord products, 8.1% Alpha Omega, 11% L’amour, 4.4% Probrands and 

2.9% preferred imported products. The consumers explained that taste is their major 

determinant of buying liquid milk.  This concurs with the sales volumes depicted in table 6 and 

figure 3. 

 

CONCLUSION 

The aim of the study is to establish the association between Hazard Analysis and Critical 

Control Point (HACCP) certification and sales of liquid milk in the dairy sector in Zimbabwe The 

study revealed that, there is no relationship between sales and HACCP certification. An average 

score for disagreeing is the highest pegged at 69.1% and agreeing on 19.8% , strongly agreeing 

at 10.8%.The sales of the business customers show that Dendairy lead in sales with 23.7% 

followed by Dairibord with 23.1% supports this. The consumers’ preference supports the 

findings from the trade customers with Dendairy being the most preferred (37.45%) followed by 

Dairibord (36%). With Dairibord being the only ISO certified company and not leading in these 

two strata, it shows that there is no relationship between HACCP certification and sales. The 

study therefore recommended that, in order to ensure that the companies realise the benefits of 

certification, there is need to educate consumers of the dairy products on the benefits of 

certification. This should be done to improve consumer awareness on the subject of quality and 

quality certifications. The government should legalise and make it mandatory for companies in 

the food industry to comply with the international quality standards. The government should also 

initiate and support certification to ensure uniformity in the industry in both small and medium 

players. 
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