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Abstract 

The mapping market plan and analysis for food processing cooperatives, micro and small organizations in the 
West Bank is an essential homework for Palestinian institutions in the Palestine to develop the family firms’ 
performance. The main objective of this paper is to help the private sector development enterprises in contributing 
to the expansion of small-scale food processing organizations. The paper expectations are to provide the micro and 
small businesses (MS) with the necessary analysis in building their capacity in terms of organizational, product 
development promotion and market access. The targeted population was local family cooperatives and 
organizations that engage in food processing in the West Bank.  (MS) represents 14% of all the Palestinian firms, 
while the targeted sample was seven organizations were investigated empirically using the qualitative research 
method. The finding show that there are shortages in terms of strategies inventions and implementations, 
marketing systems fit with procedures, policies, and adaptations with internal weaknesses and external threats that 
effects the firms abilities to survive, sustain and improving the performance. 
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1. Introduction

Economic growth potential in Palestine lies with the Palestinian private sector. The micro and small

(MS)-scale, single owners and family enterprises dominate businesses. Large enterprises are still very 

limited in number. Micro and Small business enterprises make up a large proportion of the business 

sector in the Palestinian economy of the West Bank and Gaza Strip (WBGS). Data from the Palestinian 

Bureau of Statistics show that more than two-thirds of these enterprises employ less than five workers 

and families (PCBS.2013, 2014) run many.  
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This sector has a special importance for the Palestinian economy as a source of employment 

opportunities for families and individuals in WBGS. The fact that small business enterprises are so 

prevalent is due to the Israeli occupation, which since 1967 employed measures to restrict the 

development of the Palestinian economy and compel the occupied territories to be dependent on the 

Israeli economy. For example, after 28 years of observation Benvenisti et al., (1986) has noted that 

Israel's economic policy aimed at freezing the economic development of the Palestinian sector. Along 

with encouragement of living, based on income from work in Israel; economic prosperity for individual 

residents alongside economic stagnation at the communal level; discouraging independent economic 

development that would enter into competition with the Israeli economy, and prevention of 

independent economic development that could enable Palestinian political forces to establish power 

bases, and eventually a Palestinian state (Benvenisti, Abu-Zayed, & Rubinstein, 1986).  This strategy 

hampered the expansion of Palestinian small enterprises into larger businesses. 

Despite these facts, the large number of small enterprises and the special importance to the 

Palestinian economy. The private sector industrialists have been accustomed to profiting under difficult 

circumstances during the occupation, using their size as a source of flexibility in favorable market 

conditions. According the Ministry of economics in Palestine (2014), the Food Processing sector is one 

of the most rapidly developing sectors in the Palestinian economy. The vitality of the sector’s basic 

products as well as the recent developments in quality to meet international standards and requirements 

are both enhancing the sector in the local market and increasing the export capacities of local 

producers. Local market share increased from 20- 30% in market share for local producers. The 

majority of family business working in industry are working mainly in food industry, while the rest are 

working in various types of industries (Sabri, Jaber, AL-Bitawi, & Awwad, 2015). This increase is an 

indicator of the development and growth of the industry. Market studies reveal that the average family 

spends 42% of its income on food (PCBS. 2015), where the total market for Palestinian food products 

is approximately $35 million per year. It is indicating the importance of this sector and the need for a 

competitive local industry to provide high quality food products. Where the marketing processing of 

these firms face allot of challenges related to pricing, promotion, producing, and placing (Smirat& 

Nasser 2015). This paper examined empirically how these businesses can be developed through the 

marketing planning, and mapping. Reasoning mapping is a qualitative technique designed to identify 

cause and effect as well as to explain causal links (Montibeller, Belton, Ackermann, & Ensslin, 2008). 

It is used to structure, analyze and make sense of problems (Silverman, 2013).  

 This market mapping report is presented in two main sections; Section one presents the findings on 

four levels. Level one explains the overall assessment for the small and micro cooperatives and 

organizations working in the food-processing sector. In level, two introduces market analysis covering 

business models, consumer feedback, and retailers’ feedback. In the level three, we highlight new 

product development potential based on the research findings. In the last level highlights the individual 

mapping of each organization selected for this project. In section, two presents the recommended 

approach on two levels: firstly are the organizational level interventions in terms of support and 

primary activities for the selected organizations. Secondly marketing support in terms of Product, 

Price, Promotion and place (distribution). 
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This mapping exercise and the recommended approach is based on two key concepts which are the 

Michael Porter value chain concept (Porter & Kramer, 2011), and the Jerome McCarthy four Ps of 

marketing (Perreault Jr, McCarthy, & Cannon, 2006). The recommended approach in this document 

focuses on the key success factors “KSF” that will produce the greatest return on investment for the 

targeted organizations. 

2. Methodology 

 The research uses a qualitative mapping research approach (Maxwell, 2012) this approach has been 

used since it permits flexibility during data gathering, the choice and design of methods are constantly 

modified, based on ongoing analysis and findings. This allows investigation of important new issues 

and questions as they arise, and allows the investigators to drop unproductive areas of research from 

the original research plan. 

The research used a purposive sampling method (Palys, 2008). Purposive sampling involves 

selection of organizations and individuals based on important characteristic under study, such as 

location, type of products produced, or marketing and sales (Guarte & Barrios, 2006). From our 

experience in ICP Bethlehem university of work with over 80 Palestinian cooperatives and 

organizations and therefore the selection process for the cooperatives was based on the extensive 

knowledge of producing cooperatives and organizations covering the west bank area with a focus on 

following districts (Hebron, Bethlehem, Ramallah, Nablus, Jenin, Toubas and Jericho). Unlike most 

quantitative studies, we interview organizations, cooperatives, retailers, distributors and other key 

stakeholders repeatedly in order to explore issues in-depth and identify the gaps and key success 

factors required for the success of empowering small producers in the food-processing sector.  

In focus, the research identified subgroups or categories of people and organizations to be sampled. 

These include cooperatives and organizations that engage in food processing; consumers; and Retailers 

and wholesaler. The study has used different types of qualitative methods. Data gathering methods 

included key informant interviews (Sinkovics & Ghauri, 2008), direct observations (Gillenson & 

Sherrell, 2002), and narratives (Liu, 2006). 

The variety of methods used ensures triangulations and increases the validity of the results. 

Interviewing precedes much like a dialogue between interviewee and interviewer. Questions are open-

ended and the interviewer makes an active effort at building rapport with the interviewee. Usually, the 

interviewer explores relevant topics as the interviewee brings them up during the interview. In addition, 

the interviewer usually interviews the same informant several times to discuss certain issues in-depth 

(Kvale & Brinkmann, 2009). Direct observation emphasizes observing and recording actual behavior. 

Observations may focus on customers, production sites, or production process. The observer records as 

much behavior as possible, including actions, conversations, and descriptions of the local and persons 

observed (Daymon & Holloway, 2010). A narrative records actual events around the process. The 

interview focuses on the sequence of events such as process of procurement, processing, packaging or 

marketing by the cooperative (N. Lee, Saunders, & Gummesson, 2005). The interviewer refers to a list 

of topics as a guide but remains flexible as to the order of discussion of topics listed.  
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3. Findings 

This findings section of the study covers the general finding and trends on two levels. First, it covers 

the producing organization from the procurement process to the products distribution and marketing. 

The second part of the findings section covers the wholesalers, retailers and consumers feedback. The 

following is the structure used to present the findings (Figure 1); 

 

 
 

Fig. 1. The findings structure 

3.1 Individual assessment and mapping results for selected organization 

This individual assessment section of the study covers the capacity assessment finding for seven 

selected organizations that are considered a good fit for this project. The capacity assessment was 

conducted on mapping out the Porter Value Chain model as a tool to evaluate the key primary business 

functions and support business functions that are considered the key success factors and identify the 

gaps that need to be addressed according to this mapping exercise (Figure 2).  
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Fig. 2. The following is an illustration of the mapping structure used 

3.2 The case of Turathuna Al Aseel 

Turathuna Al Aseel was established in 2008 as women’s organization focusing on handcrafts 

production and food processing as means of economic empowerment for women. The general 

assembly of the cooperative is made up of 60 women members while the Board of directors is 

comprised of nine women members. The cooperative has the capacity and is currently engaged in 

Traditional Thyme Mix, Jams, Grape Molasis, Dried herbs, Traditional Palestinian hand stitched 

clothing and accessories, Olive oil soap (liquid and soap bars) 

The Individual Capacity assessment takes into consideration the Primary Business Functions such 

as Production management and quality management. The organization does not have a proper 

production space and its staff does not wear the proper hygienic clothing. There are no major issues 

with inbound logistics however; a storage space is required to be separate from raw material from 

processing area and final products area to avoid cross contamination. Furthermore, the distribution is 

very costly since it is a fragmented effort and the cooperative does not have a contracted party for 

distribution or sales. The organization’s products are not well packaged and are not appealing, the 

organization does not have a marketing strategy or a vision and it is highly dependent on marketing 

through events and through local repeat customers and few contacts that the organization have linked 

up with in past years, with no effort currently being conducted to market locally on a larger scale. 

Therefore the biggest issue for the organization is the inability to generate substantial sales. The 

organization has internal bylaws, general assembly and a board of directors. However, the participation 

of youth in the cooperative is minimal and this is creating a gap and a loss of momentum that needs to 

be addressed. Moreover, the organization needs a practical strategic plan that can be easily understood 
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and applied by the management and members. As for the general management concepts and key skills 

it was observed that they are lacking as well and the cooperative could greatly benefit by having well 

trained and capable management in order to be able to compete, improve and sustain its operation. 

Proper filing and documenting is also critical for the cooperative and is not being conducted in a 

professional manner that might result in under reporting activities or locating key documents that are 

critical to the organization’s functioning. 

Related to Human Resources; the organization does not have a clear recruitment system, or capacity 

building plans for its members and human resources. This is especially critical to the production 

workers that are responsible for product quality and hygiene. Whereas Accounting, Finance and 

Procurement; The cooperative does not have accounting software and all of the bookkeeping is 

conducted manually which makes financial analysis, financial reporting and costing a time consuming 

and challenging task. It was also observed that there is a need for a clear procurement policy with the 

appropriate forms and documentation to ensure that the cooperative attains its inputs at a competitive 

price in addition to ensuring transparency in its operation. 

Related to Strategy; the organization’s management could not articulate the vision and mission of 

the organization although there is a strategic plan; this is attributed to the lack of management skills 

and understanding of the strategic plan importance by the management. It is also worth noting that the 

strategic plan should be conducted in a participatory manner with actionable, clear goals. 

Technology; the organization use of technology in production is nonexistent and this is critically 

affecting the shelf life of products especially in two aspects; a) The dried products such as thyme and 

grains are not being vacuum sealed and there is no control for the product’s humidity before packaging 

which can result in product spoilage. b) As for the pickled products, jams and molasses the jars and 

bottles used are not being hygienically pasteurized to ensure protection against bacteria and mold. 

Moreover, the use of recycled cola bottles and reused jars is drastically affect the quality and appeal of 

the products. The cooperative can also benefit from a database for tracking customers and sales which 

will facilitate the process of contacting customers, tracking orders and generating reports. 

 

4. Recommended Approach 

 

The aim of this market mapping study is to identify the current market gaps, highlight the required 

key success factors for small producers in the food-processing sector and recommend an intervention 

that will contribute to increased production and sales by the targeted food processors. 

After conducting a thorough market mapping analysis and meeting with producers, consumers, 

wholesalers, conducting individual organization assessment and interviewing key individuals, the key 

success factors were identified and can be grouped into two major points as follows; Production; 

which includes the primary activities and the support activities of the targeted organizations. 

Marketing which includes the distribution, product, price and promotion. 
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Table 1. The following model covers the key interventions required for the success of the food processing 
organizations targeted 
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